
IOSR Journal of Economics and Finance (IOSR-JEF) 

e-ISSN: 2321-5933, p-ISSN: 2321-5925.Volume 16, Issue 6 Ser. III (Nov. – Dec. 2025), PP 44-55 

www.iosrjournals.org 

 

DOI: 10.9790/5933-1606034455                                 www.iosrjournals.org                                            44 | Page 

From Farm to Bed: Integrating Eco-Wellness Tourism 

and Green Branding for Transformative Post-Pandemic 

Customer Loyalty 
 

Abdul Kader Sekh1, Muhammad Qasim Shah2 , Irsa Tabassum3 

1Faculty of Bournemouth University Business School, Bournemouth University, England, UK. 
2Design and Engineering, Faculty of Science and Technology, Bournemouth University, England, UK. 

3Department Commerce & Finance, Government College University, Lahore, Pakistan. 

 

Abstract 
The hospitality industry after the pandemic has to earn loyalty that is not just customer but also sustainable, as 

the price of consumer awareness on health, wellness, and environmental responsibility has gone up.. This 

conceptual paper explores the integrative potential of Eco-Wellness Tourism and Green Branding as dual 

drivers of post-pandemic customer loyalty in the hospitality sector. Our argument is grounded in the robust the 

interdisciplinary foundations of Sustainable Consumption Theory, Expectancy-Disconfirmation Theory, and 

Consumer Behavior Theory to explain that wellness-oriented and environmentally responsible experiences 

change the customers’ emotional, ethical and even behavioral engagement with the hospitality brands. The 

post-pandemic mutation of wellness tourism into a lifestyle-aligned and psychotherapeutic phenomenon has led 

to the inclusion of not only holistic retreats, eco-spas, and restorative experiences but also a wider social 

segment. At the same time, Green Branding has become a strategic way to face the moralization of 

consumption, where consumers first challenge the brands’ honesty and then the brands’ skepticism while finally 

ending up preferring the brands’ emotions over the others. This article, through carefully and methodically 

reviewing and synthesizing recent academic and industry literature, presents a conceptual framework that 

visualizes the synergistic relationship between Eco-Wellness Tourism and Green Branding. The paper argues 

that their combined effect yields a profound sustainable competitive advantage by fortifying consumer trust, 

experiential satisfaction, and ethical affinity, which are the main determinants of loyalty that lasts for a long 

time. The paper presents the new luxury "Farm to Bed" model as the superlative incarnation of this synergistic 

integration, which lies in the very concept of "net-positive" regenerative tourism It also considers the tensions 

between authenticity, affordability, and accessibility that affect consumer behavior in this emerging market. In 

conclusion, the paper presents the theoretical contributions that, on one hand, cover the whole area of 

pandemic hospitality from a value-driven and holistic perspective and, on the other hand, provide managers 

with the necessary knowledge through practical implications for the application of integrated eco-wellness 

strategies to brand loyalty that lasts. 
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I. Introduction 
1.1 Context and Background 

The hospitality sector is going through a revolution in the post-pandemic time, when the factors of 

customer satisfaction that have been around for a long time such as service quality, price competitiveness, and 

convenience gradually receiving less importance and eventually replaced by deeper emotional, moral and 

experiential factors of loyalty [1]. The pandemic has changed the way consumers expect and thus hospitality 

businesses must rethink their value propositions that would revolve around not only individuals' well-being but 

also the planet’s welfare. Customer loyalty, which at first was just seen as the money spent, now has turned 

into a multifaceted construct that includes trust, common values, the emotional bond, and the perceived 

rightness of the brand [2][3]. Wellness Tourism has become the key player among all the other emerging ones, 

as it the consumers’ demand of restorative experiences and psychological recovery [4] that the Global Wellness 

Institute [5] claims the market for wellness tourism was already over 814 billion dollars worldwide in 2022 and 

is to reach 1.3 trillion dollars in 2027. Tourism for health and wellness which includes various treatments in 

spas, meditation retreats, yoga sessions, and diet-related hospitality offers has been gradually making its way 

into the spotlight as a key factor in consumer's decision-making along with others like travel, dining, etc. [6][7]. 
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These types of experiences respond to the-post pandemic demand for health assurance, stress relief, and 

lifestyle balance, thus symbolizing the equal treatment of physical and mental health [8]. 

