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Abstract: Prior studies on urban hotel service settings show that the positive response to the lobby
artwork and interior design in a hotel is a performance determinant since it directly impacts the
orientation of green customers’ preferences who form a significant part of the primary and secondary
consumers outcome of emotional satisfaction. In addition, it elaborates on the importance of market-
ing strategy based on hotel interior design for urban hotels intending to increase customer loyalty.
For this reason, the present study collected a total of 330 South Korean participants to identify the
mediating role of hotel lobby interior design and artworks between green customers’ preferences and
hotel loyalty. The survey instrument designed for the current study included 15 questions to test the
hypotheses and a path analysis using AMOS 24.0 was conducted as the main tool to determine the
relationship key factors. According to our statistical findings, it is acceptable to relate the customers’
environmental awareness with interest in artwork in the hotel lobby due to the first impression
created. The artwork gives a general perception of the value and quality that the consumer is likely
to gain by interacting with the available products and services. It is also valid to indicate that the
customers’ environmental awareness closely relates to their preference for interior design to develop
customer loyalty. Therefore, we conclude that the environmental awareness and hotel loyalty factors
impact the marketing strategy and segmentation process used for the urban hotels that deal with
green customers with unique and exclusive needs.

Keywords: urban hotel; hospitality; interior design; environmental sustainability; green customers;
artwork; loyalty; environmental marketing strategies

1. Introduction

The environmental marketing strategy is an important decision-making tool in urban
hotels that intends to attract and retain green customers with a high degree of environmental
awareness. It focuses on the impact of the marketing method used when dealing with
customers who are conscious of their environment and the value added by the services
and products they consume from the chosen hotel brand [1]. The strategy ensures that
the product concept and associated services are integrated into the marketing process
and indicates that the outcomes cope well with the environmental trends in the current
world [2]. Therefore, the designed and implemented marketing procedure is important
because it addresses the exclusive needs and preferences of the green customers who
maintain eco-friendly attitudes that do not affect negatively on environmental sustainability
as they interact with the brand. The marketing strategy is significant since it focuses on
the customers’ interest in environmental factors using a green marketing mix. The effect
is high confidence in the operations of the specific urban hotel brand and a general state
of increased loyalty to consuming their products and services [3]. It enables the hotel
brand to integrate service to the primary and secondary consumers with response to their
needs, especially the concerns about environmental sustainability. The strategic marketing
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approach is critical in optimizing the operations since performance depends on attracting
and retaining customers to the brand by responding to their demands and needs [4]. The
marketing mix increases the awareness of the customers on the commitment and dedication
of the hotel brand to serve them with high-quality goods and services with minimal harm
to the immediate natural environment.

Prior research [5] has explored the relationship between green customers and the
green marketing mix in the hotel and hospitality industry. As the customers spend the
various products and services, their central focus is the availability of environmentally
friendly commodities and the effects on the surrounding after consumption. They are
conscious of the marketing mix and are keen on the value gained by consuming from a
specific brand that they have developed loyalty and preference. In this case, the designed
and implemented marketing mix is the determining factor of the consumption decision
and shows a meaningful relationship with the customer habits [6]. Some urban hotels
respond to this relationship factor by occupying the primary and secondary customers
with sensitive marketing strategies that target to show the company’s commitment to
ensure environmental sustainability and eliminate any negative impacts on its operating
surroundings. Besides, there is a meaningful relationship between green customers and the
public reputation maintained by a specific brand regarding environmental protection and
conservation initiatives. A previous study [7] argued that the perception of these consumers
is significantly influenced by the image and reputation maintained by a specific hotel entity
in terms of sensitivity to protecting the environment. The purchasing decision is made
following a critical consideration of other people’s reviews and the public information
available about these entities and the effects of their operations on sustainable environmen-
tal factors [8]. For instance, environmental awareness and sensitivity to its conservation
may make a consumer reluctant to be associated with a hotel entity that has been subject
to scandals like pollution and poor waste disposal, creating a negative reputation with
members of the public.

Green customers show high interest in unique artwork in a hotel lobby and other
interior design features because of the aesthetic value created and the general environmental
appeal of the scenes. The customers are interested in the environmental aspects of style,
lighting, color, and furnishing aspects of the lobby and other areas that contribute to
the general physical environment in the hotel [9]. The environmental impacts integrated
into the design and artwork of the lobby create an appealing and positive impact on the
green customers’ perception of the service quality and value addition from interacting
with the brand’s products and services [10]. Some of the most significant environmental
elements that can be integrated into the artwork and interior design are lighting and
color due to the identity with sustainability and originality appeal. The preference for
specific artwork and interior design with identity to the environment is a psychological
need that determines the loyalty and preferences of the green customers to a hotel brand.
For instance, appealing artwork in a hotel lobby gives a sense of the actual physical
environment. It may influence the decisions made by a green customer due to the identity
created. Therefore, the overall psychological effect on the customers’ behavior is influenced
by the physical design aspect and the specific impression created [11,12]. A study on urban
hotel service settings by Nogueira [13] shows that the positive response to the lobby artwork
and interior design in a hotel is a performance determinant since it directly impacts the
orientation of the green customers’ preferences who form a significant part of the primary
and secondary consumers.

Research Gap

A research gap exists for the increased environmental awareness and interest in
artwork by the green customers and how these factors can be optimized to influence their
consumption decision-making positively. There is limited information on strategic design
and implementation of frameworks that integrate the artwork and interior design of the
urban hotels into the response to the unique needs of green customers [14]. This research
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will bridge the gap by gathering comprehensive information on the existing factors and
developing a practical framework exploring the effects of the physical hotel environment on
green consumers. The nature and design of the physical environment play a critical role in
attracting and retaining green customers and maintaining their loyalty, making it a critical
research area [15]. One of the areas to be explored is the strategic design decisions focusing
on considering the general interior design of the public spaces in a hotel environment
and how they can be used as a factor to appeal to the psychological needs of the green
customers, who are highly sensitive to the environment.

The present study adds value to the existing literature and addresses the areas of infor-
mation insufficiency regarding the physical hotel environment. The design and appearance
impacts of the lobby and other hotel environments are comprehensively explored in the
research with the central aim of determining the actual impacts on impression, attitude, and
preference by the green customers. The first impression created has a long-lasting impact
on the general perception of a hotel entity and may affect their consumption decision in
the long term [16]. Therefore, it is critical to incorporate quantitative statistical analysis
tools such as correlational and comparative measures to analyze the details and provide
results that can be implemented for better outcomes. The research should use the two
mediating factors to determine the key aspects of green customers’ decision-making that
impact environmental awareness and loyalty to a hotel brand (See Figure 1).

