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ABSTRACT

The hospitality industry, particularly the five-star hotel segment, faces increasing pressure to
adopt sustainable tourism practices in response to growing environmental concerns and
evolving customer expectations. In Nairobi, Kenya, the integration of such practices remains
varied, yet their influence on customer satisfaction is not clearly understood. This study
sought to establish the effect of sustainable tourism practices on customer satisfaction of
five-star hotels in Nairobi. The specific objectives were to examine the influence of green
certification, energy management, waste management, and sustainable sourcing on customer
satisfaction. The study was anchored on the Theory of Planned Behavior, supported by
Expectation-Confirmation Theory, Social Exchange Theory and Signaling Theory. The
study adopted a positivist research philosophy and utilized a quantitative approach. A
descriptive cross-sectional survey research design was employed to collect primary data from
management staff in all the 9 registered five-star hotels in Nairobi. Stratified random
sampling was used to ensure representation from each hotel. Structured questionnaires was
administered to the respondents. Data analysis involved descriptive statistics to summarize
data, and inferential statistics including correlation and multiple regression analysis to test
the research hypotheses and establish the strength and direction of relationships among
variables. The regression model was statistically significant (ANOVA: F =53.133, p <.001)
and explained a large share of variation in customer satisfaction (R square = .797; adjusted
R square = .782). Standardized coefficients showed that energy management had the
strongest positive effect on customer satisfaction (B = .395, p = .005), followed by green
certification (B = .282, p = .038), waste management ( = .198, p = .026), and sustainable
sourcing (B = .154, p = .043). The findings conclude that sustainability practices are
important drivers of guest evaluations in Nairobi’s luxury hospitality context. In particular,
visible and well communicated energy efficiency measures, credible and integrated
certification routines, structured waste programs, and transparent responsible sourcing each
contribute to higher customer satisfaction. The study recommends that hotel managers
deepen investment in energy technologies and strengthen monitoring and reporting of
performance, institutionalize certification review calendars and communicate achievements
to guests, scale staff training and guest engagement for waste reduction, and formalize
sustainable sourcing policies with clear supplier partnerships and menu or in room
disclosures.
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DEFINITION OF TERMS

Customer satisfaction

Energy management

Green certification

Sustainable sourcing

Sustainable tourism practices

This is the degree to which customers’
expectations regarding a hotel’s services
and experiences are met or exceeded,
resulting in positive perceptions and
potential loyalty (Pan & Chen, 2025).
This refers to the systematic process of
monitoring, controlling, and conserving
energy use within hotel operations to
reduce environmental impact and
operational costs (Herath et al., 2023).
This is an official recognition awarded to
hotels that meet specific environmental
standards and sustainability criteria, often
related to energy use, water conservation,
and eco-friendly practices (Velaoras et al.,
2025).

This involves the procurement of goods
and services such as food, amenities, and
materials from suppliers that follow
environmentally friendly, ethical, and
socially responsible practices (Schulze et
al., 2022).

These refer to tourism activities and

operational strategies that minimize

XV



Waste management

negative environmental, social, and
economic impacts while maximizing
benefits to host communities and future
generations (Chan, 2023).

This entails the strategies and practices
employed by hotels to reduce, reuse,
recycle, and properly dispose of waste
materials, aiming to minimize their

ecological footprint (Kasavan et al., 2022).
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CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

In an era characterized by growing environmental consciousness and socially responsible
consumer behavior, the tourism and hospitality industry is under increasing pressure to
integrate sustainable practices into core operations (Pan & Chen, 2025). Nowhere is this
more evident than in the luxury hospitality sector, where customer expectations extend
beyond traditional service excellence to include a commitment to sustainability and ethical
conduct (Mensah et al., 2023). Five-star hotels, which serve a discerning clientele, are
expected to lead by example in implementing sustainable tourism practices that minimize

environmental impact while enhancing the overall guest experience (Aroko et al., 2025).

Sustainable tourism practices play a pivotal role in enhancing customer satisfaction
by aligning with the growing demand for environmentally and socially responsible travel
options (Hidayat et al., 2024). Practices such as green certification, energy management,
waste management, and sustainable sourcing resonate with eco-conscious travellers who
prioritize sustainability in their decision-making. For instance, a study by Velaoras et al.
(2025) found that hotels with green certifications, such as LEED or ISO 14001, often report
higher customer satisfaction scores due to guests’ appreciation of environmentally friendly
initiatives like reduced carbon footprints and resource conservation. Similarly, effective
waste management and sustainable sourcing such as using locally sourced, organic
products can enhance the guest experience by offering authenticity and supporting local
communities, which appeals to the values of modern travellers (Kaur et al., 2025). By
integrating these practices, five-star hotels in Nairobi can meet the expectations of a
globalized customer base, fostering satisfaction through a blend of luxury and sustainability

(Nyambok, 2023).



The relationship between sustainable tourism practices and customer satisfaction
can be theoretically anchored on the Sustainability Theory and Customer Satisfaction
Theory. Sustainability Theory emphasizes the need for organizations to balance
environmental, social, and economic dimensions in their operations to ensure long-term
viability and value creation for both current and future generations (Elkington, 1994). On
the other hand, Customer Satisfaction Theory, grounded in Expectation-Confirmation
principles (Oliver, 1980), posits that satisfaction arises when customers’ expectations are
met or exceeded by actual service performance. When applied together, the two theories
suggest that five-star hotels that embed sustainability into their operations not only
contribute to environmental conservation but also fulfill the evolving expectations of

modern, eco-conscious guests.

Sustainable tourism has emerged as a critical global concern as the world grapples
with the environmental and social consequences of mass tourism in an era of rapid
globalization. Tehseen et al. (2024) emphasizes that sustainable tourism should meet the
needs of travellers while ensuring minimal negative impact on the environment and local
cultures. Globally, the hospitality industry, particularly five-star hotels, faces increasing
pressure to adopt practices such as energy efficiency, waste reduction, and sustainable
sourcing to align with the United Nations Sustainable Development Goals (SDGSs)
(Legrand et al., 2022). Studies indicate that customer preferences are shifting toward eco-
friendly establishments, with a 2022 survey by Booking.com revealing that 83% of global
travellers consider sustainability a key factor in their accommodation choices (Alreahi et
al., 2023). However, the implementation of these practices varies widely, creating a need

to understand their impact on customer satisfaction across different regions (Dixit, 2025).

In the African context, sustainable tourism is gaining traction as a means to balance

economic growth with environmental preservation, particularly in regions heavily reliant
2



on tourism revenue. Mensah et al. (2023) highlights tourism as a driver of sustainable
development, yet many African nations struggle with inconsistent adoption of green
practices in their hospitality sectors. Research shows that while eco-tourism is on the rise,
luxury hospitality such as five-star hotels often lags in integrating sustainability due to high
operational costs and limited regulatory enforcement (Katsoni, 2023). Khairy et al. (2023)
argue that customer satisfaction in African hotels is increasingly tied to perceptions of
environmental responsibility, yet data on how specific sustainable practices influence
satisfaction remains scarce. This regional gap underscores the need for localized studies to

bridge global trends with African realities.

Narrowing down to Kenya, the country has positioned itself as a leading tourism
destination in East Africa, with Nairobi serving as a key hub for both leisure and business
travellers. Kenya’s Vision 2030 framework identifies tourism as a pillar of economic
development, emphasizing sustainable practices to enhance competitiveness (Bitok, 2020).
Five-star hotels in Nairobi, such as the Fairmont Norfolk and Villa Rosa Kempinski, cater
to a growing international clientele that expects luxury alongside ethical operations
(Kiprop, 2023). However, while Kenya has made strides in promoting eco-tourism in rural
areas like the Maasai Mara, urban hospitality sectors, including Nairobi’s luxury hotels,
face challenges in fully embracing sustainability (Diazzi, 2022). Recent studies suggest that
customer satisfaction in Kenyan hotels is influenced by service quality, but the role of

sustainable practices remains underexplored (Ronoh et al., 2025).

Specifically, in Nairobi, the proliferation of five-star hotels has intensified
competition, making customer satisfaction a critical differentiator. The city’s urban setting
presents unique challenges, such as high energy consumption and waste generation, which
sustainable practices could mitigate (Aroko et al., 2025). Morang’a, (2023) found that while

some Nairobi hotels have adopted green certifications, their impact on guest satisfaction is
3



not well-documented. Similarly, energy management and waste reduction initiatives are
inconsistently applied, and their influence on customer perceptions remains unclear (Rono,
2022). Sustainable sourcing, such as using local produce, is gaining attention, but its effect
on guest satisfaction in Nairobi’s luxury hotels lacks empirical evidence (Diazzi, 2022).
These gaps highlight a disconnect between global sustainability trends and their localized

application in Nairobi’s hospitality sector.

The interconnection between sustainable tourism practices, customer satisfaction,
and five-star hotels forms the conceptual basis of this study. For five-star hotels in Nairobi,
where competition and customer expectations are exceptionally high, integrating
sustainability into core operations is not only a moral imperative but also a key determinant
of guest loyalty, brand reputation, and long-term profitability. This linkage underscores the
study’s focus on understanding how distinct sustainable tourism practices jointly and

individually contribute to customer satisfaction in Nairobi’s luxury hotel sector.

1.1.1 Sustainable Tourism Practices

Sustainable tourism practices refer to tourism activities and strategies that meet the needs
of travellers while ensuring minimal negative impact on the environment, culture, and local
communities, thereby preserving resources for future generations. The concept is rooted in
the principles of sustainability, balancing economic viability, environmental protection,
and socio-cultural integrity (Chan, 2023). It encompasses a range of actions, such as
reducing energy consumption, managing waste effectively, obtaining green certifications,
and sourcing materials locally to support regional economies (Legrand et al., 2022). In the
context of five-star hotels, sustainable tourism practices involve integrating luxury service
delivery with eco-friendly operations that appeal to environmentally conscious guests while

maintaining profitability (Kaur et al., 2025). This holistic approach ensures that tourism



contributes positively to both the host destination and the guest experience (Morang’a,

2023).

The importance of sustainable tourism practices in the hospitality industry has
grown significantly due to increasing global awareness of environmental degradation,
climate change, and the need for socially responsible travel (Tehseen et al., 2024). For five-
star hotels, adopting sustainable practices is not only a moral imperative but also a strategic
differentiator that can enhance brand reputation, attract eco-conscious guests, and improve
operational efficiency (Kaur et al., 2025). Moreover, sustainability efforts contribute to
long-term cost savings, regulatory compliance, and resilience in the face of environmental

and market changes (Legrand et al., 2022).

In the current study, sustainable tourism practices were measured through four
specific dimensions green certification, energy management, waste management, and
sustainable sourcing using a mixed-method approach. Green certification was assessed by
verifying the presence and type of certifications, while energy and waste management was
quantified through utility data (Katsoni, 2023). Sustainable sourcing was evaluated by the
percentage of locally sourced goods, verified through procurement records and supplier
surveys (Rono et al., 2025). This approach was justified by the need to capture both tangible
operational metrics and their perceived impact on customer satisfaction, aligning with the
study’s objectives and addressing the local context where data availability and hotel

practices vary (Tehseen et al., 2024).

1.1.2 Customer Satisfaction
Customer satisfaction in the context of the hospitality industry refers to the degree to which
a guest’s expectations of service quality, comfort, and overall experience are met or

exceeded during their stay at a hotel. It is a multidimensional construct that encompasses



tangible elements, such as cleanliness and amenities, and intangible factors, like staff
responsiveness and perceived value (Pan & Chen, 2025). In the current era, customer
satisfaction is increasingly influenced by additional considerations, such as a hotel’s
commitment to sustainability and ethical practices, reflecting the values of modern
travellers (Singgalen, 2024). For five-star hotels, where expectations are inherently high,
satisfaction is critical to fostering loyalty, positive reviews, and repeat business, making it
a key performance indicator (Rono, 2022). This concept is particularly relevant in
competitive urban markets like Nairobi, where discerning guests seek both luxury and

meaningful experiences (Aroko et al., 2025).

The importance of customer satisfaction lies in its direct impact on a hotel's
competitiveness, financial performance, and long-term viability. Satisfied customers are
more likely to exhibit loyalty behaviors such as revisiting, recommending the hotel to
others, and leaving favorable reviews, all of which are vital in a market driven by online
reputations and customer advocacy (Baquero, 2022). In urban tourism hubs like Nairobi
where five-star hotels face stiff competition and a clientele that values both indulgence and
purpose-driven experiences, delivering satisfaction through quality service and visible
sustainability initiatives can serve as a unique value proposition (Aroko et al., 2025).
Moreover, high levels of customer satisfaction often correlate with operational efficiency
and employee morale, creating a virtuous cycle of service excellence and customer

retention (Hashish et al., 2022).

In this study, customer satisfaction was assessed using three operational indicators:
overall guest experience, perceived value, and willingness to recommend. Overall guest
experience captures the customer’s holistic perception of the stay, incorporating both

tangible and intangible service elements (Mehraliyev et al., 2022). Perceived value reflects



the extent to which guests believe the quality of service received justifies the price paid,
especially important in luxury settings where premium pricing is expected to deliver
corresponding value (Bitok, 2020). Willingness to recommend, often measured via the Net
Promoter Score (NPS), serves as a proxy for customer loyalty and satisfaction, indicating

whether guests would endorse the hotel to others (Diazzi, 2022).

1.1.3 Five-Star Hotels in Nairobi Kenya

Five-star hotels in Nairobi, Kenya, represent the pinnacle of luxury hospitality in the
country’s capital, catering to a diverse clientele that includes international tourists, business
travellers, and local elites. Nairobi, as Kenya’s economic and political hub, hosts several
globally recognized five-star establishments, such as the Fairmont Norfolk, Villa Rosa
Kempinski, JW Marriott, and the Nairobi Serena Hotel, which are known for their superior
amenities, exceptional service, and prime locations (Aroko et al., 2025). These hotels
typically offer high-end facilities like fine dining restaurants, spas, conference centers, and
luxurious accommaodations, aligning with international standards set by organizations like
the Forbes Travel Guide (Morang’a, 2023). As of 2025, Nairobi’s five-star hotel sector
continues to grow, driven by Kenya’s Vision 2030 tourism goals and the city’s status as a
gateway to East African safari destinations (Bitok, 2020). This growth reflects Nairobi’s

increasing prominence in the global hospitality market (Wanjiku & Kungu, 2022).

Some hotels, like the Nairobi Serena, have pursued green certifications, such as the
EcoTourism Kenya certification, signalling a commitment to environmental standards
(Ouma, 2024). Energy management efforts, such as the use of solar panels or energy-
efficient lighting, are evident in select properties, though comprehensive data on their
implementation across all five-star hotels is scarce (Wanjiru, 2023). Waste management

practices, including recycling programs, are reported in hotels like the Fairmont Norfolk,



but their consistency and impact remain understudied (Nyambok, 2023). Sustainable
sourcing, such as using locally grown produce, is promoted by some establishments to
enhance authenticity and support local economies, yet its prevalence and guest reception
are not well-documented (Bitok, 2020). These gaps indicate a need for deeper investigation

into how these practices are operationalized.

Regarding customer satisfaction, Nairobi’s five-star hotels are generally praised for
their service quality and luxurious offerings, but the influence of sustainable practices on
guest perceptions is less clear. Online reviews and industry reports highlight high
satisfaction with traditional luxury elements like staff professionalism and room comfort
(Ouma, 2024). However, emerging research suggests that sustainability is becoming a
differentiating factor, with eco-conscious guests valuing visible efforts like waste reduction
or energy conservation (Kiprop, 2023). For instance, a 2023 study found that guests at
hotels with green initiatives reported higher satisfaction, though the specific contributions
of each practice (e.g., green certification vs. sustainable sourcing) were not isolated
(Morang’a, 2023). This lack of specificity, combined with inconsistent sustainability
adoption, underscores the knowledge gap this study aims to address, linking these variables

directly to customer satisfaction in Nairobi’s five-star hotel context (Aroko et al., 2025).

1.2 Statement of the Problem

Ideally, high customer satisfaction in Nairobi’s five-star hotels would enhance guest
loyalty, increase repeat visitation, and reinforce Kenya’s standing as a leading tourism
destination (Ouma, 2024). Such outcomes would contribute directly to the growth of the
hospitality industry and, by extension, to national economic development. The tourism
sector accounted for approximately 7.9% of Kenya’s gross domestic product (GDP) in

2023, with five-star hotels playing a critical role in generating revenue, employment, and



foreign exchange (Buzinde & Caterina-Knorr, 2023). Improved guest satisfaction in these
luxury establishments would also have multiplier effects on allied industries such as

transport, retail, and agriculture, thus supporting inclusive growth.

However, current satisfaction levels in Nairobi’s five-star hotels remain below
global benchmarks. According to the Kenya Tourism Board, only 68% of hotel guests rated
their experience as “highly satisfactory” in 2023, compared to the international benchmark
of 85% for five-star hotels (Kenya Tourism Board, 2023). Furthermore, repeat visitation
rates have declined, with just 55% of international guests expressing intent to return in
2022, down from 70% in 2019 (Diazzi, 2022). This trend presents a significant threat to
hotel profitability, national tourism competitiveness, and the country’s economic
positioning. In response, sustainable tourism practices such as green certification, energy
management, waste management, and sustainable sourcing have emerged as strategic
levers that may enhance guest satisfaction by aligning hotel operations with evolving

consumer values and environmental expectations (Ogolla, 2024).

