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ARTICLE INFO ABSTRACT

This study assessed the influence of smart technology green marketing practices on brand image
and customer satisfaction in selected Department of Tourism (DOT)-accredited resort hotels in
Revised: 12 Feb 2025 Bataan, Philippines. Adopting a quantitative research design, the study surveyed 130 purposively
selected respondents, including both customers and managerial staff. A structured questionnaire
was developed, validated by subject matter experts, and pilot-tested with 30 respondents. The
instrument yielded a high internal consistency with a Cronbach’s alpha of 0.8961, confirming its
reliability. Descriptive statistics, Analysis of Variance (ANOVA), and Pearson r correlation were
utilized to analyze the data. Results show that respondents “strongly agree” with the presence of
smart technology green marketing practices across six dimensions—product, price, promotion,
place, people, and process—with an overall mean score of 3.64 (SD = 0.562). ANOVA revealed
no significant difference in perception based on demographic profiles (p > 0.05), indicating a
consistent appreciation for smart technology green marketing practices across all groups.
Pearson correlation analysis revealed a statistically significant moderate positive relationship
between smart technology green marketing practices and both brand image (r = 0.3623, p <
0.05) and customer satisfaction (r = 0.3368, p < 0.05). These findings suggest that integrating
smart technologies with eco-friendly initiatives positively influences consumer perceptions and
satisfaction. The study concludes that sustainable innovation is essential for competitive
positioning in the hospitality sector and recommends further investment in smart green
technologies to strengthen brand loyalty and environmental responsibility.
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INTRODUCTION

Bataan, a province in the Philippines celebrated for its scenic landscapes and rich historical heritage, has steadily
become a sought-after tourist destination. Its idyllic beaches, ecological attractions, and proximity to Metro Manila
contribute to its flourishing tourism sector. As the industry continues to grow, however, the challenge lies in balancing
economic development with environmental sustainability. This calls for more innovative and responsible practices
among key players in the hospitality sector—particularly resort hotels that serve as primary touchpoints for tourists.

In today’s global context, the adverse environmental impacts of unchecked tourism have heightened awareness of
sustainable travel and consumption. This paradigm shift has prompted hospitality providers to adopt green
marketing practices, strategies that promote environmental responsibility while simultaneously enhancing brand
appeal. However, the traditional approaches to green marketing are being revolutionized by the increasing
integration of smart technologies. These include digital platforms, Internet of Things (IoT) devices, data-driven
applications, and artificial intelligence (AI), which enable hotels to optimize sustainability efforts, streamline
services, and engage customers more effectively.

This research aims to investigate how the integration of smart technology in green marketing initiatives affects brand
image and customer satisfaction in selected Department of Tourism (DOT)-accredited resort hotels in Bataan. By
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examining the extent to which these establishments have adopted eco-friendly practices supported by technological
innovations, the study seeks to evaluate their impact on customer perception, brand loyalty, and overall satisfaction.

The significance of this research is twofold. First, it addresses the urgent need to mitigate the environmental footprint
of tourism in Bataan, a region whose natural resources, such as coastal ecosystems and mountain ranges, are
vulnerable to degradation. Second, it aligns with the growing global trend of eco-conscious consumer behavior, where
tourists increasingly favor establishments that demonstrate genuine commitment to sustainability. Resort hotels that
successfully integrate smart, green strategies are more likely to cultivate a positive brand image and earn the trust
and loyalty of environmentally aware customers.

Furthermore, this study contributes practical insights for both the private sector and policymakers. It underscores
the strategic role of green marketing and digital innovation in promoting responsible tourism, enhancing customer
experiences, and ensuring long-term destination competitiveness. By identifying best practices and areas for
improvement, this research will help guide future initiatives that support both environmental stewardship and
business excellence in the tourism sector.

Therefore, this study explores the intersection of smart technology, green marketing, brand image, and customer
satisfaction within the context of DOT-accredited resort hotels in Bataan. It aims to highlight how innovation-driven
sustainability practices can support environmental protection while enhancing brand performance and customer
experience—ultimately contributing to Bataan’s sustainable tourism agenda and long-term prosperity.

LITERATURE REVIEW
Smart Technology in Green Marketing Parctices

In the evolving landscape of contemporary business, sustainability has emerged as a dominant factor influencing
consumer behavior. As highlighted by Mayakkannan (2019), there is a growing awareness among consumers
regarding environmental issues, which has significantly shaped their purchasing preferences. This shift has urged
businesses to adapt through the development and integration of sustainable and green marketing practices. Green
marketing is more than just an environmental initiative—it is a strategic approach that combines customer
satisfaction with environmental responsibility. Companies are now compelled to reevaluate their operations and
implement sustainability-driven policies, viewing eco-friendliness not only as a moral imperative but as a competitive
advantage. Mayakkannan emphasizes that the success of green marketing relies heavily on setting measurable goals,
continuous evaluation, and committed corporate action.