Figure 1. Research model of the present study.

To achieve this goal, this study used a ‘Likert scale’ (1 = Strongly Disagree–5 = Strongly
Agree) with a total of 330 South Korean participants to check the mediating effect of hotel
lobby interior design and artwork between green customers’ preferences and hotel loyalty.
All responses from participants were collected entirely through the professional survey
agency in South Korea. The survey agency sent an email to the panelists, distributing men
and women evenly from those in their 20s to 60s, as we requested. The survey instrument
designed for the current study included 15 main questions (Environmental awareness:
3 items, Interest in artwork: 5 items, Hotel interior design: 1 item, and Hotel loyalty:
6 items) to check the hypotheses.

2. Literature Review
2.1. Importance of Environmental Marketing Strategy

Environmental marketing strategies play a critical role in the ability of urban hotels
to attract and retain green customers due to their high sensitivity and awareness of the
environment. The existing research [17] argues that the success obtained from the mar-
keting strategy depends on the ability to appeal to the unique psychological needs of the
customers and their consciousness to maintain a general state of a sustainable environment.
Environmental psychology acts as a premise for the marketing mix and designs the most
appropriate communication method for the consumers [18]. Strategic communications are
used as the main marketing tool. They are directed towards addressing the concerns and
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preferences of the green consumers who are continually conscious of their surroundings in
terms of environmental sustainability and conservation. A strategic response to their needs
by conducting initiatives indicates that the brand is responsible enough and keen on the
environmental aspects and is ready to respond positively [19]. The marketing team should
work to deliver quality information to the customers and inform them of the commitments
and actions taken by the organization to address the underlying concerns with the actual
physical environment.

According to the research conducted by Syaekhoni and his colleagues [20], the primary
role of environmental marketing is to influence the green customers’ perception by proving
to them the extent to which the hotel is willing to go in response to environmental appeal
and conservation. For instance, the product and service advertisement team can include
details about the hotel’s social responsibility initiatives and the environmental conservation
duties by the company. The long-term effect of such initiatives is a positive perception
developed by the consumers and a positive influence on their preferences due to the
awareness of their surroundings and the value that should be added as they consume
from the brand [21]. The marketing mix plays a critical role in showing how the hotel
implements green practices and contributes significantly to sustainability [22]. Once the
customers have built confidence in the hotel practices, they respond to the marketing efforts
by developing preferences towards the various goods and services available. They also
remain loyal and may influence other consumers who have similar interests to utilize the
available goods and services [23]. Therefore, the marketing plan is carefully designed and
implemented targeting to meet the unique needs of the green customers and respond to
their psychological demands.

Further, a comprehensive study by Chung and his associates [24] reveals that an
environmental marketing strategy enables the urban hotels to create a public reputation of
response to the growing interest and concern for quality and environmentally appealing
actions. The emerging pressure from the green consumers is addressed by portraying
a public image and reputation of full commitment and investment in sustainability [25].
The investment programs are incorporated in the marketing communication plan, and
the detailed information is passed to the consumers through advertisements and other
initiatives. Prior research [26] also argues that the strategy shows how the hotel takes up
the responsibility to implement more environmentally friendly practices and is conscious
of its impacts on the surroundings as it serves the broad consumer base. In this case, the
design planning and implementation stages are carefully initiated to meet the exclusive
needs of the green consumers and directly respond to their concerns.

2.2. Previous Studies on Relationships between Green Customers and Other Factors

Bitner’s various studies examine the relationship between green consumers and other
factors like purchasing intentions, customer satisfaction, preferences, and brand loyalty.
The research by Alamsyah and his colleagues [27] pays attention to the urban hotels that
have been successful due to the in-depth understanding of how green customers develop
their purchasing intentions and make decisions to consume products and services from a
specific brand. This group of consumers has an outstanding feature in developing their
purchasing intentions from environmentally appealing and protection activities [28]. The
intentions are driven by the perception of the hotel’s general response to sustainability and
conservation of their immediate environment [29]. Purchasing intention is a significant
factor in the performance of any entity in the hospitality industry since the intention is
driven by the consciousness and awareness of the environment by the green consumers.
Therefore, most organizations’ management efforts and designed operational frameworks
have an increasing interest in the relationship between these customers and their purchasing
or consumption intentions [30]. The management efforts are directed towards ensuring
that the intentions are aligned with the firms’ positive practices and influence the state of
performance excellence maintained in the dynamic industry.
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Moreover, a detailed study by Sureeyatanapas and his associates [31] gives the central
argument that there is a meaningful relationship between the green customers and the
satisfaction level from interacting with a brand’s goods and services. Satisfaction comes
from the attention to value and quality added from the output of the urban hotels in the
process of serving their consumers. It is quantified by the value gained from interacting
with the firm’s activities within the natural environment and its unique ability to respond
to the prevailing needs [32]. The current situation shows that the values and lifestyles
of green consumers have been changing, and meeting their needs is one of the unique
ways to increase their satisfaction level. In this case, satisfaction is a success factor with a
meaningful relationship with green customers and their primary concern [33]. According
to some studies on green customer behavior, satisfaction also depends on the importance
given to the environment. It primarily influences purchasing from a given brand despite
other substitutes and closely related firms in the same industrial category [27]. A change in
consumer lifestyle towards environmental sustainability is directly proportional to their
satisfaction with the goods and services they access from various hotels. The relationship
makes it important for the urban hotels to put in efforts to add value and translate into
a group of highly satisfied consumers who are willing and ready to interact with the
brand output.

Additionally, studies on consumer behavior also show a meaningful relationship
between green consumers and the factors of preferences. A gradual increase in the con-
sumption from a hotel brand shows a positive change in preference of the primary and
secondary consumers towards the available services [34]. Green consumers have a high
inclination towards an entity primarily concerned with its impact on the environment and
the extent to which it contributes or adds value to the surrounding environment. According
to the argument by the authors of [35] on factors affecting preferences, a hotel that portrays
high environmentally friendly standards is likely to have a wider consumer base since they
prefer to purchase from the brand and not from the substitute firms. The phenomenon has
prompted most hotel organizations to embrace sustainable development trends in response
to preferences [36]. The development of green business practices by these organizations
enables them to survive the dynamic forces in the market caused by the change in consumer
preferences depending on their general perception of the response to sustainability and
conservation. It is accurate to conclude that green consumers have a positive attitude and
purchasing tastes oriented towards hotels that conduct green business and respond to the
emerging trends regarding environmental conservation.