Although previous studies have explored the link between sustainability and
tourism outcomes, critical gaps remain. For example, Ng’olua (2024) conducted a study on
sustainable tourism in Kenya’s rural lodges, focusing on eco-tourism facilities in natural
and community-based environments. However, the findings from that study cannot be
generalized to five-star hotels in urban settings like Nairobi, which serve a distinct clientele
(primarily international business travellers and high-end tourists), operate under different
regulatory pressures, and face unique sustainability implementation challenges. Moreover,
while global research such as Herath et al. (2023) has connected green practices to customer
satisfaction, these insights are largely based on Western hotel contexts and do not reflect

the socio-economic, infrastructural, or regulatory dynamics of Kenya. The current study



therefore aimed to fill this contextual, empirical, and theoretical gap by investigating how
specific sustainable tourism practices influence customer satisfaction within Nairobi’s five-

star hotel environment.

1.3 Objectives of the Study
The general objective of this study of this study was to establish the effect of sustainable
tourism practices on customer satisfaction of five-star hotels in Nairobi Kenya.
The specific objectives were:
i. To establish the effect of green certification practice on customer satisfaction of five-

star hotels in Nairobi Kenya

ii. To establish the effect of energy management practice on customer satisfaction of

five-star hotels in Nairobi Kenya

iii. To examine the effect of waste management practice on customer satisfaction of

five-star hotels in Nairobi Kenya

iv. To determine the effect of sustainable sourcing practice on customer satisfaction of

five-star hotels in Nairobi Kenya

1.4 Research Hypotheses

The study addressed the following null research hypotheses:

1. Hoa: Green certification practice has no significant effect on customer satisfaction
of five-star hotels in Nairobi Kenya

2. Hoz2: Energy management practice has no significant effect on customer satisfaction
of five-star hotels in Nairobi Kenya

3. Hos: Waste management practice has no significant effect on customer satisfaction

of five-star hotels in Nairobi Kenya
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4. Hoa: Sustainable sourcing practice has no significant effect on customer

satisfaction of five-star hotels in Nairobi Kenya

1.5 Justification of the Study

The hospitality industry, particularly five-star hotels, plays a critical role in promoting
sustainable development through responsible tourism practices. However, despite the
global shift toward sustainability, there remains limited empirical evidence on how specific
sustainable tourism practices influence customer satisfaction in the Kenyan context.
Nairobi, being a major urban and tourism hub, hosts several five-star hotels whose adoption
of green practices could significantly impact customer perceptions and competitive
positioning. Understanding the relationship between practices such as green certification,
energy management, waste management, and sustainable sourcing and customer
satisfaction is essential for guiding managerial decisions and policy formulation. This study
was therefore justified as it filled the knowledge gap by providing data-driven insights on
how sustainability initiatives can be strategically leveraged to enhance customer
satisfaction, promote environmental stewardship, and drive long-term success in Kenya’s

hospitality sector.

1.6 Significance of the Study
This study is of benefit to policymakers, hotel managers and practitioners, and existing

body of knowledge.

1.6.1 Policymakers

This study will provide valuable insights to policymakers in the tourism and hospitality
sectors by highlighting the role of sustainable tourism practices in enhancing customer

satisfaction. The findings can inform the development and enforcement of regulatory
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frameworks and national sustainability standards that encourage environmentally

responsible operations in five-star hotels and the broader tourism industry.

1.6.2 Hotel Managers and Practitioners

For hotel managers and practitioners, the study will offer practical guidance on which
sustainability practices have the most significant impact on customer satisfaction. This can
help in prioritizing resource allocation, adopting targeted green strategies, and enhancing
the overall guest experience, thereby improving competitiveness, brand image, and

customer loyalty in an increasingly eco-conscious market.

1.6.3 Scholars and Academicians

The study will contribute to the existing body of knowledge by providing empirical
evidence on the link between sustainable tourism practices and customer satisfaction in the
context of developing economies. It will also serve as a foundation for future research,
helping scholars explore related themes such as sustainable tourism marketing, customer

behavior, and service quality within the hospitality industry.

1.7 Scope of the Study

This study was limited to examining the effect of sustainable tourism practices on customer
satisfaction in five-star hotels located within Nairobi, Kenya. It focused specifically on four
key sustainable practices: green certification, energy management, waste management, and
sustainable sourcing. The study targeted hotel management staff as respondents to provide
comprehensive insights from both service providers and consumers. Geographically, the
study was confined to Nairobi due to its high concentration of five-star hotels and its
strategic importance as a tourism and business hub. The study was conducted between July

and September 2025.
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CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

This chapter reviews relevant literature on the relationship between sustainable tourism
practices and customer satisfaction, focusing on four key areas: theoretical foundations,
empirical studies, conceptual framework, and research gaps. It provides the basis for the
study by examining existing knowledge, identifying inconsistencies, and highlighting areas

requiring further investigation within the context of five-star hotels in Nairobi.

2.2 Theoretical Review

This section presents the theoretical foundations underpinning the study, which collectively
explain how sustainable tourism practices influence customer satisfaction in five-star
hotels. The study is anchored on the Theory of Planned Behavior, Expectation-
Confirmation Theory, Social Exchange Theory, and Signaling Theory. Each theory is
linked to one of the study’s four independent variables: green certification, energy

management, waste management, and sustainable sourcing.

2.2.1 Theory of Planned Behavior

The Theory of Planned Behavior (TPB) was developed by Ajzen (1991) as an extension of
the Theory of Reasoned Action (TRA) to account for situations where individuals may not
have complete control over their behavior. The TPB posits that human action is guided by
three primary components: attitude toward the behavior (positive or negative evaluation of
performing the behavior), subjective norms (perceived social pressure to perform or not
perform the behavior), and perceived behavioral control (the perceived ease or difficulty of
performing the behavior) (Ajzen, 1991). According to the theory, these components

influence behavioral intention, which in turn predicts actual behavior. In the context of
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consumer behavior, TPB has been widely used to explain how beliefs and intentions
influence purchasing decisions, particularly in relation to ethical and sustainability-related

choices (Yadav & Pathak, 2022).

Despite its broad applicability, the Theory of Planned Behavior has been criticized
on several grounds. First, scholars argue that the TPB may oversimplify complex human
behavior by assuming that intention always leads to action, ignoring emotional and
situational influences that may disrupt this link (Conner, 2020). Second, the theory tends
to treat attitudes, norms, and control as independent variables, when in reality, they may
interact in complex ways (Sniehotta et al., 2014). Third, critics point out that TPB is limited
in accounting for habitual or unconscious behaviors, which are common in real-life
consumer settings, especially in fast-paced environments like hotels (Armitage & Conner,
2023). Furthermore, the theory often requires modification or extension to fit specific
contexts, including the integration of moral norms or environmental values, especially in

sustainability research (Cheung et al., 2021).

The TPB was relevant to the current study as it provides a behavioral framework
for understanding how hotel guests respond to sustainable tourism practices. In this study,
practices such as green certification, energy management, waste management, and
sustainable sourcing are expected to shape customer attitudes, subjective norms, and
perceived control (Wang et al., 2023). These psychological components are likely to
influence guests’ overall satisfaction, particularly when their expectations of sustainability
align with their hotel experience (Kim & Han, 2022). Therefore, TPB underpins the

relationship between green certification and customer satisfaction.
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2.2.2 Expectation-Confirmation Theory

Expectation-Confirmation Theory (ECT) was originally proposed by Oliver (1980) to
explain consumer satisfaction and post-purchase behavior. The theory posits that customer
satisfaction is primarily determined by the gap between initial expectations and actual
performance (Oliver, 1980). According to ECT, consumers form expectations prior to a
service encounter, and after experiencing the product or service, they compare actual
performance against these expectations. If the performance meets or exceeds expectations
(confirmation or positive disconfirmation), satisfaction is likely to occur; if performance
falls short (negative disconfirmation), dissatisfaction arises (Bhattacherjee, 2001). ECT has
been widely applied in service industries, including hospitality, as it captures how
customers evaluate experiences and form loyalty intentions based on the confirmation of

their expectations (Ali et al., 2021).

Despite its strong predictive ability, ECT has been critiqued for its narrow focus on
cognitive evaluation, often overlooking emotional and affective dimensions of satisfaction
that may play a central role in consumer behavior (Hossain & Quaddus, 2023).
Additionally, some scholars argue that the theory assumes a rational decision-making
process, yet customers may rely on intuition or emotion, particularly in hospitality settings
where ambience and interpersonal service interactions influence perceptions (Lankton et
al., 2022). Furthermore, ECT may be limited in dynamic environments where expectations
evolve quickly, such as in luxury hotels responding to shifting sustainability trends. Critics
have also noted that it provides limited guidance on how expectations are formed,
particularly in new or unfamiliar service contexts like sustainability initiatives in hotels

(Shiau & Luo, 2021).

In the context of this study, ECT was crucial in explaining how sustainable tourism

practices influence customer satisfaction by shaping and confirming guests’ expectations.
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For instance, environmentally conscious travelers may arrive at a five-star hotel expecting
visible green initiatives, such as energy-saving infrastructure or locally sourced food. When
such expectations are confirmed through actual hotel practices—Ilike certified eco-labels,
efficient waste management, and ethical sourcing—positive disconfirmation occurs,
leading to heightened satisfaction (Han et al., 2023). Conversely, when guests encounter a
mismatch between the hotel’s sustainability claims and actual practices, dissatisfaction is
likely. Hence, ECT underpins the relationship between energy management and customer

satisfaction.

2.2.3 Social Exchange Theory

Social Exchange Theory (SET) was developed by Homans (1958) and later expanded by
scholars such as Peter Blau and Richard Emerson. The theory is grounded in the principle
that social behavior is the result of an exchange process where individuals seek to maximize
benefits and minimize costs in relationships (Homans, 1958; Blau, 1964). In service
contexts like hospitality, SET suggests that customers evaluate their experiences based on
the perceived value of what they receive in return for what they give (Cropanzano &
Mitchell, 2005). When guests perceive that the benefits they gain—such as comfort,
environmental responsibility, and social contribution—outweigh the costs, they are likely
to express satisfaction, loyalty, and continued engagement with the service provider (Ap &

Crompton, 1998).

Despite its wide applicability, SET has been critiqued for being economically
rational and individualistic, sometimes neglecting emotional, moral, or altruistic
dimensions of human behavior, especially in socially complex settings (Molm, 2006).
Critics argue that not all exchanges are consciously calculated, and people often engage in
interactions based on trust, emotion, or ethical norms rather than a cost-benefit analysis

(Cook et al., 2013). In tourism, some exchanges—such as choosing a sustainable hotel—
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may be driven by broader ethical convictions rather than direct personal gain, which SET
may underemphasize. Furthermore, the theory tends to focus on dyadic interactions,
potentially overlooking systemic or community-wide exchanges, particularly relevant in

hospitality settings that engage multiple stakeholders (Nunkoo & Ramkissoon, 2012).

Nonetheless, SET remains relevant to the current study as it explains the reciprocal
relationship between five-star hotels and their customers. Guests who observe sustainable
tourism practices—such as waste reduction, energy efficiency, and fair sourcing—may
perceive these efforts as valuable benefits that extend beyond personal comfort, including
contributions to environmental protection and local economic development. In turn, this
perceived value enhances their satisfaction and encourages reciprocal behavior, such as
positive reviews, repeat stays, or referrals (Koseoglu et al., 2022). Therefore, SET

underpins the relationship between waste management and customer satisfaction.

2.2.3 Signaling Theory

Signaling Theory was first developed by Spence (1973) to explain how parties with more
information send credible signals to less-informed counterparts to reduce information
asymmetry in decision-making contexts. The theory posits that in markets characterized by
uncertainty, one party conveys observable cues that communicate unobservable qualities
or intentions to another party, thereby influencing perception and behavior (Han et al.,
2023). In hospitality and tourism, sustainability initiatives serve as market signals that
convey a hotel’s commitment to environmental and social responsibility. Actions such as
sourcing local ingredients, using eco-labels, or partnering with ethical suppliers signal
integrity and service quality to consumers who often cannot directly verify such attributes

prior to consumption (Nair & Hassan, 2023).
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Despite its explanatory power, Signaling Theory has faced several criticisms.
Scholars argue that it assumes signal clarity and universal interpretation, overlooking the
fact that receivers may misinterpret or disregard sustainability signals due to varying levels
of awareness or skepticism (Pan & Chen, 2025). Additionally, the theory tends to
emphasize positive signaling while underestimating instances of “greenwashing,” where
firms engage in symbolic environmental actions without substantive commitment (Hidayat
et al., 2024). This limitation makes it difficult to differentiate genuine sustainable sourcing
from mere marketing tactics. Moreover, the costliness criterion of signaling—where
credible signals must entail some level of sacrifice—is often ambiguous in service
industries like hospitality, where environmental actions may yield both reputational and
operational benefits (Nair & Hassan, 2023). These critiques underscore the need for
contextual adaptation of the theory to modern sustainability settings, especially in emerging

markets where environmental communication is still evolving.

In the current study, Signaling Theory is particularly relevant in explaining how
sustainable sourcing practices affect customer satisfaction in five-star hotels. Sustainable
sourcing such as procuring local, organic, or ethically produced goods acts as a credible
signal of a hotel’s authenticity and commitment to sustainability. When hotels transparently
communicate their sourcing practices through visible cues like menu labeling, supplier
partnerships, or sustainability reports, customers interpret these as indicators of
trustworthiness and social responsibility. Consequently, guests experience greater
satisfaction, perceiving that the hotel’s operations align with their personal values and
ethical expectations. Therefore, Signaling Theory underpins the relationship between

sustainable sourcing and customer satisfaction.
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2.3 Empirical Literature

This section presents a review of empirical studies that have examined the relationship
between sustainable tourism practices and customer satisfaction across various contexts. It
highlights key findings, methodologies, and gaps in the literature to provide a foundation

for the current study focused on five-star hotels in Nairobi, Kenya.

2.3.1 Green Certification Practice and Customer Satisfaction

Recent research by Velaoras et al. (2025) in Greece examined the effect of green
certification on customer satisfaction in luxury coastal resorts. Based on responses from
412 guests, the study found that hotels with certifications like ISO 14001 and Green Key
recorded higher satisfaction scores due to perceived environmental integrity and
professionalism. Guests appreciated visible sustainability signage and eco-practices such
as energy conservation and water efficiency. However, the study focused on leisure-driven,
coastal destinations, where eco-tourism is often a central theme. In contrast, urban five-star
hotels, such as those in Nairobi, primarily serve business and international travelers,
suggesting that the influence of green certification in city-based luxury contexts remains
unclear. Moreover, while the study acknowledged the value of certifications, it did not
differentiate how various guest demographics (e.g., eco-conscious vs. indifferent travelers)

perceive them.

Kim and Han (2024) conducted a quantitative study in South Korea to assess how
eco-labeling and green certifications affect customer satisfaction and revisit intentions in
five-star business hotels. Structural equation modeling based on data from 385 guests
showed that green certifications enhanced perceived service quality and trust, contributing
to guest loyalty. The authors emphasized that visible green signage (e.g., towels with eco-
labels, energy meters in rooms) acted as cues for environmental responsibility, especially

among domestic business travelers. Compared to Velaoras et al. (2025), Kim and Han
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incorporated behavioral outcomes like loyalty and revisit intention, offering a broader
scope. However, the study’s Asian setting—with strong public awareness and regulatory
backing for sustainability—differs significantly from Nairobi, where guest perceptions of
green certification may be influenced more by awareness gaps and limited sustainability

messaging by hotels.

In West Africa, Ogunyemi et al. (2023) explored the relationship between green
building certification and customer satisfaction in luxury hotels in Lagos, Nigeria. The
study included insights from both guests and hotel managers and emphasized the role of
architectural and infrastructural green features—such as energy-efficient HVAC systems,
natural lighting, and low-flow water fixtures. The results confirmed that certified hotels
achieved higher satisfaction, but largely due to physical comfort and environmental
aesthetics. Unlike Kim and Han (2024), this study acknowledged that green certification
remains a novel concept in much of Africa, and its role in shaping perceptions of service
quality or brand credibility is not fully developed. A critical gap exists in understanding
whether green certifications influence the full spectrum of customer satisfaction, including
emotional, social, and ethical dimensions, particularly in Nairobi where green practices

vary widely in visibility and guest awareness.

In the United States, Thao and Rivera (2022) performed a sentiment analysis of over
1,000 TripAdvisor reviews to compare green-certified and non-certified hotels. Guests in
certified hotels frequently referenced cleanliness, ambiance, and corporate responsibility as
reasons for their satisfaction. The study demonstrated that certifications positively
influence online guest sentiment and review scores. However, it lacked direct feedback on
whether guests understood the specific certifications or simply reacted to surface-level
greenness. Moreover, it did not assess whether satisfaction stemmed from actual practices

or broader perceptions shaped by marketing. In contrast to Ogunyemi et al. (2023), this
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study leaned on digital data, which risks overemphasizing visible factors and
underestimating the role of internal sustainability operations. This methodological
limitation highlights the need for primary, perception-based data from both guests and hotel

managers in urban African contexts like Nairobi.

