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ABSTRACT 

 

Paramita Ening, Dewa Ayu. (2024). Green Practice Implementation as A Driver to 

Boost Brand Image of Capella Ubud Bali. Undergraduate Thesis: Tourism Business 

Management, Tourism Department, Politeknik Negeri Bali. 

This undergraduate thesis has been supervised and approved by Supervisor I: Drs. 

I Ketut Astawa, M.M., and Supervisor II: Putu Gita Suari Miranti, S.Si., M.Si. 

Keywords: Green practice, brand image, green action, green food, green donation, 

implementation. 

 

This study aims to demonstrate and examine the impact of implementing green 

practices on Capella Ubud Bali's brand image. This study had 140 respondents, and 

the author collected data by direct field observation, interviews, and observation in 

addition to distributing questionnaires. This research utilized quantitative 

methodology, utilizing the simple linear regression analysis technique. IBM SPSS 

Statistics 25 was utilized to conduct correlation analysis, simple linear regression 

analysis, t_test, validity and reliability tests, and other traditional assumption tests, 

along with data quality assessments (validity and reliability tests), coefficient of 

determination, and t_test. Based on the analysis's findings, it was concluded that 

the variable improvements in brand image are positively and significantly impacted 

by the variable application of green practices.Green practices have a considerable 

impact on brand image, as evidenced by the regression coefficient result, where the 

t-count of 15.228 is bigger than the t-table of 1.977. The analysis's findings also 

show that a higher adoption of green practices will improve a company's reputation. 

According to the results of the coefficient of determination test, Green Practice 

boosts Brand Image by 62,7%, with the remaining 37,3% being influenced by other 

study variables. 
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ABSTRAK 

 Paramita Ening, Dewa Ayu. (2024). Green Practice Implementation as A Driver 

to Boost Brand Image of Capella Ubud Bali. Skripsi: Manajemen Bisnis Pariwisata, 

Jurusan Pariwisata, Politeknik Negeri Bali. 

Skripsi ini telah disetujui dan diperiksa oleh pembimbing I: Drs. I Ketut Astawa, 

M.M., dan Pembimbing II: Putu Gita Suari Miranti, S.Si., M.Si. 

Kata kunci: Praktik hijau, citra merek, aksi hijau, makanan hijau, donasi hijau, 

implementasi. 

 

Tujuan utama dari penelitian ini adalah untuk membuktikan dan menganalisis 

pengaruh implementasi praktik hijau terhadap citra merek Capella Ubud Bali. 

Terdapat 140 responden dalam penelitian ini, penulis menyebarkan kuesioner 

sebagai bagian dari proses pengumpulan data, yang juga mencakup observasi 

langsung ke lapangan, wawancara dan observasi. Penelitian ini menggunakan 

pendekatan kuantitatif dengan menggunakan teknik analisis regresi linier sederhana 

dengan menggunakan program IBM SPSS Statistics 25. IBM SPSS Statistics 25 

digunakan untuk melakukan uji kualitas data (uji validitas dan reliabilitas), analisis 

korelasi, analisis regresi linier sederhana, koefisien determinasi, dan uji T, serta uji 

asumsi klasik (uji normalitas, linearitas, dan heteroskedastisitas). Berdasarkan hasil 

analisis diperoleh hasil bahwa terdapat pengaruh positif dan signifikan dari variabel 

implementasi praktik hijau terhadap variabel peningkatan citra merek. Hal ini 

didukung oleh nilai koefisien regresi yang bernilai positif menunjukkan bahwa 

implementasi praktik hijau memiliki pengaruh yang signifikan terhadap 

peningkatan citra merek, serta nilai t-hitung sebesar 15.228 yang lebih besar dari t-

tabel sebesar 1.977. Hasil analisis koefisien determinasi sebesar 62.7% 

mengindikasikan bahwa sebesar 37.3% dipengaruhi oleh faktor-faktor di luar ruang 

lingkup penelitian, sedangkan sebesar 62.7% merupakan konsekuensi dari 

penerapan praktik hijau terhadap peningkatan citra merek. 
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CHAPTER I 

INTRODUCTION 

1.1. Research Background 

The increase of environmental awareness of preservation is being observed in 

Indonesia's hotel industry. Government honors, such as green certification, which 

boost the reputation of hotels that have attained it, support this trend for lodging 

establishments in Indonesia. Hotel industry's role in Indonesia's tourist sector, 

which not only boosts the nation's economy but is also one of the sectors that poses 

a risk to environmental sustainability. Even if a business's primary focus is profit, 

tourism entrepreneurs, as one of the industry's stakeholders, play a significant role 

in preserving the environment and social sustainability of the industry (Ketut 

Astawa et al., 2021a). This is the reason why green ideas are becoming increasingly 

popular with consumers as well as businesses, who are interested in the way an 

organization operates or acts as much as its products (Wang et al. 2021). A growing 

number of hotels are adopting environmentally friendly practices in response to 

customers' environmental concerns and to enhance their reputation as consumer 

awareness of issues related to sustainability rises (Moise et al., 2021).  