Green consumers also develop loyalty under various circumstances as they interact
with different hotel brands in the hospitality industry. The commitment of these consumers
to purchase and repurchase from their favorite brand is a measure of their loyalty and
originates from the nature of operations by the specific entity. Sangroya and Nayak [37]
claim that green consumers develop both transactional and emotional loyalty when their
needs are met and the general conditions maintained in their selected brand meet their
expectations. The effect is an increased volume of sales and a high market share because
the buyers always come back to repurchase after the previous interactions with the goods
and services [38]. Transactional loyalty is essential since it increases the consumer base and
acts as a retention strategy. Green customers mainly develop this kind of loyalty when they
are certain that the organization has full commitment to conduct eco-friendly activities and
is continually aware of its impacts on the environment [39]. Emotional loyalty also plays a
critical role in enhancing the consumer base since it is developed when the organization
can address the unique needs of the green customers. They are likely to influence other
secondary customers to the brand and continue purchasing and returning to buy regardless
of the existence of other major firms in the competitive business environment.

2.3. The Necessity of Customer’s Interest in Artwork in Hotel Lobby Interior Design

Green customers’ interest in artwork and interior design forms a significant part of
the design considerations to increase their brand loyalty. The artwork that makes the
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lobby layout appealing and attractive to the green customers is a priority in the initial
design of the overall outlook due to the aesthetic value created and response to the unique
consumer needs [40]. With the central aim to increase the loyalty and interests of green
customers, the design stage is critical. It is systematically conducted to generate the
expected results in terms of quality and value. The lobby can be made artistically green to
generate the psychological appeal of environmental identity and influence the decisions
made by the customers to return after the initial utilization of the products [41]. The target
is to integrate the central design of the lobby with the ability to create value through appeal
to environmental considerations and green operations [42]. A systematic and innovative
artwork developed for the lobby can determine the value and resulting loyalty, making it a
critical area of consideration at the management and technical levels [43]. The lobby design
factors can be categorized into various groups, depending on the intended purpose or the
nature of appeal that is to be achieved as the green customers access the hotel facility and
decide on the long-term relationship to be maintained by the brand.

A previous study conducted by Ivanova and Basova [44] revealed that in addition
to being conscious of the environment, green customers are also interested in appealing
artwork and the interior design features that give a sense of satisfaction while interacting
with a specific facility. The claim is reinforced by the idea that the lobby artwork and
overall interior design give the initial impression of the inner state [45]. Design features
represent the quality to be expected from the hotel and the brand image, making it an
essential element to be considered for enhancing the ability to attract and gain the loyalty
of green consumers [46]. Therefore, the features distinguishable from the artwork should
follow a design criterion that aims to appeal to the customers and give the hotel brand an
image of high value creation compared to the substitutes or closely related entities [47]. For
example, the portrayal of green operations from the lobby artwork and complexity of the
interior design would generate a psychological appeal to the consumers and give them an
overview of how possible it is that they will be satisfied by the services and their exclusive
needs met.

Bogicevic and Choi [48] also researched the connection between green consumer loy-
alty and the physical impression before consuming the actual goods or services. The central
focus of the research was to determine how powerful the psychological appeal is and the
direct influence on brand loyalty [49]. For instance, an artwork design in the lobby that
portrays a green environment indicates possible environmentally friendly operations and
full consciousness towards minimizing the negative effects to the surroundings. The im-
pression then creates a positive image and reputation, the primary influencer of purchasing
decisions and brand loyalty [50]. Therefore, the hotel lobby interior design choices are
made to perform multiple roles of the actual functionality and influence on the consumers’
psychological needs for environmental sustainability.

2.4. Research Gap in the Literature

There is a research gap between customer environmental awareness and their interest
in artwork and interior design to gauge customer loyalty in an urban hotel setting. Few
studies and research publications have explored how the awareness can be incorporated
at the design stage for lobby artwork and the general interior design. There is a need
for comprehensive information on the aspects that can be implemented to optimize the
preference and loyalty of the green consumers towards an urban hotel brand [51]. The
central area of focus is the first impression created from the initial interaction with the hotel
environment through design features that appeal to the consumers’ preferences. The close
relationship between the customers’ environmental awareness and the interior design and
artwork can be used as the guiding framework to conduct a comprehensive study on how
these factors can be utilized for a positive gain in an urban hotel setting for improving
customer’s revising rate.

Furthermore, the research gap features the styles used in hotel interior design and the
integrated functions to transform the hotel into an entity that appeals to the consumers.
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There is insufficient information on how to balance the customers’ environmental awareness
and the resulting psychological needs for sustainability as they consume the various
products and services. The initial experience before the actual stay is the determining factor
of whether the guests will develop maximum interest towards the brand or will negatively
impact the attitude and loyalty [52]. The research focuses on addressing the need or the
prevailing problem from the root cause and devising the most appropriate framework
that can be implemented for better results. Therefore, we suggest reasonably based on
numerous previous studies that there are six hypotheses (See the below descriptions and
Figure 2).

Figure 2. Hypotheses of the study.

Hypothesis 1 (H1). The environmental awareness that green customers possess has a strong
impact on their interest in artworks in hotels.

Hypothesis 2 (H2). Green customers’ interest in artworks in hotels has a strong impact on hotel loyalty.

Hypothesis 3 (H3). The environmental awareness that green customers possess has a strong
impact on the preference of the interior design in hotels.

Hypothesis 4 (H4). The preference of the interior design in hotels has a strong impact on hotel loyalty.

Hypothesis 5 (H5). Customers’interest in artworks in hotels will mediate the relationship between
the environmental awareness that green customers possess and their hotel loyalty.

Hypothesis 6 (H6). The preference of the interior design in hotels will mediate the relationship
between the environmental awareness that green customers possess and their hotel loyalty.

3. Research Design
3.1. Variables

To add insight into the current literature, we explore and investigate a total of six
hypotheses to identify paths between customers’ level of environmental awareness and
their level of loyalty in an urban hotel setting, using two mediating factors (Customer’s
interest in artwork and Interior design). For achieving this goal, the total survey question
used 15 items. Table 1 indicates the summarized variable information, representing the
number of questions and their sources, and Table 2 shows a detailed description of survey
items. All survey questions were created by the current authors based on a number of
previous studies.
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Table 1. Summarized variable information.