Rahman et al. (2020) conducted a cross-sectional survey in Malaysia to examine
whether green certifications influenced customer satisfaction and hotel image in urban four-
and five-star hotels. Using regression analysis, the study showed that certifications such as
Green Globe enhanced customer trust and the perception of hotel professionalism,
especially among international travelers. Guests viewed certification as a proxy for overall
quality, rather than just environmental compliance. However, the study grouped hotels
across multiple star ratings and did not consider how the expectation thresholds of five-star
guests might differ. In comparison to Kim and Han (2024), who emphasized guest revisit
behavior, Rahman et al. highlighted brand image as a mediating factor—an important
consideration for Nairobi’s competitive hotel market, where reputation is a key

differentiator.

Overall, these studies consistently affirm that green certification enhances customer
satisfaction, particularly when sustainability practices are visible and aligned with guest
expectations. However, the studies vary in focus—some emphasize infrastructural
greenness (Ogunyemi et al.), while others consider trust and behavioral outcomes (Kim and
Han; Rahman et al.). They also differ in methodology, with some relying on digital
sentiment (Thao and Rivera), and others on structured surveys or interviews. Despite these
insights, a critical gap persists in Nairobi’s context, where the effect of green certification
in urban five-star hotels is underexplored, particularly in terms of how certification

visibility, guest awareness, and perceived authenticity affect satisfaction. This study
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addresses that gap by obtaining staff perspectives through primary data collection tailored

to Nairobi’s hospitality environment.

2.3.2 Energy Management Practice and Customer Satisfaction

Tehseen et al. (2025) investigated the influence of energy-saving technologies on guest
satisfaction in luxury hotels in the United Arab Emirates, a market known for high service
expectations and technological advancement. Using data from 390 guests, the study
revealed that features like motion sensor lighting, smart thermostats, and automated
blackout curtains enhanced comfort and satisfaction. Notably, guests associated energy
efficiency with modern luxury rather than cost-cutting. While this study provides valuable
insights into guest perceptions of technologically advanced energy solutions, it was
conducted in a wealthy, infrastructure-rich environment. The study thus assumes a baseline
level of guest familiarity and acceptance of these technologies. This creates a contextual
gap, as guests in Nairobi may have lower expectations or less awareness of such systems,
making it unclear whether similar practices elicit equivalent satisfaction in a developing

urban setting.

In Germany, Bauer and Fuchs (2024) conducted a longitudinal study examining the
relationship between hotel energy efficiency and customer satisfaction in certified business
hotels. Over three years, they tracked changes in energy use and guest responses, finding a
positive correlation between reduced energy consumption and satisfaction, especially
among frequent business travelers who valued efficiency and minimal environmental
impact. However, the study also acknowledged that guests were often unaware of the
specific measures in place, limiting the perceived value of these efforts. Compared to
Tehseen et al. (2025), which focused on technological features, Bauer and Fuchs emphasize

the need for effective communication of energy-saving efforts. The current study builds on
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this by exploring whether perceived visibility and guest awareness of energy management

practices mediate satisfaction levels in Nairobi’s luxury hotels.

Mutebi et al. (2023) explored energy management in Kampala’s high-end hotels,
using a cross-sectional survey to assess its influence on service quality and guest
satisfaction. While the study found that solar heating systems and energy-efficient
appliances contributed to satisfaction, these effects were contingent on guest awareness and
engagement. Many guests were unaware of energy-saving efforts, limiting their impact on
perceived value. The study recommends incorporating sustainability education and signage
into hotel operations. Unlike Bauer and Fuchs (2024), Mutebi et al. explicitly highlight the
role of guest education in driving satisfaction, a finding that is particularly relevant in the
African context. However, the study did not isolate energy management as a distinct
variable in its model. This creates a conceptual gap, which the current study addresses by
examining energy management as a standalone construct and analyzing its direct effect on

customer satisfaction in Nairobi’s five-star hotels.

In China, Tarig and Zhang (2021) examined how energy performance disclosure—
such as real-time energy dashboards and sustainability labels—impacted satisfaction in
eco-hotels. Their mixed-method approach, combining survey data and online reviews,
showed that energy transparency enhanced guests’ sense of environmental contribution and
elevated satisfaction. This study introduces the concept of interactive sustainability, where
guest participation in energy-saving (e.g., tracking usage) adds experiential value.
Compared to Mutebi et al. (2023), which focused on infrastructure, Tarig and Zhang
highlight informational transparency as a tool for enhancing satisfaction. However, their
reliance on self-reported online reviews and absence of managerial insights limits their

findings. The current study seeks to address this methodological gap by capturing
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perspectives from hotel staff in Nairobi, enabling a more comprehensive assessment of how

energy practices are both implemented and perceived.

Ali et al. (2020) conducted a study in Turkey evaluating the effect of energy
conservation measures—such as LED lighting, linen reuse programs, and smart
thermostats—on customer satisfaction and operational efficiency. The findings confirmed
that these practices improved satisfaction among environmentally aware guests and
contributed to cost savings for hotel operators. However, the study combined data from
four-star and five-star hotels without controlling for variations in service expectations. This
limits the specificity of findings for luxury hotel environments, where guests may expect
uncompromised comfort even with sustainability initiatives. Compared to Tariq and Zhang
(2021), who looked at digital transparency, Ali et al. emphasized physical interventions.
The current study addresses this scope limitation by focusing solely on five-star hotels in
Nairobi, where balancing luxury expectations and sustainability commitments is

particularly complex.

In summary, existing literature affirms that energy management practices can
enhance customer satisfaction, but the impact depends on guest awareness, technology
visibility, and the alignment of sustainability efforts with luxury expectations. While
studies in developed countries emphasize smart technology and performance metrics, those
in emerging economies highlight awareness and communication as critical success factors.
However, few studies offer an integrated view combining technological implementation in
an urban African context. The current study fills this multifaceted gap by evaluating both
the visibility and perceived value of energy management practices among hotel staff in

Nairobi’s five-star hospitality sector.
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2.3.3 Waste Management Practice and Customer Satisfaction

Kaur et al. (2025) conducted a study in Singapore examining the influence of hotel waste
management practices on guest satisfaction and loyalty in green-certified luxury hotels.
Survey data from 420 guests revealed that visible waste segregation systems, composting
initiatives, and single-use plastic reduction significantly enhanced satisfaction, particularly
among younger and environmentally conscious guests. The study concluded that guest
involvement and transparency in waste programs were crucial to perceived sustainability.
While insightful, the study was situated in a highly developed and technologically advanced
context where digital monitoring, smart bins, and circular economy practices are prevalent.
The technological sophistication and cultural norms surrounding sustainability in
Singapore limit the applicability of findings to Nairobi, where infrastructure constraints,
lower guest awareness, and operational limitations necessitate simpler, cost-effective waste
solutions. Thus, this study leaves a contextual and infrastructural gap that the current study

aims to address in a Nairobi setting.

In Brazil, Rodrigues and Almeida (2024) explored the relationship between solid
waste management and guest satisfaction in eco-hotels serving international tourists. The
researchers found that hotels with structured waste management policies, including guest
education, staff training, and visible signage, achieved higher satisfaction ratings,
especially in terms of perceived service quality and environmental stewardship. Unlike
Kaur et al. (2025), this study emphasized staff empowerment and behavioral nudges as
critical components. However, the study relied solely on guest feedback and did not include
managerial perspectives, thus overlooking internal operational constraints and the practical
feasibility of implementing waste strategies. This presents a methodological gap that the
current study addresses by integrating hotel staff perspectives to capture how policies are

perceived, implemented, and communicated in Nairobi’s urban luxury hotel sector.
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Abdi and Hassan (2023) conducted research in Addis Ababa, Ethiopia, evaluating
the relationship between sustainable waste practices and customer satisfaction in five-star
hotels. Focusing on food waste minimization, packaging controls, and supplier practices,
the study found that guests perceived these initiatives as indicative of broader hotel
responsibility, with satisfaction improvements noted in cleanliness and brand reputation.
The study’s strength lies in its focus on visible operational practices, similar to Nairobi's
urban context. However, the political, regulatory, and infrastructure environments in Addis
Ababa differ from Nairobi, where tourism regulation, waste policy enforcement, and
consumer eco-literacy vary. This highlights a regional contextual gap, reinforcing the need
to explore these dynamics within Nairobi’s own hospitality landscape to better inform

policy and practice.

In Australia, Brown and D’Souza (2021) examined sustainable waste practices in
coastal resort hotels and their effect on guest satisfaction. They found that simple, visible
actions—such as towel reuse policies, labeled recycling bins, and reductions in single-use
items—were positively associated with guest perceptions of hotel sustainability. Guests
appreciated being given the choice to participate in waste reduction, which boosted
satisfaction without compromising comfort. While the findings align with those of
Rodrigues and Almeida (2024), this study was set in resort environments that emphasize
relaxation and environmental immersion—contrasting sharply with the business-oriented,
fast-paced nature of Nairobi’s urban five-star hotels. The current study addresses this
setting gap by focusing on waste management within a high-service urban context, where

operational pressures and guest expectations differ from those in resort destinations.

Mohammed and Al-Khatib (2020) investigated the influence of waste management
on hotel guest satisfaction in Jordan, focusing on practices like visible recycling stations,

packaging reduction, and composting programs. They found a strong link between visible
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waste reduction initiatives and guest satisfaction, though the study did not control for hotel
star ratings or segment expectations. By grouping multiple hotel classes, the study masked
the unique needs and expectations of five-star hotel guests, who may demand a balance
between luxury service and environmental responsibility. This presents a conceptual
limitation, as the nuances of waste management in upscale hospitality settings require a
distinct analytical lens. The current study responds by examining waste management
exclusively in five-star hotels in Nairobi, capturing the intersection of environmental

practices and luxury service delivery.

In sum, the reviewed literature highlights that waste management contributes to
customer satisfaction, particularly when practices are visible, participatory, and effectively
communicated. However, the scope, methodology, and context vary significantly across
studies. High-tech environments emphasize innovation and automation, while developing
contexts focus more on visibility and guest education. Despite emerging African literature,
empirical evidence specific to Nairobi’s five-star urban hospitality sector remains limited—
particularly in how hotels can implement basic but effective waste strategies that enhance
guest satisfaction without undermining luxury standards. The current study fills this gap by
examining the perceptions and implementation of waste management practices from

managerial perspectives within the context of Nairobi’s premium hotel market.

2.3.4 Sustainable Sourcing Practice and Customer Satisfaction

Pan and Chen (2025) investigated the impact of sustainable sourcing on customer
satisfaction in luxury hotels in Taiwan. Their study, based on SEM analysis of 370 guest
responses, focused on hotels that sourced food, toiletries, and wellness products from
organic, local, and fair-trade suppliers. Guests viewed these practices as enhancing the
authenticity, environmental integrity, and cultural richness of their stay, contributing to

increased satisfaction and brand trust. However, the research was centered on rural and
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coastal hotels—contexts in which eco-tourism is often central to the guest experience. In
contrast, five-star hotels in Nairobi are predominantly urban, business-oriented, and driven
by different guest expectations. This presents a contextual gap, as the influence of
sustainable sourcing in urban luxury environments, where functionality and sophistication

often outweigh rustic charm, remains underexplored.

In the United Kingdom, Hidayat et al. (2024) explored the role of ethical
procurement and local sourcing in shaping guest satisfaction and loyalty in London’s eco-
luxury hotels. The study combined guest surveys and procurement audits and found that
sourcing transparency—such as labeling menus with local origins or showcasing artisan
partnerships—significantly improved customer perceptions. Unlike Pan and Chen (2025),
who emphasized product content, Hidayat et al. highlighted the importance of visibility and
communication in translating sourcing efforts into positive guest experiences. However,
the study also revealed a disconnect: many hotels failed to effectively communicate their
sourcing strategies, limiting guest awareness. This communication gap is particularly
relevant to the Nairobi context, where guest awareness of sustainability efforts may be low.
The current study addresses this by assessing both the actual implementation and visibility

of sustainable sourcing practices in five-star hotels.

Khairy and Ibrahim (2023) conducted a study in Cairo evaluating how sustainable
sourcing influences guest perceptions of service quality in high-end hotels. The research
found that sourcing local and ethically produced food items improved guest satisfaction by
enhancing cultural relevance, supporting local economies, and signaling ethical
responsibility. However, the study focused exclusively on culinary sourcing, overlooking
non-food procurement areas such as toiletries, linens, and furnishings, which are equally
important in five-star hotel experiences. Compared to Hidayat et al. (2024), which

considered sourcing visibility, Khairy and lbrahim emphasized content and value
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alignment. The current study fills this conceptual gap by investigating a broader range of
sourcing domains, allowing for a more holistic understanding of how sustainable sourcing

contributes to customer satisfaction in Nairobi’s luxury hotels.

Thangavel and Rajan (2021) examined sustainable procurement strategies in Indian
eco-certified hotels and their impact on customer experience. Their study found that
partnering with small-scale, local producers strengthened hotel sustainability reputations
and fostered guest appreciation for social responsibility. However, the study relied mainly
on self-reported data from hotel management, without sufficient triangulation from guest
perspectives. While it affirmed the operational intent behind sustainable sourcing, it lacked
insight into how these efforts are perceived by guests, potentially leading to biased or
incomplete conclusions. This highlights a methodological limitation that the current study
overcomes by collecting and analyzing data from hotel staff to better evaluate the
implementation and perceived impact of sourcing practices in Nairobi’s urban hospitality

context.

Huang et al. (2020) explored green purchasing practices and guest satisfaction in
luxury hotels across major Chinese cities. Their findings indicated that sustainable sourcing
enhanced hotel brand image and corporate reputation, which in turn indirectly improved
customer satisfaction. However, the study bundled sustainable sourcing into a larger CSR
framework, preventing clear attribution of outcomes to specific sourcing actions. This
presents a theoretical gap—the lack of clear conceptual boundaries around sustainable
sourcing makes it difficult to isolate its true impact. In contrast, the current study treats
sustainable sourcing as a distinct construct, focusing explicitly on its direct relationship
with customer satisfaction in the Kenyan context, thereby strengthening conceptual clarity

and practical relevance.
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In summary, while global literature affirms the positive effect of sustainable
sourcing on customer satisfaction, key gaps persist. These include limited focus on urban
five-star hotels, an overemphasis on culinary sourcing at the expense of non-food items,
and insufficient integration of managerial perspectives. Moreover, the extent to which
visibility and communication of sourcing efforts mediate customer satisfaction has been
underexplored, especially in developing country contexts. The current study addresses
these issues by examining sustainable sourcing as a multi-dimensional, standalone variable
and assessing its implementation and customer satisfaction in Nairobi’s luxury hospitality

sector.

2.4 Summary of Literature Review and Research Gaps

The empirical review reveals a growing body of research linking sustainable tourism
practices—namely green certification, energy management, waste management, and
sustainable sourcing—to customer satisfaction in the hospitality industry. Studies across
different regions, including Asia, Europe, Africa, and the Americas, consistently show that
sustainability initiatives positively influence guest perceptions, service quality ratings, and
loyalty behaviors. Green certification has been associated with increased guest trust and
satisfaction, energy management practices contribute to comfort and perceived modernity,
waste management enhances perceptions of cleanliness and responsibility, while
sustainable sourcing boosts satisfaction through authenticity and ethical appeal. These
findings underscore the strategic importance of integrating sustainability into hotel

operations to meet the expectations of environmentally conscious guests.

Despite these insights, several research gaps remain. Most studies have been
conducted in developed countries or rural eco-tourism settings, limiting their applicability
to urban five-star hotels in sub-Saharan Africa, particularly Nairobi. Few studies isolate the

independent effects of each sustainable practice on satisfaction, often bundling them within
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broader CSR frameworks. Additionally, many rely solely on guest perspectives without
incorporating management perspective. Methodological gaps also exist in terms of data
sources and variable measurement. The current study addresses these gaps by focusing
specifically on Nairobi’s five-star hotels, treating each sustainability practice as a distinct
construct, and capturing data from staff to provide contextually grounded, actionable

insights.

2.5 Conceptual Framework

The conceptual framework for this study illustrates the hypothesized relationship between
sustainable tourism practices and customer satisfaction in five-star hotels in Nairobi,
Kenya. Grounded in the Theory of Planned Behavior, Expectation-Confirmation Theory,
and Social Exchange Theory, the framework conceptualizes sustainable tourism practices
as the independent variable, operationalized through four key dimensions: green
certification, energy management, waste management, and sustainable sourcing. These
practices are expected to influence customer satisfaction—the dependent variable—by
shaping guests’ attitudes, confirming their expectations of environmentally responsible
service, and reinforcing a perceived value exchange between the hotel and the customer.
The framework posits that the implementation of visible, authentic, and context-relevant
sustainability initiatives enhances the overall guest experience, perceived value, and
willingness to recommend the hotel, thereby improving customer satisfaction. This model
provides a structured basis for analyzing both the individual and combined effects of
sustainable tourism practices on customer perceptions in a competitive urban hospitality

environment.
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FIGURE 2.1:

Conceptual Framework

Independent Variables Dependent Variable

Sustainable Tourism Practices

Green certification

e Presence of
certification

e Certification type
displayed

e Environmental audit
compliance
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e Efficient lighting > e Overall guest experience
e Automated climate e Perceived service value

control | e Willingness to recommend
e Renewable energy
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Waste management
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e Recycling program
availability

o Waste segregation bins

o Food waste reduction

Sustainable sourcing
e Local product use
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e Organic material
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e Ethical supplier
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2.6 Operationalization of Variables

TABLE 2.1:

Operationalization of Variables

Variable type | Variable Indicators Measurement scales
Dependent Customer e Overall guest Likert/ordinal
satisfaction experience
e Perceived service value
e Willingness to
recommend
Independent | Green e Presence of certification | Likert/ordinal
certification e Certification type
displayed
e Environmental audit
compliance
Independent | Energy o Efficient lighting Likert/ordinal
management e Automated climate
control
e Renewable energy
usage
Independent | Waste e Recycling program Likert/ordinal
management availability
e Waste segregation bins
e Food waste reduction
Independent | Sustainable e Local product use Likert/ordinal
sourcing e Organic material

sourcing
e Ethical supplier
contracts modeling
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

This chapter outlines the research methodology employed to examine the effect of
sustainable tourism practices on customer satisfaction in five-star hotels in Nairobi, Kenya.
It details the research design, target population, sampling procedures, data collection
methods, and analytical techniques used to ensure the validity, reliability, and relevance of

the study findings.