Building on this, Chung (2020) examined sustainable consumption behavior in the hospitality industry, noting the
transformative role of green marketing strategies in influencing hotel customer loyalty. His study applied a green
marketing-oriented model derived from stress cognitive theory and utilized smart Partial Least Squares (PLS)
analysis to assess the relationship between green marketing and customer behavior. Data collected from over 800
respondents revealed that customer perceptions are shaped by the environmental image of hotels, which in turn
affects repeat patronage. Chung's findings emphasize the relevance of integrating green marketing practices—
supported by smart technology and strong corporate social responsibility—to enhance brand loyalty and satisfaction
within the hospitality sector.

Szabo and Webster (2021) added nuance to this discourse by exploring the challenges of greenwashing, a deceptive
marketing strategy that falsely promotes products or practices as environmentally friendly. Their research,
combining interviews with industry professionals and experimental methods, revealed that perceived authenticity in
green marketing is crucial for maintaining consumer trust. Website interactivity was identified as a key factor in
shaping customer perceptions, suggesting that digital platforms integrated with smart features can significantly
influence customer satisfaction and brand perception. Their findings call for enhanced transparency and ethical
responsibility in green marketing, particularly when deploying technology-driven communication.

In the Southeast Asian context, the study of Agustini et al. (2021) provides insight into the challenges of green
marketing in developing nations, including the Philippines. Through interviews with businesses engaged in green
product promotion, the research identified a persistent gap in consumer awareness and acceptance of eco-friendly
products. This gap, according to the study, stems from limited information dissemination and a lack of education
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regarding sustainable practices. The integration of smart technology—such as interactive digital campaigns or real-
time environmental impact trackers—can play a vital role in bridging this gap by making green marketing more
engaging, measurable, and accessible to a broader audience.

Mukonza et al. (2021) further emphasized that in emerging economies, green marketing is a critical strategy for
fostering sustainability and economic resilience. Their comprehensive review posited that adopting eco-friendly
product design, sustainable packaging, and strategic messaging can deliver tangible benefits including reduced
carbon emissions, brand loyalty, and competitive differentiation. However, they caution that the effectiveness of
these strategies depends on how well they are tailored to local consumer preferences and regulatory frameworks. The
strategic application of smart technologies—like AI-driven personalization or data analytics—can significantly boost
the efficiency and responsiveness of green marketing campaigns.

Hernandez et al. (2022) focused on green logistics within Philippine SMEs and highlighted the importance of
operational sustainability, particularly in transportation and delivery systems. Their findings identified key practices
such as the use of electric vehicles, local sourcing, and take-back schemes that demonstrate a shift toward circular
logistics. These logistics innovations not only reduce environmental impact but also enhance consumer trust when
effectively communicated. The use of smart tracking systems and digital transparency tools further strengthens the
credibility of such green initiatives, directly contributing to brand image and customer satisfaction.

Complementary to these perspectives, the role of smart technology in enhancing green marketing cannot be
overlooked. Integrative technologies—such as IoT devices, real-time data analytics, and Al-driven customer
interaction tools—are now being utilized to monitor environmental performance and personalize marketing efforts.
These tools not only aid in optimizing green operations but also offer interactive platforms that engage consumers in
meaningful and measurable ways (Chen & Chang, 2013). The increased interactivity and visibility provided by smart
technology can significantly strengthen the consumer-brand relationship by reinforcing environmental
accountability. Baluyot (2025) highlights the significant impact of Internet of Things (IoT) quality dimensions on
guest satisfaction in selected hotels in Metro Manila. Despite the challenges faced by the hospitality sector, IoT
attributes such as information quality, system quality, service quality, reliability quality, and tangible quality play a
vital role in shaping customer experiences.

Additionally, studies on customer perceptions of green hotels have underscored the psychological drivers behind
sustainable patronage. For example, Han, Hsu, and Sheu (2010) found that when customers perceive a hotel as
authentically green, their satisfaction and loyalty levels increase. This perception is enhanced by visible green
practices such as smart energy systems, eco-friendly amenities, and transparent sustainability reporting. The
adoption of smart technologies, therefore, not only reinforces operational sustainability but also serves as a visible
testament to a brand’s environmental commitment.