Factors Number of Questions Resources

Environmental
Awareness 3 (Kreidler, 2010; Yu et al., 2020; Zhang and

Wen, 2008).
Customer’s Interest in

Artwork 5 (Lin, 2016; Lee et al., 2010; Norman, 2004;
McGuire, 1999)

Interior Design 1 (Lin, 2016)

Loyalty 6 (Lin, 2016; Lee et al., 2010; Norman, 2004;
McGuire, 1999; Nanu et al., 2020; Lin, 2019)

Table 2. Description of survey questions.

Main Factors Description of Survey Questions

Environmental
Awareness

1. I have been interested in the environmental field all the time.
2. I prefer hotel lobby spaces with eco-friendly elements.
3. I am willing to devote more effort and time to environmental

protection.

Customer’s Interest
in Artwork

1. I am usually very interested in artworks.
2. I usually go to exhibitions often.
3. I have purchased artworks at an exhibition.
4. When I see the artwork in the hotel lobby, I would like to hear the

curator’s explanation.
5. Do you think that the more different types of artwork give you the

more psychological satisfaction, interacting with them during
appreciating?

Interior Design 1. I feel so good when I stay in a hotel with excellent interior design.

Loyalty

1. I would like to reserve a hotel where artworks are displayed.
2. Because I was impressed by the hotel where the artworks were

displayed, I have visited the hotel again.
3. I am willing to pay more to stay in a hotel where artworks are

displayed.
4. I prefer hotels with artworks over hotels which are not displayed

by artworks.
5. I will speak positively to others about the art exhibition in the hotel

lobby.
6. I think my stay at the hotel will be extended due to art appreciation.

3.2. Data Analysis and Collection

In achieving the aim of the current research, we employed two initial arithmetical
investigation tools, SPSS version 27 and AMOS 24.0, and tried to figure out the worth of
the internal steadiness for influences. We were able to measure the reliability of the main
factors’ constructs. Moreover, we carried out both a confirmatory factor analysis (CFA) and
exploratory factor analysis (EFA) to measure the validity concerning main factors through
the suitability of the instruments of this research. We also tested the discriminant validity to
verify the degree of possible overlying for the main concepts, gauging whether the square
root of the AVEs has considerable additional information than correlation coefficients with
other concepts, for the closing examination was tested to determine the scaling of the study
suggestion by use of an operational equation modeling.

Concerning collecting the statistics, the study aimed to obtain more than 300 samples
between 27 September 2021, to 29 September 2021 and the questionnaire was sent online.
As seen in Table 3, although the total collected dataset revealed 380 participants, 50 samples
should be discarded because participants responded illogically (ex: all survey questions
were answered with the same number, or respondents failed to complete more than 20%
of the questions) [53]. Prior studies have recommended that every researcher should check
the obtained final dataset whether there are missing data first before conducting statistical



Sustainability 2022, 14, 1005 9 of 22

investigating [53,54] because the handling of missing data properly can increase the degree of
data accuracy. The detailed procedure of the statistical collection is shown in Table 3 below.

Table 3. The information of the final obtained data.

Total Percentage (%)

Collected Survey 380 100%
Discarded Survey 50 13.2%

Usable Survey 330 86.8%

Demographic information regarding the respondents of the current study is shown
in Table 4. The overall features of the participants in the study who gave out feedback
are depicted in the table as mentioned above. To obtain our sample evenly, we hired a
professional research agency in South Korea so that they handled the data in a professional
manner and provided us with accurate and high-quality data. The survey agency used a
‘Stratified Random Sampling’ type that conducts by classifying a population into groups
with same features. This type’s random mehod can guarantee that different divisions
in a population can be assigned equally (Ghosh, 1958). As a result, we could collect
the data which have perfect age and gender distribution as we requested to the agency.
Regarding the characteristics of gender, 165 were male (50.0%), and 165 were female
(50.0%). Concerning the age distribution of the participants, all five age groups had
66 respondents evenly (see more details in Table 4). The agency sent an invitation email
first to their panelists, asking them to participate in the survey, and recipients could
participate by filling out the survey if they accept the survey invitation. All in all, a
total of 330 polling arrangements were used as a finalized usable sample in the previous
investigative examination.

Table 4. Demographic information for usable sample.

Number of Participants Percentage (%)

Gender
Male 66 50.0

Female 66 50.0
Employment Status

Professional 49 14.8
Administrative/Clerical 100 30.3

Sales/Service 30 9.1
Production/Technical 29 8.8

Self-Employed 25 7.6
Household 55 16.7

Student 24 7.3
Unemployed 18 5.5

Age distribution
20s 66 20.0
30s 66 20.0
40s 66 20.0
50s 66 20.0
60s 66 20.0

Monthly Income Level
Less than 2 million won *** 26 7.9

2 million won or More than 2 million won and
Less than 4 million won 128 38.8

4 million won or More than 4 million won and
Less than 6 million won 83 25.2

6 million won or More than 6 million won and
Less than 8 million won 54 16.4

More than 8 million won 39 11.8
*** The Korean won (KRW).
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4. Results
4.1. Descriptive Statistics

As the first process of our statistical approach, we tested descriptive statistical analysis
that mentions four basic statistics (Mean, Median, Difference between Max and Min, and
Standard Deviation) (see Table 5 for more detail). All variables were measured by a five-
point Likert scale (1 = Strongly Disagree–5 = Strongly Agree) As indicated in Table 5,
regarding both the value of mean and standard deviation revealed ‘Loyalty’.

Table 5. Descriptive statistics for final sample.

Factors Mean Median Max-Min STD

Environmental Awareness 2.68 2.44 4 (5–1) 0.893
Customer’s Interest of Artwork 2.90 2.63 4 (5–1) 0.954

Interior Design 3.04 2.79 4 (5–1) 0.886
Loyalty 3.15 2.88 4 (5–1) 0.941

4.2. Reliability Analysis

The data examination results concerning the collection of the primary dataset (N = 330)
are presented in this part. The information was analyzed using SPSS software version 27
and AMOS 24.0 to determine the relationship between our main constructs. All arithmetical
conclusions were represented in tables with their interpretations provided in the text. In
deciding the internal steadiness that shows a measure of gauge dependability, Cronbach’s
alpha value was applied using the generally accepted law. For instance, if the Cronbach
value is 0.6 or more significant, a set of items is composed as a collection [53,55]. For the
present research, the reliability coefficient value was 0.825 for ‘Environmental Awareness’,
0.776 for ‘Interest in Artwork’, and 0.804 for ‘Loyalty’. The ‘Interior Design’ factor was
not checked because it has only one variable so that we do not need to check an internal
consistency between variables. As seen in Table 6, the result of internal consistency shows
all factors’ Cronbach alpha values are great than 0.6 and we could confirm all variables are
reliable to measure our hypothesis.