Indonesian hotels with an emphasis on environmental conservation are 

generally few and far between. This could get in the way of hand and result in a 

harmful impact on the environment or the pursuit of sustainable growth because of 

a lack of understanding of green hotels (Nandari, 2016). A certain number of hotel 

transformations are not founded on eco-friendly practices; alternatively, they are
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operating with the intention of making an income regardless of the harm that may 

be done in the future. The findings of a study carried out in Yogyakarta under the 

title that appears " City People's Perceptions of Hotels and Malls" or it can be means 

as how the existence of hotel and malls are impacted to the society’s perceptions, 

the city's hotel and shopping centers count has in fact surpassed its capacity. There 

will definitely be residual effects from the anticipated increase in hotel occupancy. 

It actually seems very optimal when considering the measurement of the city area 

in relation to the population, but when more buildings are constructed, there will be 

overcrowding and crowded regions (Diah Sari, 2019). The impact caused by this 

concentration and crowdedness, which includes a greater psychological weight 

from discomfort, may generate further issues for the occupants. Water problems 

and the deterioration of water quality are negatively impacted by hotels. Then, in 

order to meet the needs of these tourists, hotels in Bali are beginning to employ 

ecologically friendly lodging management in response to increasingly threatening 

environmental conditions (Setiawan et al., 2021). It becomes vital for the hotel to 

adopt green practices to improve its brand image for the benefit of the hospitality 

industry itself, as the brand image of the hotel can be harmed by hotels which fail 

to conduct environmentally friendly practices (Yohan, 2017). 

Capella Ubud, Bali is a hotel that has a tagline “A balance of tranquility and 

adventure. Let the everyday fade away” which, based on the writer's personally 

acquired observations, adopt green techniques; nonetheless, the actualization is 

thought to have fallen short of its full potential, as evidenced by a deficit of 

awareness and attention, leading the hotel to frequently ignore it. The significance 

of environmental strategies in developing nations has been highlighted by earlier 
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research from (Singjai et al., 2018). Green practices lead to waste management and 

environmental management risks, competitive advantage through differentiation, 

and an image that is critically needed to improve given the brand's standing in the 

market as seen directly on Instagram social media, where followers are steadily 

decreasing. The primary objective of this study is to ascertain that a brand image 

can be enhanced by the adoption of green practices, which are defined as activities 

or processes that are intended to minimize adverse effects on the environment and 

are included in measures categorized by Schubert (2008) into green action, green 

food, and green donation. Additionally, the study aims to ascertain the relative 

importance of the three dimensions of green practice implementation. In improving 

the brand image of Capella Ubud, Bali, so that later the hotel will be confident to 

determine steps in maximizing the implementation of green practices based on 

results that are evidenced by this study. According to the official website, Keliki 

village is the location of the Capella Ubud, Bali is a village within a forest setting, 

surrounded by scenic nature and embracing Balinese culture. Nestled with an old 

grown rainforest, it is positioned as a custodian of the community, the local cultural 

heritage and the surrounding nature. It is very important to pay attention to the green 

environment for the sake of the livelihoods of the surrounding community. Based 

on the correlations with urgency with the surrounding community, awareness and 

maximum implementation of green practices is deemed necessary to be increased.  

Capella Ubud Bali has set a target of 4.000 tourist visits by 2023, marking a 

0,86 decrease from the 2022 target of 3.900 (Director of Marcomm, Capella Ubud, 

2023). In order to support efforts to increase visitor visits resulting from the study's 

findings, it can be used to hotel marketing strategies in order to improve the hotel's 
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brand image, particularly at Capella Ubud, Bali, through the implementation of 

green practices, to maintain business in an increasingly competitive market, and to 

gain more confidence in operating an environmentally friendly business for the 

benefit of the environment and the local community.  

In light of this context, the author is keen to carry out research entitled Green 

Practice implementation as a driver to boost brand image of Capella Ubud, 

Bali and would be interesting to conduct, to see whether or not Green Practices has 

already implemented and to see how Green Practice have an effect on the brand 

image at Capella Ubud Bali. 

1.2. Research Questions 

Based on the explanation of the context within which previously mentioned, 

the following details can be seen as the declaration of the problem of this research: 

1. How is the implementation of green practices at Capella Ubud, Bali? 

2. What is the significant role from 3 dimensions of green practices on boosting 

the brand image of Capella Ubud, Bali? 

1.3. Research Objectives 

Based on the previously stated background and problem identification, the 

following is the goal of this research: 

1. To acquire information about the implementation of green practices at Capella 

Ubud, Bali. 

2. To investigate the significant role from 3 dimensions of green practices on 

boosting the brand image of Capella Ubud, Bali. 
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1.4. Research Significance 

This research will be beneficial both philosophically and practically. The 

following details demonstrate the benefits or significance of this research: 

1. Theoretical Significances 

Theoretically, this study will be beneficial in that it will raise awareness and 

provide information about marketing techniques for boosting hotel brand 

image, which can aid hotels in surviving current conditions by utilizing an 

analysis of the adoption of environmentally friendly practices for sustainable 

tourism. 