In a related study by Rahbar and Wahid (2011), green product awareness was identified as a crucial precursor to
purchase intention. Their findings suggest that digital media and smart communication tools can play a
transformative role in raising awareness and influencing buying behavior. Smart apps, QR codes that trace
sustainability practices, and Al chatbots educating consumers about environmental impact are all examples of how
technology elevates green marketing.

Brand Image

Brand image has long been recognized as a critical factor in the success and sustainability of businesses, particularly
in service-oriented industries such as hospitality. It encompasses the perceptions, associations, and emotional
connections that consumers develop toward a brand, which significantly influence their purchasing decisions and

loyalty.

In the study conducted by Xi (2022), it was found that brand image plays a pivotal role in attracting and retaining
customers within the hotel industry. The research highlighted that service quality, experience marketing, and the
overall brand image significantly affect customer satisfaction, particularly on social media platforms where digital
interaction is high. The study suggests that a positive brand image fosters customer loyalty, builds trust, and enhances
long-term customer relationships. It emphasizes that strengthening interactive community experiences and
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consistently delivering quality service are effective strategies for enhancing brand image, especially when smart
technologies are utilized to personalize and digitize these experiences.

Similarly, Shen and Ahmad (2022) investigated the influence of brand image in conjunction with a product's country
of origin and the moderating effects of switching costs. Their study revealed that brand image has a stronger impact
on product evaluation than foreign country-of-product cues (FCPCO). While FCPCO had more influence on
repurchase intention, brand image remained a dominant factor in shaping consumer evaluations. The researchers
emphasized that switching costs—particularly those related to brand relationships—play a moderating role,
suggesting that customers are more likely to value strong brand images when faced with potential economic or
relational losses. These findings underscore the importance of building a robust brand image to withstand
competitive pressures and sustain customer loyalty.

According to Williams (2021), brand image is not only a reflection of customer satisfaction but also an indicator of a
company’s overall market presence and brand equity. A strong brand image allows businesses to command premium
pricing, expand market share, and maintain a competitive advantage. Williams emphasized the need for consistent
value delivery, effective communication strategies, and customer experience enhancement as key pillars in building
and maintaining a favorable brand image. The integration of smart technologies—such as customer feedback tools,
Al-driven personalization, and digital storytelling—can greatly contribute to these strategies, especially in resort
settings where experience is a core service attribute.

Helmi (2022) offered further insight by exploring how advertising and sales promotions contribute to brand image
and consumer purchase behavior. Focusing on the ShopeeFood platform in Indonesia, the study confirmed that
promotional efforts and advertising significantly influence both brand image and purchasing decisions. These
marketing elements serve as antecedents of consumer attitude formation under the framework of the Theory of
Planned Behavior (TPB). In the context of resort hotels, these findings suggest that targeted advertising and smart
marketing technologies—such as location-based promotions and personalized digital content—can enhance the
brand image and influence customer behavior.

In the work of Romano (2023), brand image is described as a dynamic construct shaped by consumer experiences,
product quality, marketing impressions, and customer service. Drawing on Philip Kotler’s brand image theory, the
study underscores that customer perceptions are built through consistent and meaningful brand interactions.
Romano distinguishes between brand identity (how a company perceives itself) and brand image (how consumers
perceive the company), noting that successful businesses must bridge this gap through effective communication and
service consistency. This is especially relevant in the context of smart green marketing, where digital tools can
facilitate transparency, engagement, and alignment between brand promise and customer experience.

Lastly, Mahothan et al. (2022) investigated the emotional dimensions of brand image in the mobile sector and
introduced brand love as a mediating factor between brand image and brand loyalty. Their findings revealed that a
strong brand image contributes to emotional attachment, which in turn reinforces loyalty. This model can be
applicable to the hospitality industry, where emotional engagement and personalized experiences are critical. The
integration of smart technologies such as mobile apps, virtual concierge services, and Al-powered personalization
can deepen customer-brand relationships and foster emotional connections, thus enhancing brand loyalty.

Collectively, these studies affirm that brand image is not a static concept but a dynamic and strategic element that
evolves with consumer expectations and technological innovations. For resort hotels in Bataan, the integration of
smart technology into green marketing practices presents a unique opportunity to strengthen brand image, improve
customer satisfaction, and foster long-term loyalty. By aligning sustainability with digital innovation, resort hotels
can create a brand image that resonates with modern, environmentally conscious travelers.