Table 6. The statistical findings of reliability investigation.

Sub-Factors Question The Value of Cronbach’s α

Environmental Awareness 1–3 0.825
Interest in Artwork 4–8 0.776

Loyalty 10–15 0.804

4.3. Exploratory Factor Analysis

As a first step to measure the construct validity, we conducted the ‘Exploratory Factor
Analysis (EFA). EFA analysis reduces the data by discovering commonalities among vari-
ables. Previous studies have suggested that the Kaiser-Meyer-Olkin (KMO) value should
be at least greater than 0.06 and the present research indicated for 0.772 that was greater
than 0.06. This meant the data was suitable to use in the factor analysis approach, with
reliability value at 0.000, less than 0.05 Therefore, it was considered acceptable.

In addition, using the Orthogonal Rotation with Varimax approach, Factor Extraction
through Principal Component method was conducted. The received factors were consid-
ered from components which had variance of the variables (Eigenvalue) more than once
(>1). As we expected, there were three components (Environmental Awareness, Interest in
Artworks and Loyalty) that followed the criteria and was made up of 14 variables. Because
one of main factors (hotel interior design) contains only one variable, we do not need to
add this factor when we conduct EFA analysis, assuming there is no multiplemeasurement
variables to gauge commonality [56]. Therefore, the survey items of the present study were
used to define the variables for dividing into three groups by using EFA. The variance
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value of all variables was 78.64% which can be the acceptable variance explained in factor
analysis for a construct to be valid (See Tables 7 and 8).

Table 7. The result of suitability examination of unity matrix between variables.

Variable
KMO Bartlett’s Test

Suitable Value Received Value Suitable Value Received Value

14 variables More than 0.50 (>0.9
= very good) 0.772 p-value < 0.05 <0.01

Table 8. Components, eigenvalue, percentage of variance, and percentage of cumulative variance.

Component Main Factors Number of Questions Eigen Values % of Variance Cumulative % of Variance

1 Environmental
Awareness 3 14.09 28.14 23.14

2
Customer’s
Interest in
Artwork

5 11.66 23.49 51.63

3 Loyalty 6 13.79 27.01 78.64

4.4. Confirmatory Factor Analysis

Beyond the EFA analysis, the current research also conducted a confirmatory factor
analysis (CFA) to gauge conversion validity and confirm whether three initial estimation
factors sensibly clarified the inactive characteristics. CFA is a technique performed in the
AMOS program that implements the structural equation model, and tests and confirms
the relationship between the measured variable and the latent variable [57]. Altering
acceptability attempts to examine the approximation of things dependably measure the
essential idea and can be identified as the factor load between the idle and perceived
variables. If the factors are not less than 0.5, one can conclude that there is legitimacy.
In Table 9, all values of the average variance extracted (AVE) are higher than 0.5, which
implies that all estimation factors can be confirmed as having altered legality since they
uncovered more than the relating reference esteem (0.5) [58]. In addition to AVE values,
we could check ‘Construct Reliability’(CR) to double-check an internal consistency even
if we already checked the ‘Cronbach alpha’ value (See Table 6). However, prior studies
suggested that CR is a less biased estimate of reliability than ‘Cronbach alpha’ and the
acceptable value of CR is 0.7 and above [59,60]. As seen in Table 9, all main factors’ CR
values were greater than 0.7, thus, we could double-check a high degree of reliability for
the constructs. We did not add the ‘Interior Design’ factor when conducting the CFA for
the same reason as EFA [61].

4.5. Discriminant Validity

The current study’s survey instrument also had another complicated means to gauge
the quality of tools used. The research carried out both conversion validity and discriminant
validity, explained by measures of academically differing concepts that should not correlate
highly with one another [62]. Moreover, many past studies also insisted that the association
analysis between the variables may come up with discriminant cogency validity through
results less or negative association among variables [62]. After the convergent validity was
measured, the discriminant validity was conducted utilizing Fornell and Lacker’s [63] law.
The discriminant validity examines the interconnection between constructs and recognized
the probably covering figures. As shown in Table 10, the study tracked down that the square
roots of AVEs are more noteworthy in all circumstances than the off-slanting components in
their comparison line and section. Thus, they indicate that the critical discriminant validity
has been confirmed. The summation of the estimation model commodified the acceptable
prerequisites of the rightfulness discriminant validity.
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Table 9. The statistical findings of confirmatory factor analysis.

Variables Unstandardized
Factor Loadings

Standardized
Factor Loadings S.E. Critical Ratio AVE Construct

Reliability
EA1
EA2
EA3

1.00
0.81
0.83

0.89
0.72
0.74

0.5
0.5

18.12 ***
16.55 ***

0.875 0.836

CIAW1
CIAW2
CIAW3
CIAW4
CIAW5

1.00
0.85
0.89
0.75
0.78

0.90
0.74
0.79
0.68
0.73

0.5
0.5
0.5
0.5

18.34 ***
19.88 ***
20.65 ***
20.89 ***

0.849 0.798

LY1
LY2
LY3
LY4
LY5
LY6

1.00
0.88
0.91
0.86
0.82
1.01

0.93
0.80
0.83
0.78
0.71
0.94

0.6
0.6
0.6
0.6
0.6

22.16 ***
20.73 ***
22.59 ***
23.91 ***
23.64 ***

0.883 0.862

*** p < 0.001.

Table 10. The results of discriminant validity.

Construct 1 2 3

1. Environmental
Awareness 0.831

2. Interest in Artwork 0.655 0.923
4. Loyalty 0.611 0.703 0.714

4.6. Structural Equation Modeling (SEM)

To gauge the associations between our main factors, the present study conducted
structural equation modeling (SEM), which is defined as a set of statistical approach used
to analyze the associations between observed and latent variables. Numerous previous
researchers have insisted that SEM can be more dominant tool to examine causal linkages
among constructs than regression methods [64–66] because it can measure how strong vari-
ables have linear causal associations with each other unlike regression analyses, and even
calculates the errors which implies residuals may be estimated and eliminated, indicating
no measurement error on observed variables [67,68]. Moreover, the SEM also produces a
more adequate inference structure for mediation investigation to gauge an indirect effect,
testing complex and multiple mediating effects in a single anlayss [69].