3.2 Research Design

This study adopted a descriptive cross-sectional survey research design, which was
appropriate for systematically collecting and analyzing data at a single point in time to
describe the characteristics, attitudes, and perceptions of respondents regarding sustainable
tourism practices and customer satisfaction. A descriptive design was suitable because it
enabled the researcher to obtain detailed insights into existing conditions without
manipulating variables, making it ideal for studies seeking to establish relationships among
naturally occurring phenomena (Creswell & Creswell, 2018). The cross-sectional approach
was justified as it allowed the collection of data from a large sample within a defined
timeframe, ensuring efficiency and cost-effectiveness (Saunders et al., 2019). Moreover,
survey methods were widely used in hospitality research to capture guests’ and employees’
perceptions, making this design particularly suitable for evaluating the influence of green

initiatives in the hotel sector (Sekaran & Bougie, 2020).

3.3 Target Population
The term target population can be defined as a collection of items or people with identical

structures or qualities (Kothari, 2020). The target population for this study comprised
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management staff of all the 9 registered five-star hotels located in Nairobi, Kenya (Tourism
Regulatory Authority, 2024). The unit of observation was the CEQs, and other senior
managers namely finance manager, HR manager, operations manager, ICT manager,
procurement manager and marketing manager as they were in a position to provide
information on the implementation and scope of such practices within their establishments.
By concentrating on Nairobi, a major tourism and business hub, the study captured a
dynamic and competitive hospitality environment where the integration of sustainability is

increasingly vital to customer satisfaction and market positioning.

3.4 Sampling Techniques and Sample Size

This study adopted a stratified random sampling technique to ensure balanced
representation from management staff across all nine five-star hotels operating in Nairobi.
The unit of observation was the CEOs, and other senior managers namely finance manager,
HR manager, operations manager, ICT manager, procurement manager and marketing
manager. The choice of respondents was informed by the fact that they were expected to
have a better understanding on their firm’s sustainable tourism practices and customer

satisfaction. The population distribution is as shown in Table 3.1

TABLE 3.1:

Sample Size

Hotel Name Management Staff

Villa Rosa Kempinski

Fairmont The Norfolk

Sankara Nairobi, Autograph Collection
Tribe Hotel

Sarova Stanley

The Boma Nairobi

Nairobi Serena Hotel

Hemingways Nairobi

Radisson Blu Hotel, Nairobi Upper Hill
Total

NN NN N NN NN

()]
w
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3.5 Data Collection Instruments

This study relied exclusively on primary data. The primary data for this study was collected
using structured questionnaires designed to capture quantitative responses from
management staff. The questionnaire consisted of closed-ended items measured using a
five-point Likert scale ranging from “strongly disagree” to “strongly agree,” aimed at
assessing their perceptions of green certification, energy management, waste management,
sustainable sourcing, and overall customer satisfaction. The use of structured
questionnaires was justified due to their ability to collect standardized data efficiently from
a large sample, enabling statistical analysis and comparison across respondents (Saunders

etal., 2019).

3.6 Data Collection Procedures

Data collection refers to the procedure of collecting empirical data to obtain unique insights
into a circumstance and to address the questions that prompted the study (Khan, 2022).
Data collection began with obtaining the necessary research authorization from relevant
authorities, including a research permit from the National Commission for Science,
Technology and Innovation (NACOSTI). Data collection was conducted on-site at each of
the nine five-star hotels in Nairobi over a predetermined period to ensure consistency and

coverage.

Upon obtaining official permission from hotel management, trained research
assistants administered structured questionnaires to guests at the point of checkout,
targeting those who have completed their stay to capture immediate and accurate
perceptions. Management staff were contacted in advance to schedule interviews or self-
administered questionnaire sessions at their convenience. Prior to data collection, the

purpose of the study was explained to all participants, and informed consent were obtained
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to ensure ethical compliance. The researcher ensured strict adherence to confidentiality and
anonymity protocols, and completed questionnaires were reviewed daily to check for

completeness and accuracy before being coded for analysis.

3.7 Pilot Test

Before the main data collection exercise, a pilot test was conducted to evaluate the clarity,
relevance, and functionality of the research instruments. The pilot study involved a small
sample of 6 respondents drawn from Wida Highway Motel in Kiambu that is not part of
the main study sample, to avoid bias. The aim of the pilot was to identify ambiguities,
assess the flow and timing of the questionnaire, and ensure that the questions accurately
reflect the intended variables. Feedback from the pilot participants was used to refine
wording, improve question structure, and eliminate any redundancies or inconsistencies,

thereby enhancing the quality and effectiveness of the final instruments.

3.7.1 Validity of Data Collection Instrument

Validity refers to the extent to which the research instruments accurately measure the
constructs they are intended to measure (Cooper & Schindler, 2021). In this study, content
validity was ensured by aligning questionnaire items with the conceptual definitions and
dimensions of the study variables—green certification, energy management, waste
management, sustainable sourcing, and customer satisfaction—as drawn from existing
literature. Expert opinion from academics in hospitality management and sustainable
tourism, as well as practitioners from the hotel industry, was sought to evaluate whether
the instrument covers all relevant aspects of each variable. This process helped ensure that
the instrument was comprehensive, relevant, and representative of the constructs being

measured.
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3.7.2 Reliability of Data Collection Instrument

Reliability is a metric that is utilized in describing the overall instrument consistency
(Cooper & Schindler, 2021). The reliability of the instrument was assessed using
Cronbach’s Alpha coefficient after the pilot study. A Cronbach’s Alpha value of 0.70 or
higher was considered acceptable for internal consistency (Sekaran & Bougie, 2020). Each
variable was tested separately to confirm the reliability of its respective items. Any items
that reduced the overall reliability score was reviewed or removed. This statistical testing,
combined with a structured pilot and expert validation, ensured that the instruments used
in the study were both valid and reliable for generating accurate and trustworthy data. The
reliability results indicate that all study variables achieved Cronbach’s Alpha coefficients
well above the recommended threshold of 0.7, confirming that the measurement items for

each construct were internally consistent. The reliability test results are as shown in Table

3.1
TABLE 3.1:
Reliability Results
Variables No. of Cronbach’s Critical Conclusion
Items Alpha Value
Green certification 6 .793 0.7 Reliable
Energy management 6 .822 0.7 Reliable
Waste management 6 901 0.7 Reliable
Sustainable sourcing 6 875 0.7 Reliable
Customer satisfaction 6 .932 0.7 Reliable

3.8 Data Processing and Analysis

The procedure of refining and organizing that raw data into a clear systematic and scientific
form in which it can easily be interpreted, hence understood is referred to as data analysis
(Burns & Burns, 2020). Upon completion of data collection, the questionnaires were

checked for completeness and consistency before being coded and entered into Statistical
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Package for Social Sciences (SPSS) version 27 for analysis. The data underwent cleaning
and validation to address any errors or missing values. Descriptive statistics including
frequencies, means, and standard deviations were used to summarize the demographic
characteristics of respondents and general trends across study variables. Inferential
statistics, specifically correlation analysis and multiple regression analysis, were applied to
test the hypothesized relationships between sustainable tourism practices (green
certification, energy management, waste management, and sustainable sourcing) and
customer satisfaction. The regression model helped determine the strength and significance
of each independent variable's effect on customer satisfaction, with a 95% confidence level

(p < 0.05) used to assess statistical significance.

3.8.1 Model Summary

The regression model below was used:

Y =a+p1X1+B2X2+L3X3+ B4X4+ ¢
Where: Y = Customer satisfaction

o =y regression intercept.

B1, P2, B3, P4= Model coefficients

X1 = Green certification

X>= Energy management

X3= Waste management

X4= Sustainable sourcing

€ =error term

3.8.2 Model Specification Tests
Before continuing to the calculation of the equations, diagnostic tests are run to guarantee

that no violations of the classical linear regression model principles have occurred. When

the conventions of a classical regression model are violated, skewed as well as inefficient
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model parameters result. As a result, diagnostic checks were carried out to guarantee that

the regression analysis conventions were not violated.

3.8.2.1 Normality Test

To assess whether the residuals from the regression model are normally distributed around
the mean, normality tests such as the Shapiro-Wilk test and the Kolmogorov-Smirnov test
were employed. These statistical tests helped determine if the distribution of the residuals
deviates significantly from a normal distribution, which is a key requirement for reliable

inference in linear regression.

3.8.2.2 Multicollinearity Test

The study tested multicollinearity using Variance Inflation Factors (VIF) to examine the
strength of relationships among the independent variables. A VIF exceeding 10 was
interpreted as an indication of multicollinearity, which can inflate standard errors and
destabilize the regression coefficients (Cooper & Schindler, 2021). Identifying and
managing multicollinearity is critical to ensuring that the estimated effects of the predictors

on the dependent variable are reliable.

3.8.2.3 Heteroscedasticity

Heteroskedasticity must be identified and addressed to ensure that the assumptions of the
Classical Linear Regression Model (CLRM) are upheld. The CLRM assumes that the error
term has a constant variance, a condition referred to as homoscedasticity. However, if the
variance of the error term is inconsistent across observations, it results in
heteroskedasticity. While heteroskedasticity does not bias the coefficient estimates, it
distorts the standard errors, potentially leading to unreliable hypothesis testing. In this
research, heteroskedasticity was evaluated via the Breusch-Pagan / Cook-Weisberg test, as

recommended by Khan (2018). The null hypothesis for this test assumed that the error
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variance was homoscedastic. Addressing heteroskedasticity ensured the reliability and

validity of the regression results.

3.9 Ethical Considerations

This study adhered to strict ethical standards throughout the research process to ensure the
protection and rights of all participants. Prior to data collection, ethical clearance was
sought from a recognized institutional ethics review board, and a research permit was
obtained from the NACOSTI. Participation in the study was voluntary, and informed
consent was obtained from all respondents after explaining the purpose, procedures, and
their right to withdraw at any time without penalty. The confidentiality of respondents was
maintained by anonymizing all responses and ensuring that no personal identifiers appear
in the final dataset or report. Additionally, the data collected was used strictly for academic

purposes and stored securely to prevent unauthorized access.
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CHAPTER FOUR

RESULTS AND DISCUSSION

4.1 Introduction

This chapter presents the results and discussion of the study on the effect of sustainable
tourism practices on customer satisfaction of five-star hotels in Nairobi, Kenya. It begins
by outlining the response rate and the demographic characteristics of the respondents to
provide context for the data collected. The chapter then presents the descriptive statistics
for each of the study variables, highlighting their mean scores and standard deviations.
Inferential analysis, including correlation and multiple regression results, is used to test the
study hypotheses and determine the nature and significance of relationships among the
variables. The findings are discussed in line with the study’s objectives, theoretical
foundations, and empirical literature to provide a comprehensive understanding of how
sustainable tourism practices influence customer satisfaction in the Nairobi five-star hotel

context.

4.2 Response Rate

Table 4.1 shows the response rate of the study, indicating that out of the 63 questionnaires
distributed to management staff of five-star hotels in Nairobi, 59 were duly completed and
returned, representing a response rate of 93.7 percent. Only four questionnaires, accounting
for 6.3 percent, were not returned. This response rate is considered excellent, as
recommended by Saunders et al. (2019), who suggest that a rate above 70 percent is
adequate for reliable analysis in survey research. The high response rate demonstrates that
the respondents were both accessible and willing to provide information, which reflects
their interest and engagement with the topic of sustainable tourism practices and customer

satisfaction. It also suggests that the researcher’s approach to data collection, including
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follow-ups and clear communication of the study’s purpose, was effective in encouraging

participation.

The high return rate presented in Table 4.1 implies that the collected data are
comprehensive and representative of the target population, thereby enhancing the validity
and generalizability of the findings. It minimizes the likelihood of non-response bias and
ensures that the conclusions drawn accurately reflect the opinions of managers across
Nairobi’s five-star hotels. Moreover, the strong response indicates that sustainability is a
relevant and timely concern among hotel managers, who recognize its growing influence
on customer satisfaction and competitiveness. This level of participation provides a solid
empirical foundation for subsequent analyses and supports the reliability of the inferences
made about the relationship between sustainable tourism practices and customer

satisfaction in Nairobi’s luxury hospitality sector.

TABLE 4.1:

Response Rate

Response Rate Frequency Percentage
Returned 59 93.7
Unreturned 4 6.3

Total 63 100

4.3 Demographic Characteristics

This section presents the demographic characteristics of the respondents who participated
in the study. Understanding these characteristics is essential for interpreting the findings,
as they provide background information on the composition of the respondents in terms of
their gender, age, level of education, job position, and years of experience in the hospitality
industry. Such information helps to contextualize the responses and ensures that the data

reflect diverse perspectives from management staff across the five-star hotels in Nairobi.
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4.3.1 Gender of the Respondents

Table 4.2 presents the gender distribution of the respondents. The findings show that 35
respondents, representing 59.3 percent, were male, while 24 respondents, representing 40.7
percent, were female. This indicates that both genders were well represented in the study,
although male respondents were slightly more than female respondents. The results suggest
that management positions in five-star hotels in Nairobi are predominantly occupied by
men, which aligns with the broader trend in the hospitality sector where leadership and
decision-making roles often have higher male representation. Nevertheless, the significant
proportion of female respondents demonstrates growing gender diversity within the

management workforce, reflecting gradual progress toward inclusivity in the industry.

The balanced representation across genders enhances the credibility of the study
findings by ensuring that both male and female perspectives are captured in assessing the
effect of sustainable tourism practices on customer satisfaction. The participation of women
in management positions also indicates that sustainability and customer experience
initiatives are influenced by a diversity of viewpoints, which can lead to more inclusive and
innovative approaches. This gender composition suggests that Nairobi’s five-star hotels are
increasingly embracing gender equity in leadership roles, a factor that could positively

influence the implementation of sustainability strategies that cater to a broad customer base.

TABLE 4.2:

Gender Distribution

Gender Frequency Percentage
Male 35 59.3%
Female 24 40.7%
Total 59 100%
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4.3.2 Age of the Respondents

Table 4.3 presents the age composition of the respondents. The results show that a majority,
32 respondents representing 54.2 percent, were aged between 41 and 50 years. This was
followed by 21 respondents, accounting for 35.6 percent, who were aged between 31 and
40 years. Only 5 respondents, representing 8.5 percent, were below 30 years, while 1
respondent, representing 1.7 percent, was above 50 years. These findings indicate that most
of the respondents were mature and experienced professionals, likely to have been in
managerial positions long enough to provide informed opinions about sustainable tourism

practices and customer satisfaction in their respective hotels.

The dominance of respondents aged between 31 and 50 years implies that the study
benefited from insights of individuals in their prime working years, who are actively
involved in decision-making and implementation of sustainability initiatives within the
hospitality sector. The small proportion of respondents below 30 years suggests that few
younger managers hold senior roles in five-star hotels, possibly due to the experience
required in such positions. The age distribution enhances the reliability of the data, as it
reflects perspectives from a workforce segment with sufficient industry exposure and
professional maturity to assess the influence of sustainable tourism practices on customer

satisfaction.

TABLE 4.3:

Respondents’ Age Composition

Age Frequency Percentage
Below 30 years 5 8.5%

31-40 years 21 35.6%
41-50 years 32 54.2%
Above 50 years 1 1.7%

Total 59 100
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4.3.3 Highest Level of Education

Table 4.4 presents the highest level of education attained by the respondents. The findings
show that a majority of 34 respondents, representing 57.6 percent, held postgraduate
degrees, while 19 respondents, accounting for 32.2 percent, had undergraduate degrees.
Only 6 respondents, representing 10.2 percent, possessed diploma qualifications. These
results indicate that most of the respondents were highly educated, which is consistent with
the expectations for management staff in five-star hotels where advanced academic
qualifications are often required for senior and strategic positions. The high proportion of
postgraduate degree holders suggests that respondents had strong academic and

professional backgrounds relevant to sustainability and customer service management.

The high education levels among respondents imply that they possessed the
analytical and managerial capacity to understand and implement sustainable tourism
practices effectively. This enhances the credibility of the information provided, as the
participants were knowledgeable about operational strategies, policy frameworks, and
customer experience management. The findings also suggest that five-star hotels in Nairobi
value academic qualifications when appointing individuals to leadership roles, which may
contribute to improved decision-making and innovation in sustainability initiatives.
Consequently, the high educational attainment among respondents strengthens the validity
of the study findings and underscores the potential for well-informed integration of

sustainability into hotel operations.