Customer Satisfaction

Customer satisfaction has long been recognized as a critical indicator of business performance and success. Agatep
and Villalobos (2021) emphasized that businesses are more likely to attract and retain customers when they
effectively satisfy their needs and expectations. Satisfaction refers to the fulfillment of a customer's desires and
expectations, which may vary from person to person. Measuring customer satisfaction is complex due to the diverse
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preferences of consumers, especially in highly competitive and evolving industries like hospitality. In this regard,
organizations must continuously evolve their marketing and service strategies to remain relevant and competitive.
Importantly, a key factor influencing satisfaction is the level and quality of service provided by staff members.
Organizations that succeed in delighting their customers often benefit from stronger brand loyalty and advocacy,
while those that fail risk losing customers to competitors.

Tan (2019) echoed this by stating that in the hospitality industry, maintaining high standards of customer service is
not only a priority but a necessity. For hotels and restaurants, customer retention hinges on consistently delivering
service that meets or exceeds guest expectations. The challenge lies in understanding the unique and varied
worldviews and needs of each guest. Cultural sensitivity, therefore, becomes crucial in delivering effective service,
especially in a multicultural and diverse setting like the Philippines. A culturally informed service approach
contributes significantly to enhancing customer experience and satisfaction. Baluyot and Pampolina (2021) revealed
that customers want value and the whole experience rather than just the quality of the food. They emphasized that
customers are influenced by how they are handled at all stages of their dining experience.

Mendoza (2023) highlighted the Filipino brand of customer service as a significant contributor to guest satisfaction
in the lodging sector. According to his findings, Filipino hospitality is characterized by warmth, sincerity, and
attentiveness—qualities that make guests feel genuinely valued. These traits are not only recognized locally but are
increasingly appreciated internationally. Filipino hospitality workers are known for going the extra mile, often
performing emotional labor and showing genuine concern for guest needs. Proactive human resource management
and training in the hospitality sector further reinforce these strengths, resulting in consistently high levels of
customer satisfaction and positive brand reputation.

The study of Priyo et al. (2019) supported this by examining the relationship between service quality (SERVQUAL),
customer satisfaction, and loyalty in the hotel industry. Their findings demonstrated that service quality directly and
significantly impacts both satisfaction and customer loyalty. In particular, reliability, responsiveness, assurance,
empathy, and tangibles—core dimensions of SERVQUAL—emerged as critical drivers of positive customer
experiences. The research emphasized the need for hotel managers to prioritize service quality as a key strategy in
enhancing guest satisfaction and long-term patronage.

Le et al. (2020) added that investing in both human capital and physical amenities is vital in the hospitality sector.
Their study found that hotels should focus not only on improving service delivery through well-trained staff but also
on upgrading facilities and implementing customer-centric policies. Training programs, efficient use of digital tools,
and personalized service offerings help build a more memorable and satisfactory guest experience. Furthermore,
price competitiveness, promotional activities, and effective Customer Relationship Management (CRM) strategies
are also critical in shaping customer perceptions and satisfaction levels.

Khan et al. (2022) explored how customer satisfaction serves as a mediator between brand reputation, CRM
practices, and customer loyalty. Their research highlighted that in volatile markets, such as those faced by small and
medium enterprises (SMEs), customer satisfaction becomes a stabilizing force that strengthens brand equity and
fosters repeat business. The study concluded that cultivating trust through consistent service, responsive
communication, and strategic marketing is essential to maintaining a favorable reputation and ensuring customer
loyalty.

In the context of resort hotels in Bataan, these insights are particularly relevant as the integration of smart technology
in green marketing initiatives becomes more prominent. Smart technology not only enhances operational efficiency
but also elevates the customer experience through automation, personalization, and sustainability—factors that
resonate strongly with modern eco-conscious consumers. When customers perceive that a resort is both
environmentally responsible and technologically advanced, their satisfaction increases, contributing positively to the
resort’s brand image and overall equity.

Conceptual Framework

Figure 1 illustrates the relationship between smart technology green marketing strategies and their impact on brand
image and customer satisfaction. At the core of the framework are six dimensions of smart technology green
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marketing practices namely product, price, promotion, place, people, and process, guided by principles of
sustainability and enhanced through smart technology. These practices aim to reduce environmental impact while
delivering value to customers in an innovative and efficient manner.

The framework also considers the role of respondents’ demographic profiles, suggesting that this may influence
perceptions and acceptance of green marketing initiatives. By integrating smart technology, resort hotels can
implement more effective and measurable green marketing practices.