For this reason, we selected the SEM for the statistical methodology of the present
study to check the strong and weak causal effects of both (a) direct effects and (b) indirect
effects between main factors. Before taking a look at an adequate statistical explanation of
the indirect effects of this study, Figure 3 first presents the direct effects between the main
factors of this study. Our SEM structure set in the equation for direct effects is as follows:

Y = β + C1X1 + C2X2 + C3X3 . . . . + ε (1)

where C is the slope coefficient that indicates the association between main factors. In the
research model of the present study, C should the direct effect of EA on LY. Y indicates the
dependent factor (DF) and in this study, the DF can be all main factors except ‘Environmen-
tal Awareness’ (EA). X indicates the independent factor (IF) and can be all main factors
except the ‘Loyalty’ factor (see Figure 3). The number of X in Equation (1) depends on how
many variables the independent factor has. For instance, because CIAW has five variables,
the equation of direct effect for CIAW on the LY should be Y = β+C1X1 + C2X2 + C3X +
C4X4 + C5X5 + ε. In addition to DF and IF, the epsilon (ε) presents an error associated with
the indicators, and the beta (β) points out the intercept coefficient in Equation (1).
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Figure 3. The result of the path analysis. *** p < 0.001.

As a next step to check how well our sample data fit with a normal distribution, we
investigated our SEM model’s suitableness. We used χ2, RMR, TLI, GFI, CFI, and RMSEA,
indicating the research model’s fitness. The model fit of SEM tests how well the conceptual
model fits among our main factors (EA, CIAW, ID, and LY). In more detail, the absolute fit
was measured through χ2 (Chi2), RMR (Root Mean Square Residual), GFI (Goodness of Fit
Index), RMSEA (Root Mean Square Error of Approximation), and the incremental fit could
be identified by the TLI (Tucker Lewis Index) and CFI (Comparative Fit Index).

To judge whether the χ2 (Chi2) of this study is a significant level statistically, we
checked the difference between the value of our test statistic (χ2 = 256.18) and the value of
‘Degree of Freedom’(df) (95). Since 256.18 > 95, we could accept our χ2 (Chi2), rejecting the
null hypothesis [70,71]. Regarding the value of CFI and TLI, prior studies have suggested
being higher than 0.90 to indicate acceptable goodness of fit [72,73] and our results showed
that both CRI and TLI values of this study are greater than 0.9. The GFI value was also
measured for our research model (SEM) and the result was within an acceptable range
(between 0 and 1) [74], indicating 0.899. In terms of RMSEA and RMR value, the previous
research confirmed that values lower than 0.06 were preferred (values lower than 0.08 were
still acceptable) [75]. As seen the Table 11, both RMSEA and RMR values for the present
study could be checked within the preferred range.

Table 11. The model results in Y = β + C1X1 + C2X2 + C3X3 . . . . + ε.

Path Unstandardized
Coefficients

Standardized
Coefficients (β) S.E. T

From EA to CIAW 0.39 0.34 0.06 0.625 ***
From CIAW to LY 0.45 0.40 0.06 0.644 ***

From EA to ID 0.31 0.27 0.07 0.673 ***
From ID to LY 0.42 0.38 0.06 0.697 ***

Index of Fitness Suggested Range The Present Study’s Range

RMR Should be less than 0.08 0.015 (Accepted)
GFI Should be between 0 and 1 0.899 (Accepted)
TLI Should be greater than 0.90 0.951 (Accepted)
CFI Should be greater than 0.90 0.941 (Accepted)

RMSEA Should be less than 0.08 0.049 (Accepted)

χ2 = 256.18 (df = 95, p < 0.001) *** p < 0.001.

As a result of the final analysis of the path coefficient, the creation of EA had a
significant positive (+) (β = 0.34, p < 0.001) effect on CIAW (H1) and hotel ID (H3) (β = 0.27,
p < 0.001). Additionally, a strong relationship was proven between hotel LY and the CIAW
customers possess (H2) (β = 0.40, p < 0.001), and between hotel LY and hotel ID (H4)
(β = 0.38, p < 0.001). Figure 3 presents the values of standardized coefficients (β) between
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paths of main factors. Table 11 also presents the main results of the path analysis and all
components of the ‘Index of Fitness’ and their interpretations for our structural equation
model. As seen in Table 11, all components were found to be within an acceptable range.
According to the statistical findings, fortunately, as indicated in Table 11, our first four
hypotheses (H1, H2, H3, and H4) were found out in the expected directions, and therefore,
we could accept them (see Table 11).

Lastly, to measure our fifth and sixth hypotheses, the mediating effect of ‘Customer’s
interest in Artwork’ (CIAW) and ‘Interior Design’ (ID) on ‘Environmental Awareness’ (EA)
and ‘Hotel Loyalty’ (LY) was checked. Ramli and his colleagues [64] have insisted that an
adequate mathematical equation for indirect effect should be the following:

Y = β + C1X1 + C2X2 + C3X3 . . . . + BM + e (2)

In Equation (2), B can be expressed as a slope coefficient that implies the linkage
between main factors. In the current research model, B points out the direct effect of CIAW
on LY. M is the mediating factor with multiple variables. As already seen, the present study
measured two mediating factors (CIAW and ID). In Equation (2), EA and LY can be X and
Y respectively in the current research model (See the Figure 3). The mathematical equation
of M should the following:

M = β + A1X1 + A2X2 + A3X3 . . . + BM + e (3)

Using the AMOS program, the present study conducted the ‘Bootstrap’ method to
check whether indirect effects in our research model are statistically significant. The
‘Bootstrap’ technique is a method of generating the distribution of parameters based on
sample data without knowing the distribution of the population and then estimating the
parameters [76]. It also produces a test that is not based on large-sample theory, meaning it
can be applied to small samples with more confidence [24,77]. In this case, 5000 bootstrap
samples were used, and 0 is not included in the 95% confidence interval of the indirect
effect. Otherwise, the mediating effect can be considered as a significant value. As can
be seen below in Tables 12 and 13, the indirect effect of CIAW between the EA and LY
revealed (1) 0.14, and the indirect effect of ID between the EA and LY resulted in (2) 0.10.
The mediating effect was strong because the 95% confidence interval was not contained 0
for the indirect effects [78] between ‘Environmental Awareness’ and ‘Hotel Loyalty’ (see
Tables 12 and 13).

Table 12. The indirect effect of CIAW.

Path Indirect Effect S.E 95%CI
(Bias-Corrected Bootstrap)

EA→ CIAW→ LY 0.14 0.07 (0.09–0.19)
Number of bootstrap samples: 5000.

Table 13. The indirect effect of ID.