TABLE 4.4:
Highest Level of Education
Education Frequency Percentage
Diploma 6 10.2%
Undergraduate Degree 19 32.2%
Postgraduate Degree 34 57.6%
Total 59 100
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4.3.4 Years of Experience in Current Position

Table 4.5 presents the respondents’ years of experience in their current positions. The
findings show that a majority, 32 respondents representing 54.2 percent, had served in their
current roles for between 4 and 5 years. This was followed by 17 respondents, accounting
for 28.8 percent, who had been in their positions for between 2 and 3 years. Nine
respondents, representing 15.3 percent, had worked in their current roles for more than 5
years, while only one respondent, representing 1.7 percent, had less than one year of
experience. These results indicate that most of the respondents had substantial experience

in their positions.

The predominance of respondents with over two years of experience implies that
the data collected were drawn from individuals with adequate exposure to both strategic
and operational aspects of five-star hotel management. This strengthens the dependability
of the study findings, as experienced managers are better placed to provide accurate and
insightful responses regarding the implementation of sustainable tourism practices. The
presence of a few respondents with more than five years of experience further adds value
by bringing institutional knowledge and a long-term perspective to the discussion. Overall,
the results suggest that the management teams in Nairobi’s five-star hotels comprise
professionals with sufficient experience to drive sustainability strategies and evaluate their

influence on customer satisfaction effectively.

TABLE 4.5:

Years of Experience in Current Position

Number of years Frequency Percentage
0-1 years 1 1.7%

2-3 years 17 28.8%

4-5 years 32 54.2%
Above 5 years 9 15.3%
Total 59 100%
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4.4 Descriptive Statistics

This section presents the descriptive statistics for the study variables, which include green
certification, energy management, waste management, sustainable sourcing, and customer
satisfaction. Descriptive analysis was conducted to summarize the respondents’ views on
each variable using measures such as means and standard deviations. The results provide
insights into the general perceptions and practices of sustainable tourism within five-star
hotels in Nairobi. Understanding these patterns helps to establish the extent to which
sustainability initiatives have been implemented and how they relate to customer
satisfaction. The findings form the foundation for subsequent inferential analysis and

interpretation of relationships among the study variables.

4.4.1 Green Certification

Table 4.6 presents the descriptive statistics for green certification among the five-star
hotels. The overall mean score is 3.54 with a standard deviation of 0.60, indicating a
generally positive orientation toward certification with moderate dispersion in views. Two
statements stand out at the upper end. Integration of certification requirements into daily
operations records a mean of 4.20 with a standard deviation of 0.40, while the influence of
certification on service delivery records a mean of 4.10 with a standard deviation of 0.30.
These results point to strong alignment between certification standards and day to day

practices, as well as a clear effect on how services are delivered.

The results also show moderate recognition of the strategic value of certification.
The statement on brand reputation records a mean of 3.71 and standard deviation of 0.78,
suggesting that many managers perceive image benefits, though views vary across hotels.

Staff training on certification requirements records a mean of 3.42 and a standard deviation
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of 0.91. This indicates that training is present but not yet universal or equally intensive, and

that there is wider variation in how hotels invest in staff capacity building for sustainability.

Two areas lag behind the rest. The statement that the hotel holds at least one
recognized certification records a mean of 3.11 with a standard deviation of 1.14, pointing
to mixed adoption levels and notable variability across properties. Regular review and
updating of certifications records the lowest mean at 2.72 with a standard deviation of 1.00,
implying that continuous improvement cycles and recertification routines are not

consistently embedded.

The pattern suggests that once certification practices are in place, they are well
integrated into operations and influence service delivery. However, acquisition and
periodic renewal of certifications, as well as systematic staff training, require strengthening.
Management should prioritize formal attainment or renewal of recognized certifications
and institutionalize review calendars, while scaling structured training to deepen internal
capability. Doing so can lift the moderate brand gains already observed and ensure that the
strong operational alignment translates into visible credentials that enhance customer

confidence and competitive positioning.

TABLE 4.6:

Descriptive Statistics for Green Certification

Std.
Statements N Mean Dev
This hotel currently holds at least one recognized green
certification. 59 3.11 1.14
Green certification is regularly reviewed and updated. 59 2.72 1.00
Certification requirements are integrated into daily
operations. 59 4.20 0.40
Our green certification has improved our brand reputation. 59 3.71 0.78
Staff are trained on the requirements of green certification. 59 3.42 0.91
Green certification influences our service delivery approach. 59 4.10 0.30
Overall mean Score 59 3.54 0.60
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4.4.2 Energy Management

Table 4.7 presents the descriptive statistics for energy management. The overall mean score
is 3.86 with a standard deviation of 0.43, indicating a strong and fairly consistent
commitment to energy initiatives across the hotels. The highest rated items are the
implementation of energy saving technologies and the regular monitoring and evaluation
of energy use, both with a mean of 4.10 and a standard deviation of 0.30. These results

point to mature systems and controls that are embedded in day to day operations.

The findings also show strong engagement by both staff and guests. Encouraging
staff to practice energy conservation and informing guests about the hotel’s measures each
record a mean of 4.01 with a standard deviation of 0.44. This suggests that behavior change
is being supported on both sides of service delivery and consumption, which complements

the technological investments already in place.

Adoption of renewable energy sits just below the top tier, with a mean of 3.91 and
a standard deviation of 0.70. While many hotels have introduced at least one renewable
source, the higher dispersion indicates uneven uptake or scale across properties. This points
to room for expansion in renewable capacity and standardization of solutions that fit the

urban hotel context.

The lowest rated item is the perception that energy management reduces operational
costs, with a mean of 3.02 and a standard deviation of 1.09. The low mean and wide spread
imply uncertainty about the financial payoffs of current initiatives. Management should
strengthen cost tracking and reporting, link projects to clear payback metrics, and
communicate results to staff and guests. Expanding renewable adoption, setting measurable
targets, and maintaining regular communication can convert strong operational practices

into clearer cost benefits and stronger competitive advantage.
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TABLE 4.7:

Descriptive Statistics for Energy Management

Std.
Statements N Mean Dev
The hotel has implemented energy-saving technologies (e.g.,
LED lighting, automated systems). 59 410 0.30
Energy usage is regularly monitored and evaluated. 59 4.10 0.30
Staff are encouraged to follow energy conservation practices. 59 4.01 044
Guests are informed about the hotel’s energy-saving measures. 59 401 044
Energy management reduces operational costs. 59 3.02 1.09
The hotel uses at least one renewable energy source. 59 3.91 0.70
Overall Mean Score 59 3.86 043

4.4.3 Waste Management

Table 4.8 presents the descriptive statistics for waste management among the five-star
hotels. The overall mean score is 4.02 with a standard deviation of 0.24, indicating that
waste management practices are highly implemented and consistently applied across the
hotels. The results show that having a formal waste management policy and sorting and
recycling waste within hotel operations both scored a mean of 4.00 with no variation,
suggesting these practices are standard across all establishments. This consistency
demonstrates that hotels have institutionalized structured waste management systems as

part of their operational frameworks.

The findings also show that single use plastics have largely been minimized or
eliminated, with a mean of 4.00 and a standard deviation of 0.45, implying strong adherence
to environmental sustainability policies. Guest participation in waste reduction, such as
towel reuse, recorded a mean of 3.90 with a standard deviation of 0.54, showing active but
slightly varied involvement among hotels. This difference could be attributed to the extent
to which guest education and engagement campaigns are emphasized within different

establishments.
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The highest rated items are staff training on waste disposal and the monitoring of
food waste, both with a mean of 4.10 and a standard deviation of 0.30. These results indicate
that hotels prioritize staff capacity building and operational efficiency in managing waste.
Continuous training ensures that employees are aware of best practices, while food waste

monitoring reflects a commitment to cost control and environmental responsibility.

Overall, the results show that waste management is a well-established sustainability
practice within Nairobi’s five-star hotels. The uniformity in waste policies and recycling
systems demonstrates compliance with environmental standards, while staff training and
food waste control reinforce long term sustainability goals. Management should continue
enhancing guest participation programs and expand innovation in waste reduction to further

strengthen environmental stewardship and customer satisfaction.

TABLE 4.8:

Descriptive Statistics for Waste Management

Std.
Statements N Mean Dev
The hotel has a formal waste management policy. 59 4.00 0.00
Waste is sorted and recycled within hotel operations. 59 4.00 0.00

Single-use plastics have been minimized or eliminated.
59 4.00 045

Guests are encouraged to participate in waste reduction (e.g.,

towel reuse). - 390 0.5

Staff are trained on proper waste disposal procedures.
59 410 0.30

Food waste is monitored and minimized.
59 410 0.30

Overall Mean Score 59 4.02 0.24

4.4.4 Sustainable Sourcing
Table 4.9 presents the descriptive statistics for sustainable sourcing among the five-star
hotels. The overall mean score is 3.92 with a standard deviation of 0.15, indicating a strong

and consistent commitment to responsible procurement practices. The highest rated
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statement shows that guests are informed about locally or ethically sourced items, with a
mean of 4.10 and a standard deviation of 0.30. This suggests that hotels are proactive in
communicating their sourcing initiatives to guests, which enhances transparency and
strengthens the perception of sustainability as part of the service experience. Such
communication can also improve customer appreciation and loyalty by aligning with the

values of eco-conscious travelers.

Three statements recorded equal means of 4.00 with no variation: procurement of
organic or eco-labeled products, sourcing policies that support local economic
development, and staff awareness of sustainable sourcing policies. The uniformity in these
results demonstrates that most hotels have institutionalized sustainability in their
procurement systems and have effectively sensitized staff on related policies. These
practices not only reduce environmental impact but also reinforce the hotels’ contribution
to community welfare and ethical business operations, which are key components of

sustainable tourism.

The statement indicating that sustainability is a key criterion in supplier selection
had a mean of 3.90 and a standard deviation of 0.30, showing that sustainability
considerations are central to procurement decisions across the majority of hotels. However,
the slight variation suggests that while the principle is widely recognized, its level of
application may differ depending on management priorities or supplier availability. The
emphasis on sustainable procurement aligns with the growing global shift toward

responsible consumption and production as outlined in the Sustainable Development Goals.

The lowest rated statement, with a mean of 3.51 and a standard deviation of 0.67,
was that the hotel prioritizes local suppliers for food and materials. Although this mean still

indicates a moderate level of implementation, the higher variation suggests differences in
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sourcing capacities and supply chain networks among hotels. Some properties may rely
more on imported products due to quality standards or brand policies. Overall, the results
reveal that sustainable sourcing is well embedded in Nairobi’s five-star hotels, with
consistent practices that contribute to environmental protection, local economic

empowerment, and enhanced guest satisfaction through visible ethical engagement.

TABLE 4.9:
Descriptive Statistics for Sustainable Sourcing

Std.
Statements N Mean Dev
The hotel prioritizes local suppliers for food and materials. 59 351 0.67
Sustainability is a key criterion in supplier selection. 59 3.90 0.30
The hotel procures organic or eco-labeled products where
possible.

59 4.00 0.00

Sourcing policies support local economic development.
59 4.00 0.00

Staff are aware of the hotel’s sustainable sourcing policies.
59 4.00 0.00

Guests are informed about locally or ethically sourced items.
59 410 0.30

Overall Mean Score 59 392 0.15

4.4.5 Customer Satisfaction

Table 4.10 presents the descriptive statistics for customer satisfaction. The overall mean
score of 3.94 with a standard deviation of 0.43 indicates that guests are generally satisfied
with the hotels’ sustainability initiatives and that such practices contribute positively to
their overall experience. The highest rated statements were that sustainability practices
enhance guests’ perception of service quality and that guests value the hotels’
environmental protection efforts, both recording a mean of 4.10 and a standard deviation
of 0.30. These results show that sustainability has become a defining element of service
excellence in five-star hotels, reinforcing guests’ perception that responsible environmental

conduct complements high-quality service delivery.
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The results also show that eco-conscious guests are more likely to recommend the
hotels, with a mean of 4.01 and a standard deviation of 0.63. This finding highlights the
growing importance of sustainability as a driver of positive word-of-mouth and brand
advocacy in the hospitality industry. Guests who identify with environmental values are
not only satisfied with their stay but are also motivated to promote hotels that align with
their principles. This dynamic supports long-term customer retention and enhances the
hotels’ competitiveness in a market increasingly influenced by sustainability-conscious

consumers.

Two statements, guest satisfaction with sustainability initiatives and the
contribution of sustainable practices to repeat business, each recorded a mean of 3.90 and
a standard deviation of 0.54. These findings suggest that hotels’ sustainability efforts have
translated into tangible customer satisfaction and loyalty benefits. The moderate variation
implies that while most hotels are experiencing positive outcomes, the extent of impact
may differ depending on the level of visibility, authenticity, and integration of sustainable

practices into guest experiences.

The lowest rated item, “positive guest feedback has increased since implementing
sustainability measures,” recorded a mean of 3.61 with a standard deviation of 0.67.
Although still favorable, this suggests that not all hotels have fully captured or documented
the link between sustainability efforts and guest feedback metrics. Strengthening feedback
systems and sustainability reporting could help measure the return on sustainability
initiatives more effectively. Overall, the results confirm that sustainability practices
significantly enhance customer satisfaction, loyalty, and brand perception, positioning

Nairobi’s five-star hotels as leaders in responsible and guest-centered hospitality.
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TABLE 4.10:

Descriptive Statistics for Customer Satisfaction

Std.
Statements N Mean Dev
Guests have expressed satisfaction with our sustainability
initiatives. 59 390 0.54
Our sustainable practices contribute to repeat business from
satisfied customers. 59 3.90 0.54
Positive guest feedback has increased since implementing
sustainability measures. 59 3.61 0.67
Sustainability practices enhance guests' perception of service
quality. 59 410 0.30
Eco-conscious guests are more likely to recommend our hotel. 59 4.01 0.63
Guests value our efforts to protect the environment. 59 410 0.30
Overall Mean Score 59 3.94 043

4.5 Diagnostic Tests

This section presents the diagnostic tests conducted to ensure the validity and reliability of
the regression model used in the study. These tests include assessments for normality,
multicollinearity, and heteroscedasticity to verify that the data meet the assumptions of the

classical linear regression model, thereby ensuring accurate and unbiased results.

4.5.1 Tests of Normality

Table 4.11 presents the results of the Shapiro-Wilk test for normality, which was used to
assess wWhether the data for each study variable followed a normal distribution. The test
statistics for green certification, energy management, waste management, sustainable
sourcing, and customer satisfaction were all greater than 0.79, with corresponding
significance (p) values above 0.05. Specifically, the significance values ranged between
0.151 and 0.266, indicating that the null hypothesis of normality could not be rejected.
These findings imply that the distribution of data for all variables does not deviate
significantly from normality, satisfying one of the key assumptions for parametric

statistical analysis such as correlation and regression.
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The results confirm that the data used in this study were appropriate for inferential
analysis using parametric techniques. The normal distribution of variables enhances the
reliability and validity of subsequent regression estimates, ensuring that the relationships
observed among the variables are not distorted by skewness or kurtosis. This outcome also
reflects the quality and consistency of the data collected, demonstrating that responses were
well distributed across the measurement scales. Therefore, the study proceeded with
correlation and multiple regression analyses with confidence that the normality assumption

was adequately met.

TABLE 4.11:
Test of Normality
Shapiro-Wilk
Study variables Statistic  Df Sig.
Green certification 931 59 151
Energy management .835 59 226
Waste management .835 59 261
Sustainable sourcing 814 59 .266
Customer satisfaction .796 59 261

4.5.2 Tests of Multicollinearity

Table 4.12 presents the results of the multicollinearity test conducted to assess the degree
of interdependence among the independent variables in the study. The Variance Inflation
Factor (VIF) values for all the predictors: green certification, energy management, waste
management, and sustainable sourcing, range between 1.072 and 1.994, with an overall
mean VIF of 1.559. Corresponding tolerance values range from 0.502 to 0.933. According
to Gujarati (2018), a VIF value below 10 and a tolerance value above 0.1 indicate the
absence of multicollinearity. Therefore, these results demonstrate that there was no serious
multicollinearity problem among the independent variables, implying that each variable

contributed unique information to the model.
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The results confirm that the predictors are sufficiently independent, making them
suitable for inclusion in the multiple regression model. The low VIF and high tolerance
values enhance the robustness and stability of the estimated coefficients, ensuring that the
relationships between sustainable tourism practices and customer satisfaction can be
interpreted with confidence. This further implies that the variations in customer satisfaction
across five-star hotels in Nairobi can be reliably attributed to the distinct effects of green
certification, energy management, waste management, and sustainable sourcing without

overlap or redundancy in the explanatory variables.

TABLE 4.12:
Test of Multicollinearity

Variable VIF Tolerance
Green certification 1.072 0.933
Energy management 1.308 0.765
Waste management 1.863 0.537
Sustainable sourcing 1.994 0.502
Mean VIF 1.559

4.5.3 Tests of Heteroscedasticity

Table 4.13 presents the results of the heteroscedasticity test, which was carried out to
determine whether the variance of the error terms in the regression model remained
constant across all observations. The test produced a statistic value of 7.87 with a
corresponding p-value of 0.0510. Since the p-value is greater than the conventional
significance level of 0.05, the null hypothesis of constant variance is not rejected. This
indicates that the residuals in the model have a constant variance, implying the absence of

heteroscedasticity.