These environmentally responsible strategies are hypothesized to lead to improved brand image, as customers
associate the brand with sustainability, innovation, and ethical values. Simultaneously, they are expected to enhance
customer satisfaction by meeting modern consumer expectations for eco-conscious and technologically advanced
services. Overall, the framework demonstrates how sustainable innovation, driven by smart technology, can serve as
a competitive advantage for resort hotels in Bataan.

Smart Technology
Green Marketing
Practices

Green Practices
in Product

Green Practices

Brand Image

in Price

Green Practices

Respondent’s

Demographic in Promotion
Profile |

A 4

Green Practices

in Place
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Figure 1. Conceptual Framework of the Study

These environmentally responsible strategies are hypothesized to lead to improved brand image, as customers
associate the brand with sustainability, innovation, and ethical values. Simultaneously, they are expected to enhance
customer satisfaction by meeting modern consumer expectations for eco-conscious and technologically advanced
services. Overall, the framework demonstrates how sustainable innovation, driven by smart technology, can serve as
a competitive advantage for resort hotels in Bataan.

METHODS

This study employed a quantitative research design to examine the effects of smart technology—integrated green
marketing practices on brand image and customer satisfaction in selected resort hotels accredited by the Department
of Tourism (DOT) in the province of Bataan. The research focused on two key groups: (1) customers who had
experience staying at the selected DOT-accredited resort hotels, and (2) managerial staff working in these
establishments. These groups were purposively selected based on their relevance to the study's objectives.

Prior to data collection, the researchers ensured the reliability and validity of the research instrument. An initial
review was conducted to assess the questionnaire’s clarity, structure, grammar, vocabulary, and content, with input
from a research consultant. Following the research adviser's approval, the instrument underwent a formal validation
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process by subject matter experts. A validation form was provided to the statistician, who evaluated the questionnaire
items for accuracy, relevance, and alignment with the study’s objectives.

A pilot test involving 30 respondents was conducted to assess the internal consistency of the instrument, resulting in
a Cronbach's alpha score of 0.8961, indicating high reliability.

The main data collection utilized a purposive sampling technique, targeting a total of 130 qualified respondents from
selected DOT-accredited resort hotels in Bataan. Data analysis involved the use of Analysis of Variance (ANOVA) to
determine whether significant differences existed in the perception of green marketing practices based on
respondents’ demographic profiles. Additionally, Pearson r correlation analysis was employed to evaluate the
relationship between smart technology-driven green marketing practices and the outcomes of brand image and
customer satisfaction. This methodology enabled a focused and statistically sound assessment of how sustainable,
technology-driven practices in the hospitality sector influence key customer outcomes.

RESULTS AND DISCUSSION

Table 1 presents the frequency and percentage distribution of the respondents, offering valuable insights into the
characteristics of individuals who participated in the study. These findings provide context for understanding the
relevance and responsiveness of specific market segments to smart technology-driven green marketing practices in
resort hotels.

The respondents were predominantly male (56.15%), with females comprising 43.85%. While traditional gender gaps
in travel preferences have narrowed, studies suggest that males are generally more inclined to adopt and engage with
technology-enhanced services in travel contexts (Tussyadiah et al., 2021). This indicates the importance of crafting
gender-inclusive smart marketing strategies that account for different levels of technological interaction, ensuring
equitable appeal to all customer segments. In terms of age distribution, a substantial proportion of respondents fell
within the 18—25 age group (45.38%), closely followed by those aged 26—35 (40.0%). This reflects a youthful customer
base predominantly composed of Millennials and Generation Z. These generations are known for their strong affinity
with digital innovations and sustainability values, often preferring travel experiences that combine convenience,
personalization, and environmental responsibility (Lorenzo-Romero et al., 2021; Zeng et al., 2022). Their
responsiveness to smart technologies makes them prime targets for resorts implementing eco-friendly and
technology-driven services. Regarding civil status, the majority of respondents were single (73.85%), while 26.15%
were married. This trend aligns with recent research indicating that single individuals, especially younger adults,
tend to exhibit greater mobility, autonomy, and openness to experimental or immersive travel experiences (Han et
al., 2023). They are also more likely to seek out modern, eco-conscious accommodations that align with their values
and lifestyle. In terms of educational attainment, an overwhelming 90.77% of respondents were college graduates,
with 6.15% having completed high school and 3.08% holding postgraduate degrees. Higher levels of education are
positively correlated with environmental awareness and supportive attitudes toward sustainability initiatives (Chen
et al., 2021). Educated consumers are also more discerning and place greater trust in brands that demonstrate social
responsibility, particularly in terms of environmental stewardship (Wang et al., 2023).