Path Indirect Effect S.E 95%CI
(Bias-Corrected Bootstrap)

EA→ ID→ LY 0.10 0.06 (0.09–0.19)
Number of bootstrap samples: 5000.

To double-check the results of the mediating effect of CIAW and ID, we investi-
gated β values (1) EA to CIAW: 0.34, CIAW to LY: 0.40, (2) EA to ID: 0.27, ID to LY:
0.38 (see Figure 3 and Table 11). As a result, we could double-check that there are indi-
rect effects between EA and LY when both CIAW and ID perform their mediating roles
(0.34 × 0.40 = 0.14) (see Table 12), (0.27 × 0.38 = 0.10) (see Table 13).
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Finally, the results of the indirect effect showed that our fifth and sixth hypotheses
were also confirmed in our expected direction and we could accept them as well. As seen
by statistical findings, the mediating effect of customers’ interest in artwork was greater
than the mediating effect of hotel interior design.

Additionally, we investigated the differences of two mediating factors depending on
gender and income level. According to our investigation, female participants (CIAW: 0.17
and ID: 0.14) were revealed to have stronger mediating effect than male participants (CIAW:
0.15 and ID: 0.11) regarding two mediating factors (‘Interest in Artwork’ and ‘Interior
Design’). In the perspective of income level, the high-income group (CIAW: 0.18 and ID:
0.16) reacted more to the two mediating factors of environmental awareness and hotel
loyalty than low-income level customers (CIAW: 0.11 and ID: 0.12). Table 14 presents the
findings of the difference of the mediating effect depending on gender and income level.

Table 14. The indirect effect depending on gender and income level.

Path Indirect Effect
(Female, N = 165) S.E 95%CI

(Bias-Corrected Bootstrap)

EA→ CIAW→ LY 0.17 0.07 (0.09–0.19)

Path Indirect Effect (Male,
N = 165) S.E 95%CI

(Bias-corrected bootstrap)

EA→ CIAW→ LY 0.15 0.07 (0.09–0.19)

Path Indirect Effect
(Female, N = 165) S.E 95%CI

(Bias-corrected bootstrap)

EA→ ID→ LY 0.14 0.06 (0.09–0.19)

Path Indirect Effect (Male,
N = 165) S.E 95%CI

(Bias-corrected bootstrap)

EA→ ID→ LY 0.11 0.06 (0.09–0.19)

Path
Indirect Effect

(Income level above
the average, N = 165)

S.E 95%CI
(Bias-corrected bootstrap)

EA→ CIAW→ LY 0.18 0.07 (0.09–0.19)

Path
Indirect Effect

(Income level below
the average, N = 165))

S.E 95%CI
(Bias-corrected bootstrap)

EA→ CIAW→ LY 0.11 0.07 (0.09–0.19)

Path
Indirect Effect

(Income level above
the average, N = 165)

S.E 95%CI
(Bias-corrected bootstrap)

EA→ ID→ LY 0.16 0.06 (0.09–0.19)

Path
Indirect Effect

(Income level below
the average, N = 165)

S.E 95%CI
(Bias-corrected bootstrap)

EA→ ID→ LY 0.12 0.06 (0.09–0.19)

5. Discussion

Our findings indicate that it is statistically acceptable to relate the customers’ envi-
ronmental awareness with interest in artwork in the hotel lobby due to the first impression
created. The artwork gives a general perception of the value and quality that the consumer
is likely to gain by interacting with the available products and services. It is also valid to
conclude that the customers’ environmental awareness closely relates to their preference
for interior design. The preference for the overall appearance in the interior environment
become more appealing if it shows full consciousness to the environmental factors. It is also
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true that the interest in artwork and interior design preference directly impacts consumer
brand loyalty.

The findings also show a relatively weak relationship between customers’ environ-
mental awareness and their loyalty due to the influence of the other mediating factors. The
mediating factors create a balance between the major elements having a close relationship
and influences the general decisions made by the consumers to purchase from a specific
urban hotel. From the analysis, environmental awareness is a critical area of consideration
for designing and implementing various hotel operation aspects. The goals and objectives
are to gain consumer loyalty and positively influence their preferences towards the brand
regardless of the availability of other hotels with similar services.

The research is applicable in an academic environment by enabling learners to map the
various variables affecting the interior design of urban hotels and how they relate. It also
enables learners to critically analyze the relationship between the various research models
and how the mediating variables play a critical role in creating a balance between them and
optimizing the effects [79]. The conclusion drawn from the discussions has the educational
benefit of showing how the information can be applied for better decision-making. It is
appropriate for future academic research and a detailed evaluation of how organizations
can manipulate various variables for better results [80]. It can also generate suggestive
measures that address the prevailing problems from the root cause and create a better
scenario for operations in various organizations.

Besides, the research is applicable in academic policy design and the generation of
measures that can help in the detailed evaluation of findings to generate a meaningful
conclusion. In this case, the conclusions follow from the findings and give the existing
relationship between various variables [81]. The results are then used for decision-making
and the development of strategic frameworks that can be used to initiate change [82].

The theoretical perspective of the research is also applicable for analyzing the mediat-
ing variables between the environmental awareness of the customers and their loyalty to a
hotel brand. For instance, artwork in the hotel lobby is a variable with a mediating effect
between the two entities. The research is applicable for analyzing how the lobby artwork
can be optimized and designed to balance the two extremes and ensure that environmental
awareness translates into positive effects in terms of brand loyalty [83]. Additionally, the
preference for interior design can be used as another research variable that significantly
mediates the relationship between the two factors (EA and LY in this study) [84]. The two
variables are then used as academic decision-making tools to map the relationships between
the basic factors and give recommendations for maximum efficiency and effectiveness.

Besides, the discussion and findings are relevant and significant for subsequent aca-
demic research on consumer behavior in the hospitality industry and interior design. They
can be applicable for enhancing the available information on the critical operational aspects
by focusing on the research gaps and devising techniques to bridge the gap by generating
comprehensive information on the areas of study focus. The conclusions drawn also have
academic relevance and give an overview of how the information can be implemented
in the management framework design for strategic decision-making. They are important
for assessing and explaining how the generated facts and relationships between variables
apply in a practical business setting and can be used to generate a change framework [85].
Therefore, this study can positively impact academic research and the details used to
reinforce the possible impacts of future analysis and data evaluation.