The results confirm that the data satisfy the homoscedasticity assumption required

for linear regression analysis. This means that the variability of the residuals is uniform
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across the predicted values, thereby ensuring that the regression estimates are efficient and
unbiased. The absence of heteroscedasticity enhances the reliability of hypothesis testing
and confidence intervals, supporting the validity of conclusions drawn from the model
regarding the effect of sustainable tourism practices on customer satisfaction in five-star

hotels in Nairobi.

TABLE 4.13:
Test of Heteroscedasticity
Test Statistic P-Value
7.87 0.0510

Ho: Constant Variance

4.6 Correlation Analysis

Table 4.14 presents the Pearson correlation results among the study variables. The
coefficients show the strength and direction of association between customer satisfaction
and each sustainable tourism practice, together with the corresponding significance levels.
All reported relationships are significant at the 0.01 level with a listwise sample of 59,
which supports the reliability of the observed patterns for the five-star hotel context in

Nairobi.

Green certification shows a strong positive correlation with customer satisfaction, r
=0.834, p =0.000. This indicates that hotels with stronger certification efforts tend to report
higher guest satisfaction. The finding suggests that visible and credible certification signals
environmental responsibility and operational discipline, which guests appear to value.
Strengthening certification attainment, display, and compliance routines is therefore likely

to yield direct gains in guest evaluations.

Energy management has the strongest association with customer satisfaction, r =

0.845, p = 0.000. This result implies that consistent monitoring, efficient technologies, and
59



guest and staff engagement around energy use are closely linked with better guest
experiences. Investments that improve comfort, reliability, and transparency in energy use
can therefore translate into meaningful improvements in perceived service quality and

overall satisfaction.

TABLE 4.14:
Correlation Results
Customer Green Energy Waste Sustainable
satisfaction certification management management sourcing
Customer Pearson 1
satisfaction Correlation
Sig. (2-
tailed)
Green Pearson wx
certification ~ Correlation 834 1
Sig. (2-
tailed) 000
Energy Pearson _ 845" 569™ 1
management  Correlation
Sig. (2-
tailed) .000 .000
Waste Pearson _ 714" 630™ 694 1
management  Correlation
Sig. (2-
tailed) .000 .000 .000
Sustainable Pearson - - - -
sourcing Correlation 563 544 439 414 1
Sig. (2- 000 000 001 001
tailed)

**_Correlation is significant at the 0.01 level (2-tailed).
b. Listwise N=59

Waste management is also positively and significantly related to customer
satisfaction, r = 0.714, p = 0.000. Effective sorting, recycling, staff training, and food waste
control appear to enhance perceptions of cleanliness, order, and environmental stewardship.
The strength of this relationship indicates that sustained attention to visible and well
communicated waste practices can reinforce guest confidence in hotel standards and care

for the environment.
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Sustainable sourcing shows a moderate positive correlation with customer
satisfaction, r = 0.563, p = 0.000. This suggests that responsible procurement, local
sourcing, and communication about ethical products support improved guest perceptions,
though the effect is smaller than the operational domains of energy and waste. Enhancing
the visibility of local and ethical sourcing decisions, while maintaining quality and
consistency, can help convert these practices into stronger and more uniform gains in guest

satisfaction.

4.7 Regression Analysis

This section presents the results of the regression analysis conducted to determine the effect
of sustainable tourism practices on customer satisfaction in five-star hotels in Nairobi.
Regression analysis was used to quantify the strength and direction of the relationship
between the independent and dependent variables, providing insights into how each

sustainability practice contributes to overall customer satisfaction.

Table 4.15 shows that the model explains a large share of the variance in customer
satisfaction, with R equal to 0.893 and R Square equal to 0.797. The adjusted R Square of
0.782 indicates strong explanatory power after accounting for the number of predictors.
The standard error of the estimate is about 0.202, suggesting that the predicted values

closely track the observed scores.

TABLE 4.15:
Model Fitness
Std. Error of the
Model R R Square Adjusted R Square Estimate
L .893? 797 782 .202001062600084

a. Predictors: (Constant), Sustainable sourcing, Waste management, Green certification,
Energy management
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Table 4.16 confirms that the model is statistically significant overall, with F equal
to 53.133 and p less than 0.001, which supports the suitability of using these predictors to

explain customer satisfaction in the five-star hotel context.

TABLE 4.16:

Analysis of Variance

Sum of
Model Squares df Mean Square F Sig.
1 Regression 8.672 4 2.168  53.133 .000°
Residual 2.203 54 041
Total 10.876 58

a. Dependent Variable: Customer satisfaction
b. Predictors: (Constant), Sustainable sourcing, Waste management, Green
certification, Energy management

Table 4.17 shows that all four sustainability practices contribute significantly to
customer satisfaction when considered together. Energy management records the largest
standardized effect (Beta equal to 0.395, p equal to 0.005), indicating that improvements in
technology, monitoring, and engagement around energy use are strongly associated with
higher guest satisfaction. Green certification follows with a sizable effect (Beta equal to
0.282, p equal to 0.038), suggesting that visible and credible certification strengthens guest
perceptions of quality and responsibility. Waste management also has a positive effect
(Beta equal to 0.198, p equal to 0.026), which aligns with the view that cleanliness, order,

and food waste control enhance the guest experience.

Sustainable sourcing shows a positive and significant effect as well (Beta equal to
0.154, p equal to 0.043). Although its standardized contribution is smaller than the
operational domains of energy and waste, it still matters for how guests evaluate their stay,
especially when hotels communicate local and ethical sourcing choices clearly. The
constant term is not significant, which implies that the level of customer satisfaction is

better explained by the sustainability practices than by a baseline effect. Overall, the results
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point to a practical priority order for managers, with energy management as the leading
lever, green certification as a reinforcing signal of quality, and waste management and
sustainable sourcing as important complements that round out a credible and guest centered

sustainability portfolio.

TABLE 4.17:
Regression Coefficients
Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) -1.347 .808 -1.666 101
Green certification .200 .094 .282 2.122 .038
Energy 391 134 395 2926 005
management
Waste management 350 153 198 2.291 .026
Sustainable 427 206 154 2074 043
sourcing

a. Dependent Variable: Customer satisfaction

The following is the regression model that was estimated from the study results:

Y =-1.347 + 0.282X1+ 0.395X2 + 0.198X3+ 0.154 X4

Where:

Y = Customer Satisfaction,

X1 — Green Certification,

X2 — Energy Management,

X3 — Waste Management,

X4 — Sustainable Sourcing
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4.8 Hypotheses Testing

This section presents the results of hypotheses testing based on the regression analysis
conducted to examine the effect of sustainable tourism practices on customer satisfaction
in five-star hotels in Nairobi. Each hypothesis was tested at a 95 percent confidence level
using the p values derived from the regression coefficients to determine whether the
relationships between the independent variables and customer satisfaction were statistically
significant. The purpose of this section is to confirm or reject the study’s null hypotheses
and to interpret the practical meaning of these findings in relation to the research objectives
and theoretical framework.

4.8.1 Green Certification and Customer Satisfaction

The first objective of the study sought to establish the effect of green certification on
customer satisfaction of five-star hotels in Nairobi. The regression results in Table 4.17
show that green certification had a positive and significant effect on customer satisfaction,
with a beta coefficient of 0.200, a t value of 2.122, and a p value of 0.038, which is less
than the 0.05 significance level. This implies that improvements in green certification
practices are associated with higher levels of customer satisfaction. The result leads to the
rejection of the null hypothesis, which stated that green certification has no significant
effect on customer satisfaction. The finding suggests that obtaining and maintaining
credible environmental certifications enhances guest confidence, improves perceptions of
service quality, and strengthens brand reputation. Therefore, five-star hotels that pursue
recognized green certifications are more likely to achieve higher customer satisfaction

through visible commitment to environmental responsibility and sustainable operations.

The findings of this study revealed that green certification had a positive and
statistically significant effect on customer satisfaction among five-star hotels in Nairobi,

aligning with the principles of the Theory of Planned Behavior. According to TPB,
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individuals’ attitudes toward environmentally responsible behavior influence their
evaluations and decisions. In the context of this study, guests who perceive hotels as
environmentally conscious through visible certifications and sustainable operations are
more likely to develop positive attitudes toward the hotel, resulting in higher satisfaction.
This corresponds with the results of Kim and Han (2024), who found that eco-labeling and
certifications in South Korean hotels enhanced perceived service quality and trust.
Similarly, in Nairobi’s five-star hotels, certifications serve as behavioral cues that signal
environmental responsibility, shaping guests’ attitudes and subjective norms in favor of
sustainable hospitality. However, unlike contexts where sustainability awareness is deeply
ingrained, Nairobi’s results reflect an emerging but growing appreciation of green

certifications as indicators of both quality and environmental ethics.

The study’s findings are also supported by Expectation-Confirmation Theory,
which posits that satisfaction arises when customers’ expectations are met or exceeded by
actual experiences. Guests who encounter environmentally certified hotels expect
responsible and ethical management practices, such as efficient resource use and visible
sustainability initiatives. When these expectations are fulfilled, their satisfaction increases.
The findings mirror Rahman et al. (2020), who demonstrated that green certifications
enhanced hotel image and customer trust, particularly among international travelers in
Malaysia. Similarly, Velaoras et al. (2025) found that visible green practices in certified
resorts elevated guest satisfaction by confirming expectations of eco-friendly operations.
The Nairobi context, however, reveals that expectation confirmation extends beyond
aesthetics or infrastructure—qguests associate certifications with professionalism,
reliability, and authenticity in service delivery. Hence, the confirmation of these
expectations strengthens the guests’ perception of service quality, directly contributing to

their satisfaction.
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The relationship between green certification and customer satisfaction also
resonates with the Social Exchange Theory, which explains that individuals engage in
relationships based on perceived benefits and costs. In this case, guests perceive
environmental responsibility as a social and ethical benefit that enhances their experience
without additional personal cost. Hotels that invest in credible certifications demonstrate a
reciprocal commitment to societal well-being, which guests reward through satisfaction,
loyalty, and positive word-of-mouth. This finding aligns with the work of Thao and Rivera
(2022), who showed that guests in certified hotels in the United States expressed higher
satisfaction due to perceived corporate responsibility and ethical standards. Likewise,
Ogunyemi et al. (2023) highlighted that guests in Lagos valued green-certified hotels for
their physical comfort and environmental aesthetics, echoing Nairobi’s findings where
certification fosters an implicit social exchange of trust and shared environmental values

between the hotel and its guests.

Overall, the study corroborates previous empirical evidence by confirming that
green certification enhances customer satisfaction through perceived environmental
integrity, trust, and quality assurance. However, it extends existing literature by situating
these dynamics within the urban African context, where awareness and visibility of
certifications are still evolving. While studies such as Kim and Han (2024) and Rahman et
al. (2020) emphasized markets with mature sustainability cultures, this study demonstrates
that even in emerging contexts like Nairobi, green certification acts as a differentiator in
luxury hospitality. The findings therefore reinforce the relevance of TPB, ECT, and SET
by showing that guest attitudes, expectation fulfillment, and perceived reciprocal value
collectively drive satisfaction. Consequently, Nairobi’s five-star hotels can enhance
customer experiences by not only obtaining certifications but also ensuring that these

credentials are visible, credible, and integrated into daily service delivery.
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4.8.2 Energy Management and Customer Satisfaction

The second objective of the study aimed to determine the effect of energy management on
customer satisfaction of five-star hotels in Nairobi. The regression results presented in
Table 4.17 show that energy management had a positive and statistically significant effect
on customer satisfaction, with a beta coefficient of 0.391, a t value of 2.926, and a p value
of 0.005, which is below the 0.05 threshold. This finding leads to the rejection of the null
hypothesis that energy management has no significant effect on customer satisfaction. The
results indicate that effective energy management practices—such as the use of energy
efficient technologies, continuous monitoring of energy use, and engagement of both staff
and guests in conservation—enhance customer satisfaction by improving comfort,
reliability, and operational efficiency. The implication is that when hotels adopt visible and
innovative energy saving measures, guests perceive them as modern, responsible, and

quality oriented, thereby strengthening satisfaction and loyalty toward the brand.

The findings of this study revealed that energy management had a strong positive
and statistically significant effect on customer satisfaction among five-star hotels in
Nairobi, supporting the Theory of Planned Behavior. According to TPB, individuals’
behavioral responses are shaped by their attitudes, perceived control, and subjective norms.
In this context, guests who recognize a hotel’s commitment to energy efficiency develop
favorable attitudes toward the establishment, viewing it as responsible and forward-
thinking. This is consistent with Tehseen et al. (2025), who found that energy-saving
technologies in UAE luxury hotels—such as smart thermostats and automated systems—
enhanced satisfaction by signaling modernity and comfort. Similarly, Nairobi’s hotels
benefit from the perception that energy efficiency is not merely cost-saving but a mark of
innovation and quality. However, unlike the UAE where guests have high familiarity with

energy technologies, the Nairobi context suggests that while awareness is still developing,
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visible energy-saving initiatives already evoke positive behavioral attitudes among

environmentally conscious guests, reinforcing the predictive value of TPB.

The findings also align with Expectation-Confirmation Theory, which posits that
satisfaction arises when perceived performance meets or exceeds expectations. Guests
expect luxury hotels to balance sustainability with uncompromised comfort, and when
energy-saving practices—such as efficient lighting, temperature regulation, and renewable
energy use—deliver both environmental responsibility and comfort, satisfaction is
heightened. This mirrors the findings of Ali et al. (2020) in Turkey, who reported that
energy conservation measures improved satisfaction without diminishing service quality.
Similarly, Bauer and Fuchs (2024) found that sustained reductions in energy consumption
in German hotels led to increased satisfaction, particularly when guests perceived
operational efficiency and environmental care. In Nairobi’s case, guests’ satisfaction
reflects confirmation of both functional and ethical expectations, as energy efficiency is
seen not only as a symbol of technological competence but also as a manifestation of

responsible hospitality.

The Social Exchange Theory further explains this relationship by emphasizing
mutual benefit and reciprocity between hotels and guests. When hotels adopt visible energy
management practices, guests perceive a social exchange where their comfort and
experience are enhanced while contributing indirectly to environmental sustainability. This
sense of shared responsibility fosters trust and emotional satisfaction, leading to loyalty and
positive recommendations. The results resonate with Tariq and Zhang (2021), who
demonstrated that energy performance disclosure through dashboards in Chinese eco-hotels
enhanced guest engagement and satisfaction by making them active participants in
sustainability efforts. Similarly, Mutebi et al. (2023) emphasized that guest awareness and

engagement were crucial to the success of energy-saving initiatives in Kampala’s hotels.
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The current study extends these insights by showing that even in Nairobi, where guest
participation may still be limited, awareness of a hotel’s energy practices nurtures a sense

of partnership and social value, thereby enhancing satisfaction.

In sum, the study’s findings corroborate previous empirical research while
contextualizing them within Nairobi’s developing urban hospitality sector. Like the studies
of Tehseen et al. (2025) and Bauer and Fuchs (2024), the results confirm that energy
management significantly improves satisfaction when practices are both effective and
visible. However, this study extends the literature by demonstrating that in contexts where
awareness and infrastructure are still evolving, communication of energy-saving efforts is
as important as the technologies themselves. Guided by TPB, ECT, and SET, the findings
affirm that satisfaction arises from favorable attitudes toward sustainability, confirmation
of luxury expectations, and perceived reciprocal value between the hotel and guests.
Therefore, Nairobi’s five-star hotels can enhance customer satisfaction by deepening
visibility, staff communication, and guest engagement in energy management initiatives

that integrate luxury with sustainability.

4.8.3 Waste Management and Customer Satisfaction

The third objective of the study sought to examine the effect of waste management on
customer satisfaction of five-star hotels in Nairobi. The regression results in Table 4.17
indicate that waste management had a positive and statistically significant effect on
customer satisfaction, with a beta coefficient of 0.350, a t value of 2.291, and a p value of
0.026, which is less than 0.05. This finding leads to the rejection of the null hypothesis that
waste management has no significant effect on customer satisfaction. The results suggest
that hotels that implement structured waste management systems—such as recycling
programs, food waste control, and staff training on waste handling—tend to achieve higher

guest satisfaction levels. Proper waste management not only enhances cleanliness and
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environmental aesthetics but also signals organizational discipline and care for the
environment, which positively influence guest perceptions. Therefore, the findings imply
that strengthening waste management policies and engaging both staff and guests in waste
reduction initiatives can significantly improve overall customer satisfaction and brand

image in the hospitality sector.

The findings of this study revealed that waste management had a positive and
statistically significant effect on customer satisfaction among five-star hotels in Nairobi,
consistent with the Theory of Planned Behavior. According to TPB, individuals’ behavioral
intentions are shaped by their attitudes and perceived social norms. Guests who perceive
hotels as environmentally responsible through visible waste management practices—such
as recycling programs, plastic reduction, and food waste minimization—develop favorable
attitudes toward the establishment, enhancing satisfaction. This is consistent with Kaur et
al. (2025), who found that waste segregation and plastic reduction in Singapore’s green-
certified hotels improved satisfaction, particularly among environmentally conscious
guests. Similarly, in Nairobi’s context, although technological sophistication is lower,
guests appreciate straightforward, visible waste management actions that align with their
growing environmental awareness. These findings imply that even in settings with
infrastructural constraints, consistent waste reduction and communication efforts can shape

positive guest perceptions and behaviors aligned with TPB’s predictive framework.