Overall, the demographic profile indicates that resort hotels in Bataan are primarily serving a young, educated, and
single customer base, a group that is particularly responsive to innovations in sustainability and technology. To meet
the expectations of this segment, resorts should consider integrating smart technologies such as mobile check-in
systems, energy-efficient automation, and real-time sustainability dashboards, which enhance convenience while
reinforcing the brand's commitment to environmental responsibility (Gretzel et al., 2020). Additionally, effective and
transparent communication of green initiatives can significantly boost customer trust, brand image, and loyalty (Lee
& Lee, 2022).

Table 1. Demographic Profile of the Respondents

Category Subcategory Frequency Percentage (%)
Sex Male 73 56.15%

Female 57 43.85%
Age Group 18-25 59 45.38%
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26-35 52 40.0%
36-45 9 6.92%
46-55 6 4.62%
56-above 4 3.08%
Civil Status Single 96 73.85%
Married 34 26.15%
Highest Educational Postgraduate Graduate 4 3.08%
Attaintment
College Graduate 118 90.77%
Highschool Graduate 8 6.15%

Table 2. Assessment of Smart Technology Green Marketing Practices, Brand Image and Customer Satisfaction

Mean Standard Verbal
Deviation Interpretation
Green Practices in Product 3.70 0.507 Strongly Agree
Green Practices in Price 3.48 0.656 Strongly Agree
Green Practices in Promotion 3.67 0.533 Strongly Agree
Green Practices in Place 3.69 0.523 Strongly Agree
Green Practices in People 3.61 0.584 Strongly Agree
Green Practices in Process 3.68 0.571 Strongly Agree
Brand Image 3.54 0.681 Strongly Agree
Customer Satisfaction 3.50 .0752 Highly Satisfied

Table 2 presents the assessment of smart technology green marketing practices, brand image, and customer
satisfaction as perceived by respondents in selected Department of Tourism (DOT)-accredited resort hotels in
Bataan. The findings reveal a consistently positive evaluation across all six dimensions of green marketing, with an
overall mean score of 3.64 (SD = 0.562), verbally interpreted as “Strongly Agree.” This suggests that customers highly
value the resort hotels' integration of environmental initiatives with smart technology.

Among the six dimensions, Green Practices in Product received the highest mean rating (M = 3.70, SD = 0.507),
highlighting the effective implementation of sustainable amenities and smart product features. These findings are
consistent with Delafrooz et al. (2019), who emphasized that green product innovations significantly affect the
purchasing decisions of environmentally aware consumers, especially in service-driven sectors such as hospitality.

Close behind, Green Practices in Place (M = 3.69, SD = 0.523) and Green Practices in Process (M = 3.68, SD = 0.571)
reflect strong institutional efforts in adopting sustainable operations and infrastructure. These include energy-saving
systems, smart waste management, and eco-conscious facility layouts. As Han and Yoon (2015) noted, such visible
and technology-enhanced practices can foster stronger customer loyalty and trust by reinforcing a brand’s
commitment to sustainability.

The dimension of Green Practices in Promotion scored M = 3.67 (SD = 0.533), indicating effective use of eco-labeling,
online campaigns, and smart advertising tools to communicate sustainability values. According to Martinez et al.
(2020), green promotional strategies play a key role in influencing consumer attitudes and building positive brand
associations.

Green Practices in People also received a favorable assessment (M = 3.61, SD = 0.584), affirming the crucial role of
trained and engaged employees in delivering green services. Rahman et al. (2017) argue that frontline staff are
essential in conveying and upholding eco-friendly practices, enhancing both operational success and customer
satisfaction.
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Although Green Practices in Price recorded the lowest mean (M = 3.48, SD = 0.656), it still falls within the “Strongly
Agree” category. This suggests that customers recognize and are generally receptive to the pricing strategies
associated with green services, although some may remain sensitive to perceived cost premiums. Nguyen et al. (2019)
highlight that while eco-conscious consumers are often willing to pay more, pricing must still align with perceived
value.

In terms of outcomes, Brand Image was rated M = 3.54 (SD = 0.681), suggesting that the implementation of smart,
green practices positively influences customer perceptions of the resort hotels. A strong and authentic green brand
image not only appeals to environmentally conscious travelers but also serves as a competitive advantage (Chen,
2010). Meanwhile, Customer Satisfaction was rated M = 3.50 (SD = 0.752), interpreted as “Highly Satisfied,”
implying that smart technology-enabled sustainability efforts meet, and in some cases exceed, customer expectations.
This finding echoes the work of Graci and Dodds (2008) and Chen and Peng (2012), who found that green initiatives
contribute positively to the guest experience and satisfaction.