The study has practical implications for the practitioners in urban hotels for strategic
decision-making and policy development targeting optimal operations. For instance, the
marketing concept discussed is useful when dealing with green customers who are aware
of their environment and are sensitive to the nature of products and services generated
by a given hotel brand. The information is also relevant for the segmenting process. It
enables the urban hotel practitioners to identify their primary and secondary customers,
evaluate their needs, and design strategies to respond to the underlying demands [68]. The
marketing information is applicable for strategic decision-making for better performance by
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ensuring that the relationship between the major variables is incorporated in the planning
process and implemented in the change framework [86]. Therefore, the study is relevant
and can be utilized in a practical hotel business environment where consumer needs and
preferences are dynamic.

The practitioners in urban hotels can also utilize the research information for adminis-
trative functions to plan, design, and implement initiatives to optimize general performance.
The description and detailed analysis of the green consumer behaviors and their environ-
mental consciousness is integrated with the other practical frameworks to generate valuable
results [87]. Combining these frameworks adds value and increases the outcome quality of the
operations in urban hotels that mainly have customer-oriented services [88]. The long-term
goal is to serve the customers with maximum efficiency and effectiveness, making the study
details relevant and applicable in the decision-making processes at the administration level.

Other statistical results can be used to analyze how female customers are more inclined
to mediate environmental awareness and loyalty. The factors can apply in a practical
situation where the relevant criteria are applied in marketing segmentation and used for
decision-making. The marketing mix is used to attract and retain the customers’ loyalty
and segment the given categories according to their preferences [89]. The preference for
the interior design of the hotel and interest in artwork is more dominant with the female
customers than male customers (see Table 14, indirect effect of female participants for both
interest in artworks and interior design: 0.17 and 0.14, indirect effect of male: 0.15 and
0.11). It plays a mediating role in their consumption decision and loyalty to a specific
brand [90]. The findings become critical in this case because they show how the awareness
of the environment and customer loyalty are also influenced by other aspects like the lobby
artwork and interior design.

The comparison between impacts of the mediating factors between male and female
consumers is useful. It can be integrated into the marketing mix to address the unique needs
of each consumer segment. The market segmentation and orientation idea are well explored
using the findings, with special attention given to the underlying needs and demands as the
customers interact with the products and services [91]. Since the consumers in the hospitality
industry have high bargaining power and their needs and preferences dynamic, the research
information is relevant for performance optimization, especially when an environmental
marketing strategy is successfully implemented [7]. The information is further relevant for
the statistical determination of consumer behaviors in different environmental settings and
how they can be optimized by exploring the related variables.

The research details also apply in addressing the growing concern for sustainability
due to environmental awareness by the green consumers. People with high annual incomes
have diverging perspectives. They are more mediated by the factors like interior design
features and lobby artwork, meaning that a response to their needs can be achieved from
an effective decision-making process (see Table 14, indirect effect of participants belonging
to the high-income level for both interest in artworks and interior design: 0.18 and 0.16,
indirect effect of participants belonging to the low-income level: 0.11 and 0.12) [92]. From
the demographic trends, it is possible to create a meaningful relationship between the
mediating variables and map the effects on this group of consumers who have unique
preferences for the available products and services from their chosen brand [93]. When
the needs are adequately addressed, high-income earners are likely to be more loyal to the
hotel brand than the relatively low-income earners within the same environment.

The environmental awareness and hotel loyalty factors impact the marketing strat-
egy and segmentation process used for the urban hotels that deal with green customers
with unique and exclusive needs. The major segmentation sections are influenced by
the information gained and the conclusions and inferences generated [94]. A marketing
approach using the relevant information gives positive results. It can be applied in the hotel
organizations with a central goal to ensure that their services are customer-oriented and
applicable in meeting all the needs and preferences of the different consumer groups [95].
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The groups comprise demographic factors and are differentiated by how environmental
awareness affects their purchasing decision and brand loyalty.

6. Limitations and Future Suggestions

Future researchers and practitioners should remember the limitations given by the
present study. Although the sample of participants for this study was an appropriate size
for empirical study and the response rate was acceptable (see more details in Tables 2 and 3),
the findings of the present study might have some limitations. First, the present study is
limited by various factors that reduce the overall impact and influence it has on the topic
being examined. For example, the research hypotheses were relatively broad, reducing the
capability to narrow down to the areas that need maximum attention [1]. The broad nature
also made the study quite general, with the findings limited to exploring the details about the
relationships between the variables and the influence of the mediating factors. The limitation
also led to a minimal exploration of key details and additional information on factors affecting
consumer purchasing behavior and consumption decisions in urban hotels.

Second, another area of limitations is the relatively complex discussion scope and
requires adequate knowledge and experience to explore effectively. For instance, the role of
the mediating factors should be explored from a maximum experience standpoint and be
evaluated critically to generate meaningful results [25]. The discussion scope and depth
require technical capability and competence in analyzing customer behavior, especially for
the green consumers [23]. The limited knowledge availability posed a challenge, especially
for areas where detailed and critical analyses are required.

Lastly, there is insufficient prior research on the relationship between the variables and
how they can be coordinated to generate better results. The research gaps from the existing
literature also present a challenge to the analysis process and may affect the quality of the
inferences generated [36]. The reduced quality is then reflected in the decision-making
stage involving the behavioral analysis of the customers and how they can be oriented
towards optimal conditions. Minimizing the research effects is a practical means of solving
the customer behavior problems from the root cause and creating a better scenario [8]. In
this case, the limitations act as a learning point for future research and can make better
decisions that will positively impact performance and sustainability.

Future studies can be more impactful by narrowing the objectives and the hypothesis
to specific areas of concern. The factors to be explored under objectives and hypotheses
can then be examined in detail. The findings give a comprehensive representation of the
area of interest while conducting the research [19]. This research approach is an effective
strategy that can be implemented for subsequent and future studies involving a market phe-
nomenon that directly affect performance and other factors like loyalty and preferences [39].
The critical analysis and evaluation of the variables also make the study relevant to the
management team members who can use the facts to make suitable and impactful choices.
Another important area of consideration in the future study is systematically presenting
the details that can influence the decisions made and giving an overview of how consumer
behaviors regarding interior design can be optimized to realize better results.

Another suggestion for approaches to future studies is to ensure the relationships
between the given variable and other related variables to increase the comprehensiveness
of the findings. The marketing approach should also integrate green marketing and other
behavior determinants into the operational framework and present the details in the overall
service method [19]. It should also include challenges associated with a framework and
how learning points can be eliminated or used for better outcomes in future activities [18].
Addressing the challenges is appropriate since it forms part of a practical change framework
for the hotel organization and can influence performance excellence in the dynamic business
environment with consumers’ continually changing preferences.
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