The results also align with the Expectation-Confirmation Theory, which posits that
satisfaction occurs when experiences meet or exceed prior expectations. Guests in luxury
hotels expect cleanliness, order, and responsible waste practices as part of the service
experience. When hotels implement visible initiatives such as recycling bins, towel reuse
programs, and composting systems, guests’ expectations are confirmed, leading to higher

satisfaction. This mirrors findings by Rodrigues and Almeida (2024) in Brazil, where
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structured waste policies and staff engagement enhanced perceived service quality.
Similarly, Brown and D’Souza (2021) observed that guests appreciated being involved in
waste reduction choices, viewing such opportunities as enriching rather than inconvenient.
In Nairobi’s context, where luxury service expectations are high, the fulfillment of these
environmental expectations through simple yet effective practices confirms guests’ trust in

the hotel’s professionalism, thereby elevating satisfaction.

Furthermore, the findings resonate with the Social Exchange Theory, which
emphasizes mutual benefit and perceived value in relationships. Waste management in
hotels represents a social exchange where guests feel they contribute to environmental
preservation without sacrificing comfort. This reciprocity strengthens satisfaction and
loyalty. The current study’s findings align with Abdi and Hassan (2023) in Ethiopia and
Mohammed and Al-Khatib (2020) in Jordan, who both found that visible waste reduction
initiatives enhanced guest satisfaction and brand image by reinforcing a sense of shared
responsibility. Similarly, Nairobi’s hotels create value for guests through transparent waste
practices that communicate environmental care and social accountability. This sense of
mutual benefit fosters emotional connection and positive behavioral intentions, supporting

the SET framework in the hospitality context.

Overall, the study supports and extends previous empirical findings by
demonstrating that waste management practices significantly enhance customer
satisfaction when they are visible, participatory, and communicated effectively. However,
it advances the literature by contextualizing these effects within an African urban luxury
environment, where infrastructural and regulatory limitations often constrain sustainability
efforts. Unlike studies in technologically advanced markets such as Singapore and
Australia, Nairobi’s findings show that even low-tech but well-executed waste management

initiatives—such as recycling programs and staff training—can produce comparable
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satisfaction outcomes. Guided by TPB, ECT, and SET, the results highlight that positive
guest attitudes, confirmed service expectations, and perceived reciprocity collectively drive
satisfaction. Consequently, Nairobi’s five-star hotels should strengthen staff engagement,
enhance guest awareness, and maintain consistency in visible waste management practices

to balance luxury with sustainability.

4.8.4 Sustainable Sourcing and Customer Satisfaction

The fourth objective of the study sought to determine the effect of sustainable sourcing on
customer satisfaction of five-star hotels in Nairobi. The regression results in Table 4.17
show that sustainable sourcing had a positive and statistically significant effect on customer
satisfaction, with a beta coefficient of 0.427, a t value of 2.074, and a p value of 0.043,
which is below the 0.05 significance threshold. This result leads to the rejection of the null
hypothesis that sustainable sourcing has no significant effect on customer satisfaction. The
findings indicate that prioritizing local suppliers, procuring eco-labeled and organic
products, and maintaining transparent communication about ethical sourcing contribute to
improved guest perceptions and satisfaction. By supporting local economies and promoting
environmentally responsible supply chains, hotels not only enhance authenticity in their
offerings but also appeal to the values of environmentally and socially conscious travelers.
Consequently, sustainable sourcing emerges as both an ethical and strategic practice that
strengthens customer satisfaction, loyalty, and overall competitiveness of five-star hotels

in Nairobi.

The findings of this study revealed that sustainable sourcing had a positive and
statistically significant effect on customer satisfaction among five-star hotels in Nairobi,
aligning with the Theory of Planned Behavior. The theory posits that individuals’
behavioral responses are influenced by their attitudes and perceptions of social norms. In

this study, guests who observed that hotels prioritized local, organic, and ethically produced
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goods developed positive attitudes toward the establishments, perceiving them as socially
responsible and culturally grounded. This aligns with Pan and Chen (2025), who found that
sustainable sourcing enhanced authenticity and environmental integrity in Taiwanese
luxury hotels. Similarly, Nairobi’s findings indicate that sourcing from local suppliers and
promoting eco-labeled products foster guests’ favorable perceptions of hotels’ ethical and
environmental consciousness. However, unlike the eco-tourism context in Taiwan, where
sustainability is integral to the experience, Nairobi’s urban guests are more business-
oriented, implying that visible sourcing efforts must be strategically integrated into luxury

service delivery to achieve similar behavioral outcomes.

The results also correspond with the Expectation-Confirmation Theory, which
explains that customer satisfaction occurs when service performance meets or exceeds pre-
existing expectations. Guests expect five-star hotels to uphold high ethical and
environmental standards without compromising quality or comfort. The study found that
when hotels demonstrated transparency in procurement—>by labeling locally sourced items,
communicating supplier partnerships, or featuring eco-friendly products—guest
expectations were fulfilled, leading to greater satisfaction. This supports the findings of
Hidayat et al. (2024) in London, who established that transparency in sourcing
communication directly improved guest perceptions and loyalty. Similarly, Khairy and
Ibrahim (2023) found that ethical and local sourcing enhanced cultural relevance and
strengthened guests’ sense of connection with hotels. In Nairobi’s context, this expectation
confirmation is particularly important because guests often equate visible sourcing efforts
with authenticity, quality, and professionalism, thereby reinforcing overall satisfaction with

the hotel experience.

The study’s findings also align with the Social Exchange Theory, which emphasizes

mutual benefit and reciprocity in social interactions. Sustainable sourcing creates a
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perceived exchange in which guests benefit from high-quality, ethically produced goods
while supporting local communities and environmental conservation. This mutual value
fosters emotional satisfaction and brand loyalty. The results are consistent with Thangavel
and Rajan (2021), who found that hotels engaging with small-scale producers enhanced
their reputations for social responsibility, and Huang et al. (2020), who demonstrated that
sustainable sourcing improved corporate reputation and indirectly boosted guest
satisfaction. In the Nairobi context, guests perceive sustainable sourcing as a hotel’s
contribution to societal well-being, which they reciprocate through trust, satisfaction, and
positive word-of-mouth. This exchange of value between hotels and guests strengthens

relational bonds, positioning sustainability as both an ethical and experiential advantage.

Overall, the study reinforces prior empirical findings while addressing contextual
and conceptual gaps identified in earlier research. Consistent with Pan and Chen (2025),
Hidayat et al. (2024), and Khairy and Ibrahim (2023), the results confirm that sustainable
sourcing enhances customer satisfaction when practices are visible, authentic, and well-
communicated. However, this study extends the existing literature by examining
sustainable sourcing in an African urban luxury setting, highlighting how hotels can
balance ethical procurement with the sophistication expected in five-star environments.
Guided by TPB, ECT, and SET, the findings demonstrate that satisfaction arises from
favorable attitudes toward ethical consumption, the confirmation of guest expectations, and
the perception of reciprocal social and environmental value. Consequently, Nairobi’s five-
star hotels should strengthen communication around sustainable sourcing, diversify their
supplier partnerships, and embed ethical procurement into brand identity to enhance guest

satisfaction and long-term loyalty.
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CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction

This chapter presents the summary, conclusions, and recommendations of the study on the
effect of sustainable tourism practices on customer satisfaction of five-star hotels in
Nairobi, Kenya. It provides an overview of the key findings drawn from the data analysis,
highlighting how each sustainability practice affects customer satisfaction. The chapter
further outlines the main conclusions based on the research objectives and offers practical
recommendations for hotel managers, policymakers, and other stakeholders in the
hospitality industry. Finally, it suggests areas for further research to enhance understanding

of sustainability and customer satisfaction within the tourism and hospitality sector.

5.2 Summary

This section provides a summary of the study findings in relation to the research objectives.
It highlights the key results obtained from the analysis and discusses how sustainable
tourism practices contribute to customer satisfaction in five-star hotels in Nairobi. The
summary consolidates the main insights from both descriptive and inferential analyses,
providing a clear understanding of the overall relationship between sustainability initiatives

and guest experiences within the luxury hospitality context.

5.2.1 Green Certification and Customer Satisfaction

The study found that green certification had a positive and statistically significant effect on
customer satisfaction among five-star hotels in Nairobi. The regression results showed a
beta coefficient of 0.200 and a p value of 0.038, indicating that hotels with credible and
well-maintained environmental certifications tend to record higher customer satisfaction
levels. Descriptive results also revealed that certification requirements were well integrated
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into daily operations and influenced service delivery, with respondents acknowledging that
these practices enhance brand reputation and guest trust. This suggests that customers
increasingly associate green certification with quality assurance, ethical conduct, and

responsible management, which collectively contribute to their satisfaction.

The findings imply that visible commitment to environmental certification enhances
the perceived value of services offered by luxury hotels. When guests recognize and trust
a hotel’s certification credentials, they are more likely to view the establishment as
environmentally conscious and socially responsible. This alignment with modern consumer
values not only boosts satisfaction but also encourages loyalty and positive word-of-mouth.
Therefore, hotel managers should continue to pursue and regularly update recognized
certifications while ensuring that these achievements are clearly communicated to guests.
Such practices can strengthen brand image, attract eco-conscious travelers, and reinforce

the competitive advantage of Nairobi’s five-star hotels.

5.2.2 Energy Management and Customer Satisfaction

The study established that energy management had a strong and statistically significant
effect on customer satisfaction among five-star hotels in Nairobi. The regression analysis
produced a beta coefficient of 0.391 and a p value of 0.005, indicating that efficient energy
management practices contribute substantially to guest satisfaction. Descriptive findings
revealed that hotels had widely implemented energy saving technologies, regularly
monitored energy usage, and encouraged both staff and guests to engage in conservation
initiatives. These efforts not only improve operational efficiency but also create a
comfortable and environmentally friendly atmosphere that enhances the overall guest

experience.
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The results imply that energy management is a critical driver of customer
satisfaction, as it directly affects the quality, reliability, and sustainability of services
provided. Guests value hotels that demonstrate a commitment to reducing energy waste and
adopting renewable energy solutions, as such practices reflect modernity, innovation, and
corporate responsibility. Moreover, the integration of energy efficiency measures
contributes to cost savings that can be redirected toward improving service quality.
Therefore, hotel managers should continue investing in advanced energy technologies,
strengthening monitoring systems, and fostering a culture of energy conservation among

employees and guests to maintain high satisfaction levels and long-term sustainability.

5.2.3 Waste Management and Customer Satisfaction

The study revealed that waste management had a positive and statistically significant effect
on customer satisfaction of five-star hotels in Nairobi. The regression results indicated a
beta coefficient of 0.350 and a p value of 0.026, confirming that effective waste
management practices contribute meaningfully to guest satisfaction. Descriptive analysis
further showed that hotels had formal waste management policies, practiced sorting and
recycling, minimized single use plastics, and trained staff on proper waste disposal
procedures. These findings demonstrate that well-structured waste management not only
supports environmental sustainability but also enhances guests’ perceptions of cleanliness,

orderliness, and professionalism within hotel operations.

The implication of these findings is that effective waste management is essential in
shaping the guest experience and reinforcing brand image. Hotels that consistently manage
waste and communicate their sustainability efforts tend to earn trust and satisfaction from
environmentally conscious customers. Reducing visible waste, managing food waste

efficiently, and maintaining clean surroundings all contribute to a positive and memorable

77



guest experience. Therefore, five-star hotels should continue to strengthen their waste
reduction programs, promote guest participation in ecofriendly initiatives such as towel
reuse, and integrate waste management into daily operational standards to sustain high

levels of customer satisfaction and environmental responsibility.

5.2.4 Sustainable Sourcing and Customer Satisfaction

The study found that sustainable sourcing had a positive and statistically significant effect
on customer satisfaction among five-star hotels in Nairobi. The regression results revealed
a beta coefficient of 0.427 and a p value of 0.043, indicating that hotels that prioritize
responsible procurement practices tend to achieve higher levels of guest satisfaction.
Descriptive results showed that most hotels procured organic or eco-labeled products,
supported local suppliers, and informed guests about ethically sourced items. These
findings highlight that customers value transparency and ethical practices in the supply

chain, which enhance their perception of quality and authenticity in the hotel’s offerings.

The implication of these results is that sustainable sourcing not only supports local
economic development but also strengthens customer trust and loyalty. Guests are
increasingly aware of the environmental and social impact of their consumption choices,
and they respond positively to hotels that demonstrate accountability in sourcing decisions.
By emphasizing local partnerships, promoting eco-friendly products, and communicating
these efforts effectively, hotels can differentiate themselves in a competitive market.
Therefore, managers should institutionalize sustainable sourcing policies, ensure staff
awareness, and maintain visibility of sourcing initiatives as part of the hotel’s brand identity

to further enhance customer satisfaction and strengthen long-term sustainability.
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5.3 Conclusions

This section presents the conclusions drawn from the study findings in relation to the
research objectives. It summarizes the key insights on how sustainable tourism practices
affect customer satisfaction in five-star hotels in Nairobi. The conclusions highlight the
overall influence of these sustainability initiatives on guest experiences, providing an
evidence-based understanding of their strategic importance in enhancing service quality,

environmental responsibility, and competitive positioning within the hospitality industry.

5.3.1 Green Certification and Customer Satisfaction

The study concludes that green certification significantly enhances customer satisfaction in
five-star hotels in Nairobi. Hotels that obtain and maintain credible environmental
certifications are perceived by guests as more responsible, trustworthy, and committed to
sustainable operations. This visible commitment to environmental stewardship positively
influences guests’ perceptions of service quality and overall experience. Therefore,
embracing and regularly updating green certifications not only strengthens a hotel’s
reputation but also fosters higher customer satisfaction and loyalty, positioning

sustainability as a core component of competitive advantage in the hospitality sector.

5.3.2 Energy Management and Customer Satisfaction

The study concludes that energy management plays a crucial role in enhancing customer
satisfaction among five-star hotels in Nairobi. Effective implementation of energy saving
technologies, regular monitoring of energy consumption, and staff and guest engagement
in conservation efforts significantly improve the comfort, reliability, and quality of hotel
services. Guests appreciate visible efforts toward environmental conservation, which in

turn enhances their satisfaction and loyalty. Thus, prioritizing energy efficiency and the use
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of renewable energy sources not only reduces operational costs but also strengthens the

hotel’s image as a modern, responsible, and customer-focused establishment.

5.3.3 Waste Management and Customer Satisfaction

The study concludes that effective waste management significantly contributes to customer
satisfaction in five-star hotels in Nairobi. Hotels that have established formal waste
management policies, implemented recycling programs, minimized single use plastics, and
trained staff on proper waste handling tend to achieve higher guest satisfaction levels.
Proper waste management enhances cleanliness, orderliness, and the overall aesthetic
appeal of the hotel environment, which are key determinants of a positive guest experience.
Therefore, maintaining structured waste management systems and encouraging guest
participation in eco-friendly practices are essential strategies for promoting customer

satisfaction and environmental responsibility in the hospitality sector.

5.3.4 Sustainable Sourcing and Customer Satisfaction

The study concludes that sustainable sourcing has a significant positive effect on customer
satisfaction among five-star hotels in Nairobi. Hotels that prioritize local suppliers, procure
organic and eco-labeled products, and communicate their ethical sourcing practices create
stronger customer trust and appreciation. Guests increasingly value hotels that demonstrate
responsibility in their supply chains, as this reflects authenticity and alignment with their
environmental and social values. Consequently, institutionalizing sustainable sourcing
policies and integrating them into daily operations not only supports local economies but
also enhances guest satisfaction and loyalty, positioning sustainability as a key driver of

long-term competitiveness in the hospitality industry.
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5.4 Recommendations of the Study

Based on the study findings, it is recommended that hotel managers strengthen their
commitment to green certification by pursuing and maintaining recognized environmental
standards. Management should regularly review and update certification requirements to
ensure compliance with evolving global sustainability frameworks. Additionally, hotels
should communicate their certification achievements clearly to guests through marketing
materials, websites, and in-room information to enhance visibility and guest awareness.
Doing so would not only boost customer confidence and satisfaction but also enhance the

hotel’s brand image as an environmentally responsible establishment.

In regard to energy management, hotels should continue investing in advanced
energy saving technologies such as automated lighting, smart temperature controls, and
renewable energy systems. Regular monitoring of energy consumption and reporting of
results can help demonstrate accountability and cost efficiency. Management should also
cultivate a culture of energy conservation among employees and guests through continuous
sensitization and visible signage. These efforts would not only reduce operational costs but
also improve service quality and guest comfort, leading to higher satisfaction levels and

repeat business.

For waste management, the study recommends that hotels adopt more innovative
and inclusive approaches that involve both staff and guests. Establishing comprehensive
recycling systems, minimizing single use plastics, and implementing food waste tracking
can further improve operational efficiency and environmental outcomes. Management
should also prioritize continuous staff training on waste segregation and safe disposal
practices to ensure consistency and compliance. Encouraging guest participation in
initiatives such as towel and linen reuse programs can also reinforce the hotel’s

environmental commitment while improving customer perceptions and satisfaction.
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Regarding sustainable sourcing, hotels should institutionalize clear procurement
policies that prioritize local suppliers, organic products, and ethically produced materials.
Building partnerships with local producers and artisans not only supports community
development but also enhances the authenticity of the hotel’s offerings. Staff should be
well informed about sourcing policies to enable them to communicate these initiatives
effectively to guests. Moreover, hotels should increase transparency by showcasing locally
sourced products in their menus, décor, or promotional materials. Such practices will
strengthen customer satisfaction, foster brand loyalty, and reinforce the positioning of

Nairobi’s five-star hotels as leaders in sustainable and socially responsible hospitality.