2. Practical Significances 

a. Benefit for Student 

This research is aimed to provide students with a new perspective on the green 

practice implementation for brand image improvement. 

b. Benefits for Politeknik Negeri Bali 

This research aims to provide management with advice and comments, as well 

as corrective actions, to boost brand image in hotels with the adoption of green 

practices to boost brand image. 
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c. Benefits for the Capella Ubud, Bali 

This research is aimed at providing the management with advice and comments, 

in addition to corrective actions, with the goal to implement green practice in hotels 

through the adoption of green practice to boost brand image. 

1.5. Limitation and Scope of Research 

The limitation of this research includes consumer perceptions toward brand 

image of Capella Ubud, Bali related to the implementation of green practices and 

its role of 3 dimensions proposed by (Schubert, 2008) from green practice 

implementation toward brand image improvement. Based on the study topic of 

green practice implementation, the material is quite vast, so it is important to limit 

the problem to focus research so that it has a specified scope, including: 

a. The variable in this research is green practice.  

b. The sub dimension of variables in this study includes brand image variables. 

c. This research took samples from written sources belonging to Capella Ubud, 

Bali
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CHAPTER V 

CONCLUSION AND SUGGESTION 

 

5.1 Conclusion 

Based on the problem identification and discussion results in the previous 

chapter, it can be concluded that the green practice variable has a strong correlation 

with brand image seen from the Pearson correlation coefficient of 0.792, which is 

in the range of 0.60 - 0.799 which indicates a strong relationship between these 

variables. This indicates that the implementation of effective green practices at 

Capella Ubud, Bali contributes significantly to improving the brand image of 

Capella Ubud, Bali. Then t-count and t-table where t-count 15.228 is greater than 

t-table 1.977, it can be concluded that the positive t-value indicates that green 

practices have a direct influence on brand image, so it can be concluded that 

variable H1 is accepted and H0 is rejected. These results indicate that the 

implementation of green practices has a significant impact in improving brand 

image so that the conclusions that can be drawn are as follows: 

1. The implementation of green practice has been proven to improve brand 

image of Capella Ubud, Bali. 

2. The three dimensions of green practice have proven to play a role in 

improving the brand image of Capella Ubud Bali 

5.2 Sugesstion 

Based on problem identification, result and discussion in the previous chapter 

the suggestion that can be given to the management are: 
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3. The company needs to continue to implement green practice because the 

green practice has a strong impact in boosting brand image, so that it could attract 

more loyal customer to stay at Capella Ubud Bali and regarding green donation 

need more attention by the company Green donation needs more attention from 

companies because it not only enhances corporate social responsibility but also 

strengthens brand reputation. By actively supporting environmental causes through 

donations and initiatives, companies can demonstrate their commitment to 

sustainability, which resonates positively with environmentally conscious 

consumers. This proactive approach not only helps in building a loyal customer 

base but also contributes to long-term sustainability goals, fostering a positive 

impact on both society and the environment. It is recommended to maintain a 

balance between price and the perceived value of products and services offered. 

This balance is crucial as it directly impacts customer satisfaction and loyalty. 

When customers perceive that the price of a product or service aligns well with its 

perceived value—considering factors such as quality, utility, and customer 

service—they are more likely to perceive the purchase as justified and satisfactory. 

This not only enhances customer retention but also strengthens the company's 

competitive position in the market. Furthermore, maintaining this balance supports 

the company's profitability and long-term sustainability. Setting prices too high 

relative to perceived value may deter customers and reduce sales volume, whereas 

setting prices too low may undermine profitability and erode the perceived value of 

the brand. Therefore, by carefully considering market expectations, competitor 

pricing strategies, and customer feedback, companies can optimize their pricing 

strategy to effectively capture market share and sustain growth. In conclusion, the 
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recommendation to maintain a balance between price and value in this thesis 

underscores its significance in shaping customer perceptions, enhancing 

competitiveness, and ensuring sustainable business performance.  

4. For future research, conducting a longitudinal study to explore the sustained 

effects of green practices on brand image would be beneficial. This study could 

track how consistent implementation influences long-term brand perception and 

consumer loyalty through surveys or interviews. Additionally, researching the 

comparative impact of different green practices (e.g., carbon footprint reduction, 

waste management) on aspects like perceived environmental responsibility and 

trustworthiness would offer insights into effective sustainability strategies. 

Furthermore, studying corporate communication strategies' role in shaping 

consumer perceptions of green practices and brand image, including how these 

efforts are communicated through social media and other channels, could enhance 

brand credibility and engagement with environmentally conscious consumers. 

Overall, these studies would contribute to understanding how businesses can 

strategically use sustainability to enhance brand image and inform future strategic 

decisions.
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