Overall, the results affirm that the integration of smart technology in green marketing strategies significantly
contributes to enhancing both brand image and customer satisfaction. These findings align with previous research
by Leonidou et al. (2013) and Kumar et al. (2021), emphasizing the strategic importance of sustainable innovation in
shaping consumer perceptions and promoting long-term loyalty in the hospitality sector.

Table 3. Result of Significant Difference Between Smart Technology Green Marketing Practices and
Demographic Profile of the Respondents

Sum of Squares df Mean Square F Sig.
Between Groups 2.67533 4 0.8886 10.1623  0.3326
Within Groups 77.39679 126 0.6215
Total 80.07212 130

with p > 0.05 — level of significance

The result of the Analysis of Variance (ANOVA) conducted to determine whether there were significant differences
in the assessment of smart technology green marketing practices based on the demographic profiles of respondents
revealed that no statistically significant difference exists. As shown in Table 3, the computed F-value was 10.1623,
with a significance level (p-value) of 0.3326, which is greater than the conventional alpha level of 0.05. This indicates
that the respondents’ perceptions of smart technology-driven green marketing practices in selected resort hotels in
Bataan do not significantly vary across different demographic categories such as age, gender, income, or educational
background. The finding implies that regardless of these demographic characteristics, both customers and
managerial staff shared a common view and consistent appreciation of the green marketing initiatives implemented
by the resorts. This supports recent research by Natarajan and Prasad (2022), which observed that green consumer
behavior is becoming more uniformly adopted across diverse demographic groups, especially in the context of
increased environmental awareness and digital transformation. Similarly, Nassani et al. (2023) emphasized that
smart sustainability practices appeal broadly to modern consumers who value eco-conscious innovation in the
hospitality industry. The absence of significant variation suggests that resort hotels’ green strategies—enhanced by
smart technologies—are effectively reaching and resonating with a wide audience, reinforcing their potential as
inclusive tools for improving brand image and customer satisfaction.

Table 4. Result of Significant Relationship Between Smart Technology Green Marketing Practices Towards
Brand Image

Smart Technology Brand Image
Green Marketing
Practices
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Smart Technology Green Marketing

Practices
Pearson Correlation 1 0.3623
Sig. (2-tailed) 0.00003
N 130 130
Brand Image
Pearson Correlation 0.3623 1
Sig. (2-tailed) 0.00003
N 130 130

The results of the Pearson r correlation analysis revealed a moderate but statistically significant positive relationship
between smart technology green marketing practices and brand image in selected resort hotels in Bataan, with a
correlation coefficient of r = 0.3623 and a p-value of 0.00003 (p < 0.05), as presented in Table 4. This finding
suggests that as the implementation of smart technology-enabled green marketing practices increases, the perception
of the resort hotel's brand image also improves. The significance of this relationship confirms that environmentally
sustainable strategies, when enhanced by smart technologies such as automated energy systems, digital sustainability
tracking, and eco-conscious service innovations, contribute positively to how customers perceive the brand’s
credibility, trustworthiness, and overall reputation. This aligns with recent studies emphasizing that green practices
supported by digital technologies not only reflect a commitment to sustainability but also serve as a strategic tool for
brand differentiation in competitive hospitality markets (Li et al., 2021; Ghosh, 2023). Moreover, the results support
the view of Rahman et al. (2022), who noted that integrating smart solutions into green marketing enhances
transparency and customer engagement, which are critical elements in strengthening brand image. As such, the
significant positive correlation found in this study reinforces the value of combining sustainability and innovation to
build strong, trusted, and appealing hospitality brands in an increasingly eco-conscious market environment
(Nguyen & Nguyen, 2020; Zhang et al., 2024). In the study conducted by Baluyot and Caluza (2021), the findings
revealed that there is no significant relationship between the drivers of brand performance and customer attitudes
towards brand preference. Furthermore, the results indicated that the null hypothesis regarding a large disparity
between customer profiles was rejected, suggesting that at least one of the two samples differs significantly.