Concurrent with this, sustainability has turned into a crucial component in the consumers' choice of 

hospitality. The decision-making processes of the guests are heavily based on the environmental and ethical 

impact of their selections [9]. The term Green Branding refers to the strategic infusion of eco-friendliness into 

the brand's identity, marketing, and operations, and has become a factor that differentiates and thus attracts 

consumer faith and long-term loyalty [10]. A current survey taken worldwide shows that more than 60% of the 

travelers consider sustainability measures as a decisive factor when making booking decisions, hence the hotels 

and resorts being forced through this to use technology that is eco-efficient, have circular management of 

resources and be open about their sustainability reporting [11][12]. Eco-Wellness Tourism and Green Branding 

coming together can be seen as a way for hospitality to win over the customers in the post-pandemic period by 

offering combined experiential, ethical, and sustainable value [13]. The whole wellness tourism concept 

considers the mental and physical aspect of the traveler while charging and enhancing his/her moral and 

environmental awareness through green branding [14]. These two paradigms’ integration is not only a way to 

fulfill changing customer expectations but also a means of building up competitive differentiation in a market 

that increasingly relies on experience-based and purpose-driven consumption [15]. The development of 

'Regenerative-Farming Stays' is one of the main high-value manifestations of the synergy described above, in 

which the guest's holistic wellness experience is embedded right in the middle of an environmental restoration 

project that is being actively managed. This is a brand-new luxury product that has the inherent quality of 

connecting personal and planetary well-being.[92] 

 

1.2 Problem Statement 

Although there has been a lot of academic research on wellness tourism and sustainable hospitality, 

their combined power to attract customers has not been studied much [16]. The literature usually treats the two 

concepts of wellness and sustainability independently, measuring their impact on satisfaction or intention to 

return [17][18]. The idea of the synergistic effect of wellness-creating experiences together with true green 

branding is yet to be developed substantially, especially in the context that has been shaped by the pandemic, 

where safety, authenticity, and perception have become important factors and ethical integrity strongly shape 

loyalty outcomes [19]. 

Organizations in the hospitality sector are being challenged in a twin way: they have to keep the 

wellness and eco-friendly practices truthful and at the same time they have to find ways to make money [20]. 

Greenwashing the practice of overstating or even lying about sustainability credentials makes customers wary 

and this destroys their trust and loyalty [21].Nevertheless, the immersive, verifiable business models like 

regenerative-farming stays tackle this problem by repositioning the value proposition to visible, co-created 

ethical value, thus justifying the premium pricing and at the same time, reducing the skepticism. This shift is 

backed by the newly emerging field of regenerative hospitality [92].  

 

1.3 Research Objectives 

This research has set the following three main goals: 

1. To examine the influence of Eco-Wellness Experiential Value comprising the very latest services 

such as regenerative-farming stays, holistic retreats, eco-spas, and wellness-centered hospitality, on the 

customer loyalty of the post-pandemic period, with a particular focus on experiential and emotional value 

creation [24]. 

2. To examine the role of Green Branding and demonstrated sustainability practices, such as eco-friendly 

infrastructure, CSR alignment, and transparent environmental communication, in consumer trust, satisfaction, 

and ethical at achment leading to perpetuated loyalty [25].  

3. To investigate the interplay of combining Eco-Wellness Tourism and Green Branding in the hospitality 

sector, indicating how this union contributes to the creation of lasting brand loyalty and competitive advantage 

[26]. 

The paper thus presents a complete model that connects eco-wellness experiences, the authenticity of green 

branding, and the formation of post-pandemic loyalty. Moreover, it not only fills a major gap in hospitality 

research but also renders practitioners who aspire to develop loyalty strategies that correspond with changing 

consumer values [27] useful insights. 