5.5 Research Areas for Further Studies

Future research should extend the scope of this study by examining the effect of sustainable
tourism practices on customer satisfaction across different categories of hotels, such as
three and four-star establishments, boutique hotels, and lodges. This would allow for
comparative analysis of how hotel size, classification, and ownership structure influence
the adoption and impact of sustainability initiatives. Expanding the geographical scope
beyond Nairobi to include other key tourism destinations in Kenya would also enhance the
generalizability of the findings and provide a more comprehensive understanding of

sustainability practices in the hospitality industry.

Further studies could also investigate the moderating and mediating roles of
variables such as organizational culture, leadership commitment, innovation capability, or
corporate governance in strengthening the relationship between sustainable practices and
customer satisfaction. Exploring these additional factors would provide a deeper
understanding of the internal mechanisms through which sustainability contributes to

enhanced customer experiences. Moreover, examining the financial implications of
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sustainability initiatives could offer valuable insights into the balance between

environmental responsibility and profitability within the hotel sector.

Finally, future research could adopt longitudinal and qualitative approaches to
complement the quantitative design used in this study. Longitudinal studies would help
track how sustainability practices evolve over time and their long-term impact on customer
satisfaction and loyalty. Qualitative approaches such as interviews and focus group
discussions with both guests and hotel managers could provide rich, detailed insights into
perceptions, motivations, and challenges related to sustainability. Such research would
contribute to a more holistic understanding of the strategic role of sustainable tourism

practices in shaping customer satisfaction and competitiveness in the hospitality industry.
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APPENDICES

Appendix I: Management Questionnaire
Dear Hotel Manager,

You are invited to participate in this academic study exploring the effect of sustainable
tourism practices on customer satisfaction in five-star hotels in Nairobi, Kenya. The study
seeks to understand how initiatives such as green certification, energy management, waste
management, and sustainable sourcing are implemented within your hotel and how these

practices may influence guest experiences and satisfaction.

This questionnaire is designed for hotel management staff, including general managers,
operations managers, and sustainability officers. It consists of structured, closed-ended
questions and will take approximately 10-15 minutes to complete. Your responses will
remain confidential and are intended solely for academic purposes. Participation is

voluntary, and you may opt out at any time.

Your insights are highly valuable and will contribute significantly to understanding and
improving sustainability practices in Kenya’s luxury hospitality sector. Thank you for your

time and cooperation.

Instructions

Pick only a response (box) for every question.

PART A: BACKGROUND INFORMATION
1. Kindly indicate your gender

Male ()
Female ()

2. Please indicate your age

Below 30 years ( )

Between 31-40 years ( )
Between 41-50 years ( )
Above 50 years ()

3. How long have you been in your current position?
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Less than 1 year ( )

Between 2-3 years ( )
Between 4-5 years ( )
More than 5 years ( )

1. Please indicate the highest level of education
Diploma ( )
Undergraduate Degree ()
Postgraduate Degree ( )

PhD ()

PART B: SUSTAINABLE TOURISM PRACTICES

Green certification

To what magnitude do you concur with the following assertions? Rate in a scale of 1 to 5

(1 Strongly disagree, 2| Disagree, 3 Neutral, 4 Agree, 5 Strongly Agree)

Statement 1 2 3 4 5

i.  This hotel currently holds at least one
recognized green certification.

ii.  Green certification is regularly reviewed
and updated.

iii.  Certification requirements are integrated
into daily operations.

iv.  Our green certification has improved our
brand reputation.

v.  Staff are trained on the requirements of
green certification.

vi.  Green certification influences our service
delivery approach.

Energy management

To what magnitude do you concur with the following assertions? Rate in a scale of 1 to 5

(1 Strongly disagree, 2| Disagree, 3 Neutral, 4 Agree, 5 Strongly Agree)

| Statement 1 [2 |3 |4 |5
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i. The hotel has implemented energy-saving
technologies (e.g., LED lighting, automated
systems).

ii.  Energy usage is regularly monitored and evaluated.

ii.  Staff are encouraged to follow energy conservation
practices.

Iv.  Guests are informed about the hotel’s energy-
saving measures.

v.  Energy management reduces operational costs.

vi. The hotel uses at least one renewable energy
source.

Waste management

To what magnitude do you concur with the following assertions? Rate in a scale of 1 to 5

(1 Strongly disagree, 2| Disagree, 3 Neutral, 4 Agree, 5 Strongly Agree)

Statement 1 2 3 4 5

i.  The hotel has a formal waste management policy.

ii. Waste is sorted and recycled within hotel
operations.

iii.  Single-use plastics have been minimized or
eliminated.

iv.  Guests are encouraged to participate in waste
reduction (e.g., towel reuse).

v. Staff are trained on proper waste disposal
procedures.

Vi. Food waste is monitored and minimized.

Sustainable sourcing

To what magnitude do you concur with the following assertions? Rate in a scale of 1 to 5

(1 Strongly disagree, 2| Disagree, 3 Neutral, 4 Agree, 5 Strongly Agree)
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Statement 1 2 3 4 5

i.  The hotel prioritizes local suppliers for food and
materials.

ii.  Sustainability is a key criterion in supplier
selection.

iii.  The hotel procures organic or eco-labeled
products where possible.

iv.  Sourcing policies support local economic
development.

v.  Staffare aware of the hotel’s sustainable sourcing
policies.

vi.  Guests are informed about locally or ethically
sourced items.

PART C: CUSTOMER SATISFACTION

To what magnitude do you concur with the following assertions? Rate in a scale of 1 to 5

(1 Strongly disagree, 2| Disagree, 3 Neutral, 4 Agree, 5 Strongly Agree)

Component 112 3 4 5

i. Guests have expressed satisfaction with our
sustainability initiatives.

ii.  Our sustainable practices contribute to repeat
business from satisfied customers.

iii.  Positive guest feedback has increased since
implementing sustainability measures.

iv.  Sustainability practices enhance guests' perception
of service quality.

v. Eco-conscious guests are more likely to
recommend our hotel.

vi.  Guests value our efforts to protect the environment.

THANK YOU
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Appendix I1: Ethical Clearance Request Form

UNIVERSITY

=4 9 8 9>

RESEARCH, INNOVATION, AND OUTREACH DIVISION

KCA UNIVERSITY SCIENTIFIC AND ETHICS REVIEW COMMITTEE

REQUEST FOR ETHICAL REVIEW FORM

The request must include the following information for the research to be
considered for approval:

Name, institution, and contact detailsCecilia Wanjiku Mbau

(email and phone number) of thelKCA University
principal/lead investigator/researcher: [2102359@students.kcau.ac.ke
0721 573 394

If it is a thesis, include also theDr Lucy Wamalwa

name(s), institution(s), and contactkKCA University
details (emails and phone numbers) ofjlucy@kcau.ac.ke

the supervisor(s):
Date of request: 20" August 2025

Title of the Research: Sustainable Tourism Practices and Customer Satisfaction

of Five-Star Hotels in Nairobi Kenya

Planned or confirmed source ofjindividual funding

funding:

Members of the research group Cecilia Wanjiku Mbau will be the lead researcher. Her role
and their roles in the implementation ofwill be steering the study design, collecting and analyzing
the study, as well as possibledata, and drawing conclusions on the study results. The
cooperation with other universities,study is conducted with the aim of partially fulfilling the
research  institutes, or  similarrequirements for MBA (Corporate management) at KCA|

organizations: University. Therefore, there will be no cooperation with
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other universities, research institutes or similar

organizations.

The study targets both hotel guests and management staff

as respondents.

KCAUSERC will also be involved for ethical review and

approval

\What is the level of risk presented by

your research?

Please indicate whether the research study (Check risk
document) stated on the application is:

[J Low risk (Research has no
foreseeable risk of harm, discomfort, or
inconvenience to respondents)

[1 Medium risk (Research has potential risk of
unexpected negative consequences, harm or
discomfort, but where appropriate steps can
be taken to mitigate the risk)

(1 High risk (Research with real and
foreseeable risk of harm and discomfort to
participants and or the research team, and
which may lead to serious adverse
consequences if these risks are not managed
in a responsible manner. It involves highly
sensitive topics and/or the participation of
very vulnerable and marginalized
individuals/groups)

Would you like to bring any aspects of]
the applications to the Ethics Review|

Committee's attention?

Please indicate them here

(a) Voluntary participation—Respondents to the
questionnaire will participate on a voluntary basis
(b) Low risk—The research has no
foreseeable risk of harm, discomfort, or

inconvenience to respondents

(c) Data security—Data security will be prioritized,
and the collected data will be used for the sole
purpose of academic research.

(d) Publication & dissemination—The research
data will not be published and thus there will be
no breach of confidentiality.
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What research data will be collected?

Primary research data will be collected through a

structured questionnaire.

\What personal data and confidential

information will be processed?

Personal data will include gender, age, years of service in
the current position, and level of education of the
respondents.
Confidential information will include Sustainable
Tourism Practices and Customer Satisfaction of Five-Star

Hotels in Nairobi County, Kenya.

Specify any special category or
sensitive data that will be collected

(tick all that apply)

O Ethnicity

[0 Mental Health (status, medical records conditions, to
include disability)

O Physical Health (status, medical records conditions, to
include disability)

O Sexual Orientation/Sexual life

[0 Genetic Data (to include DNA data)

OO0 Biometric data (such as facial scan, iris scan, or
fingerprint data used to identify a participant)

O Political opinions

O Trade Union membership

O Religious or philosophical beliefs

O Criminal Convictions and offences (to include alleged
offences and convictions)

VO NONE

[ Other — Please specify below

How will data be stored and transferred
during the research?

The data will be shared via online file transfers, and

unauthorized access will be prevented using strong

passwords.

Specify who will be able to access the
identifying information and how you

will —ensure they process the

information securely

Cecilia Wanjiku Mbau, the principal researcher, will

have access to identifying information.

95



Applications of codes will be used to enhance

confidentiality of identifying information at the data

analysis stage. Further, password-protection will

ensure secure processing of information. In

compliance with ethical research guidelines, the data

collected will be disposed one year after completion of

the research.

How will research data be preserved
and shared on completion of the
project?

(NB: Enter N/A in this section unless

results will be published)

N/A

Describe the measures that will be

taken to ensure data are suitable for|

sharing, e.g., securing consent,
anonymizing data prior to
deposit/sharing, and sharing

confidential or high-risk information

using a controlled access repository.

| will seek informed consent from all the respondents,

prior to their participation in the study. 1 will also

ensure that all sensitive data is anonymized using codes

and data aggregation, where responses do not point to

a specific respondent.

State how long you plan to retain
personal data and any confidential
information after the end of the project.
Indicate also how the data will be

disposed

by

data and

One vyear after completion of the study,

permanently deleting any personal

confidential information.

As the Principal Investigator of this study
proposed study and will conduct it accordi
KCAUSERC ethical guidelines.

, | declare that | take full responsibility for the
ng to the documented proposal and in line with

By signing this document, | agree that:

a) All documents submitted with

this application are true representations of the

study and have not been falsified.

b) This study will not commence in any way, and no participant will be recruited
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until final official approval is received from KCAUSERC

c) The study will be conducted according to the protocol submitted. All
participants will be recruited and consented to according to the protocol.

d) Any protocol deviations or protocol violations to the submitted study must be
reported to KCAU in writing by email to KCAUSERC immediately. Within
five (5) business days of the deviation or violation, the Deviation/Violation
Must be reported to the ISERC office.

e) Any study-related unexpected or serious adverse event must be reported to the
ISERC Office by email within twenty-four (24) hours after the Pl becomes
aware of the event.

Principal Investigator’s Signature Date:
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INFORMED CONSENT FOR RESEARCH PARTICIPATION

Introduction

You are invited to participate in a research study. This document provides information
about the study so that you can make an informed decision about your participation. Please
take the time to read the information below. If you have any questions, feel free to ask the

researcher. (PI to Fill in the sections italicized)

Purpose of the Study

The purpose of this study is to assess the effect of sustainable tourism practices on customer
satisfaction of five-star hotels in Nairobi Kenya. The researcher hopes to generate evidence-
based insights that can inform policy and strategic decisions within Five-Star Hotels in

Nairobi Kenya.

Study Procedures

If you agree to participate, you will be asked to complete a structured questionnaire
consisting of closed-ended questions on your experiences and views regarding effect of
sustainable tourism practices on customer satisfaction of five-star hotels in Nairobi Kenya.
The questionnaire will take approximately 20-25 minutes to complete and will be
administered once during the study period. You may complete the questionnaire
electronically or in print form, depending on your preference. Your participation is entirely

voluntary.

Potential Risks and Discomforts

There may be some minimal risks associated with participation in this study. These include
mild discomfort or fatigue from responding to the questionnaire and concerns about
confidentiality when discussing internal institutional practices. However, no physical,
legal, or psychological harm is anticipated. Every effort will be made to minimize these
risks through anonymized data handling, secure data storage, and clear assurances that
participation is voluntary. You are free to withdraw from study at any time without any

penalty or consequences.

Potential Benefits
While participating may not directly benefit you, the results of this study may contribute to

the improvement of customer satisfaction of five-star hotels in Nairobi Kenya. The findings
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may also offer valuable insights to policymakers, institutional leaders, and scholars seeking

to strengthen hospitality industry and promote sustainable economic development.

Confidentiality
Your participation will be kept confidential. Any data collected will be stored securely and
only accessible to the research team. Your identity will not be revealed in any publication

or presentation resulting from this research.

Voluntary Participation

Participation in this study is completely voluntary. You have the right to withdraw from
the study at any time without any negative consequences or loss of benefits to which you
are otherwise entitled.

Questions
If you have any questions about this study, your participation, or your rights as a participant,
please contact the principal investigator at [0721 573 394].

Consent
By signing below, you indicate that you have read the information provided above,
understand the purpose and procedures of the study, and voluntarily agree to participate.

You can withdraw from the study at any time without penalty.

Participant Statement:

I, the undersigned, consent to participate in this study.

Name of Participant:

Signature of Participant:

Date:

Researcher (Principal Investigator —P1) Statement:

I, the undersigned, confirm that | have explained the nature of this study to the participants,

answered all questions, and ensured that they understand the information provided.
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Name of Researcher: Cecilia Wanjiku Mbau

Signature of Researcher:

Date:

100



Appendix I11: KCA Ethical Approval

;‘M Thike Rood, l\mﬂ:&o

KA

UNIVERSITY <

Webaite: mhco« ke

'KCA UNIVERSITY SCIENTIFIC & ETHICS REVIEW COMMITTEE

REF: KCAU/SERC/SOB0271 DATE: 18™ AUGUST 2025

TO: CECILIA WANJIKU MBAU (21/02359)

Dear Sir/Madam,

RE: SUSTAINABLE TOURISM PRACTICES AND CUSTOMER SATISFACTION OF FIVE-STAR
HOTELS IN NAIROBI, KENYA.

This is to inform you that the KCA University Scientific Ethics Review Committee (KCAUSERC) has
reviewed and approved your research proposal. Your application approval number is
KCAUSERC/SOB0271. The approval period is 18 August 2025 — 18" August 2026.

Thls approval is subject to compliance with the following requirements.

VL

Vii.

Only approved documents, including informed consents, study instruments, and MTAs, will
be used.

All changes, including (amendments, deviations, and violations), are submitted for review
and approval by KCAUSERC.

Death and life-threatening problems and serious adverse events or unexpected adverse
events, whether related or unrelated to the study, must be reported to KCAUSERC within
72 hours of notification.

Any changes, anticipated or otherwise, that may increase the risks or affect the safety or
welfare of study participants and others or affect the integrity of the research must be
reported to KCAUSERC within 72 hours.

Clearance for export of biological specimens must be obtained from relevant institutions.
Submission of a request for renewal of approval at least 60 days before expiry of the
approval period. Attach a comprehensive progress report to support the renewal.
Submission of an executive summary report within 90 days upon completion of the study to

KCAUSERC.

Before commencing your study, you will be expected to obtain a research license from the
National Commission for Science, Technology and Innovation (NACOSTI) hitps://research-

portal.nacosti.go.ke and also obtain other clearances needed.

Yours sincerely,

a

Dr. Caroline Ntara,

Chairperson,
KCA University Scientific & Ethics Review Committee.
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Appendix IV: NACOSTI Permit

NATIONAL COMMISSION FOR

e el SCIENCE.TECHNOLOGY & INNOVATION.

Rief Mo 514221 Drate of [ssee: 16/Seplember2025 ¢

RESEARCH LICENSE :

Thisis 1o Certly thar Ms. CECILIA WANJIKUMBAL of KCA University, has been Beensed to conduct research as per the
provision af the Science, Technology and lnnovation Act, 2013 {Rev.2004) in MNairobi on the topic: *Sostainable lourism practices
and customer satisfaction of five-star hotels in Nairobi Kenyva™ for the period ending : 16/September2026.

License Mo: NACOSTUP25841TI543

/"'-__-7‘. ! :ﬁ 1 '
). s
514221 N o ;

Applicant Ientification Musnber Ag. Director General
NATIONAL COMMISSION FOR '
SCIEMCE, TECHMOLOGY & .
NNOWVATION

WVerification QR Code

NOTE: This is a compiter generated License. To verify the authenticity of this documsnt,
Sean the QR Code wsing QR scanner application.

Saee overleal Tor conditions
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