Table 5. Result of Significant Relationship Between Smart Technology Green Marketing Practices Towards

Customer Satisfaction
Smart Technology Customer
Green Marketing Satisfaction
Practices

Smart Technology Green Marketing

Practices
Pearson Correlation 1 0.3368
Sig. (2-tailed) 0.00001
N 130 130

Customer Satisfaction

Pearson Correlation 0.3368 1
Sig. (2-tailed) 0.00001
N 130 130
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The findings of the revealed a statistically significant positive relationship between smart technology green marketing
practices and customer satisfaction, as indicated by a Pearson correlation coefficient of 0.3368 with a p-value of
0.00001 at a 0.05 level of significance. This moderate positive correlation suggests that as the implementation of
smart technology green marketing practices increases, customer satisfaction levels also tend to rise. With a sample
size of 130 respondents, this result underscores the growing importance of integrating environmentally sustainable
and technologically innovative practices in hospitality settings to meet the evolving expectations of eco-conscious
consumers. These findings are consistent with recent studies, such as the work of Lee and Kim (2021), who found
that smart green service innovations in hotels lead to enhanced customer perceptions and satisfaction. Similarly,
Gunarathne et al. (2022) emphasized that environmentally responsible strategies, when coupled with digital
technologies, not only improve operational efficiency but also strengthen customer engagement and loyalty.
Furthermore, Zafar et al. (2023) highlighted that customers are increasingly drawn to brands that demonstrate
transparency and responsibility in their environmental efforts, especially when these are enabled through advanced
technological platforms. The positive relationship indicated in this study aligns with global trends in sustainable
tourism, where green marketing practices supported by smart technology—such as digital check-ins, energy-saving
systems, and Al-powered customer service—create value-added experiences that positively influence customer
satisfaction (Nguyen et al., 2020; Ahmed et al., 2024). Hence, the results reinforce the strategic value of adopting
smart, green innovations in the resort hotel sector as a pathway to not only environmental stewardship but also
enhanced customer satisfaction and long-term business sustainability.

DISCUSSIONS

This study assessed the influence of smart technology green marketing practices on brand image and customer
satisfaction in selected Department of Tourism (DOT)-accredited resort hotels in Bataan using a quantitative
approach. The analysis involved 130 purposively selected respondents composed of hotel customers and managerial
staff. The research instrument underwent rigorous validation and achieved a high reliability score (Cronbach’s alpha
= 0.8961), ensuring the credibility of the data collected. The findings revealed that respondents strongly agreed with
the presence and effectiveness of smart green marketing practices across all dimensions—product, price, promotion,
place, people, and process. Among these, green product practices received the highest rating, underscoring the value
placed on sustainable features and smart amenities. The results also showed a high level of customer satisfaction and
a favorable brand image associated with these eco-smart initiatives.

Statistical analysis revealed several key insights. First, the Analysis of Variance (ANOVA) showed no significant
differences in the perception of green marketing practices across demographic profiles (p = 0.3326), suggesting that
the appeal and effectiveness of these practices are broad and inclusive, resonating consistently with respondents
regardless of age, gender, civil status, or educational background. Second, Pearson r correlation analysis established
a statistically significant positive relationship between smart technology green marketing practices and brand image
(r = 0.3623, p = 0.00003), as well as customer satisfaction (r = 0.3368, p = 0.00001). These findings demonstrate
that the more resorts invest in smart, sustainable innovations, the more likely they are to foster favorable brand
perceptions and higher levels of customer satisfaction. These results align with current literature emphasizing the
strategic role of smart sustainability initiatives in the hospitality industry (Lee & Kim, 2021; Gunarathne et al., 2022;
Zafar et al., 2023).

The study concludes that smart technology green marketing practices play a significant and positive role in enhancing
both the brand image and customer satisfaction of resort hotels in Bataan. The findings highlight that such practices
are appreciated uniformly across demographic groups, indicating their universal appeal. Moreover, by integrating
smart technologies with environmentally responsible strategies, resorts can build stronger brand credibility, increase
guest satisfaction, and align with the values of modern, eco-conscious consumers.

Based on these findings, it is recommended that resort hotels continue to expand their adoption of smart green
marketing practices. This includes investing in automated systems that promote energy efficiency, implementing
digital sustainability dashboards, and using AI-driven customer engagement tools. Resorts should also prioritize
transparent communication of their green initiatives through smart promotional platforms to reinforce brand trust.
Training staff to effectively deliver green services and maintain consistency in sustainability messaging is equally
crucial. Furthermore, pricing strategies should remain competitive while highlighting the value derived from eco-
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friendly features to ensure broader acceptance. Finally, policymakers and tourism authorities should support such
initiatives by offering incentives or recognition programs to encourage more widespread adoption of smart,
sustainable innovations in the hospitality industry.
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