 

II. Theoretical Foundations and Literature Review 
2.1 Conceptualizing Customer Loyalty in Hospitality 

Customer loyalty is still regarded as the most important factor in marketing and service management research, 

especially in the case of hospitality where competition is fierce and the cost of switching is low [29]. Loyalty 

had been primarily viewed as a repetition of behavioral model in the beginning the customers' tendency to keep 
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on buying or going back purely based on the satisfaction they received from the service [30]. On the other hand, 

the current literature acknowledges that loyalty is a complex matter which not only requires the consumer to be 

satisfied with the transaction but also to have a positive attitude and feelings towards the brand leading to trust, 

commitment, and emotional bonding [31][32]. 

Expectancy–Disconfirmation Theory (EDT) offers a theoretical base for the understanding of satisfaction and 

loyalty. According to Oliver [33], satisfaction is a result of the perception of performance as equal to or better 

than expectations, which in turn leads to positive attitude and behavior outcomes. In the hospitality industry, 

this accounts for repeat visits when customers see the hotel's service, comfort, and values as consistent with 

their own [34]. But, lately, post-pandemic consumer behavior is not only about disconfirmation anymore; it also 

includes emotional resonance, ethical identification, and wellness assurance, which have become the main 

aspects of perceived value [35]. 

Consumer Behavior Theory (CBT) connects psychological and situational influences with consumer 

motivations, thus putting loyalty in perspective [36]. A modern hotel experience can yield not only functional 

advantages (comfort, convenience, low price) but also symbolic and experiential value, which boosts the 

reinforcement of one's identity and the feeling of pleasure [37]. Research indicates that customers' loyalty post-

pandemic has been built via an experience rather than being solely dependent on the service characteristics 

[38][39]. Thus, the concept of loyalty has been changed to a multidimensional one that includes the cognitive 

(rational evaluation), affective (emotional attachment), and conative (behavioral intention) dimensions [40][41]. 

The mentioned multidimensional view is highly applicable in cases where the trust and satisfaction are 

determined by the well-being, sustainability and authenticity [42]. Although the traditional models like 

SERVQUAL are still very much in use, new approaches that entail value co-creation, ethical consumption and 

experience economy principles are better at showing the emotional, reciprocal and moral aspects of customer 

commitment [43][44][45]. 

 

2.2 Eco-Wellness Tourism and Experiential Value 

Eco-Wellness Tourism is where wellness-oriented experiences meet ecological mindfulness, which is a 

combination that attracts those travelers who want to undergo physical rejuvenation, psychological recovery and 

environmental harmony at the same time [46]. Wellness tourism, unlike regular leisure travel, has as its main 

goal the complete restoration, which includes not only spa therapies, yoga retreats, nature immersion, 

mindfulness practices, and nutrition-focused hospitality but also relatedness with the environment [47].  

Pine and Gilmore's Experience Economy Theory, where customer's participation and value generation are 

emphasized, is the basis of experiential value and this statement strongly coincides with their theory because 

the immersive, memorable encounters do deeper emotional engagement and loyalty than regular service 

alone.[48] The research backs the claim that wellness activities make a positive impact on affective 

commitment, perceived well-being, and intention to return [49]. For instance, the spa-based wellness program 

connects the brand closely to the customer as it encourages self-connection and provides stress relief [50]; 

likewise, the perceived authenticity of wellness services has a direct link with customer loyalty and positive 

word-of-mouth [51]. 

 Eco-wellness tourism is a reflection of the hedonic–eudaimonic well-being model where the tourists are 

looking for both instant gratification (hedonic) and eventually, purpose-driven life (eudaimonia) [52]. The use 

of eco-friendly practices like solar-powered spas, organic food, and waste-free retreats not only enhances the 

effects but also caters to the customers' ethical and aesthetic needs at the same time [53][54]. Thus, wellness is 

both an experiential and moral consumption domain where loyalty is viewed as a reassertion of lifestyle 

values rather than mere service satisfaction [55]. 

The idea of Regenerative-Farming Stays not only combines wellness and ecology but also makes it a priority. 

The traditional agritourism model relied on the land for improvement only, whereas the new model connected 

health (mental physical) to the ecosystem's health [93]. This moves the offering to the highest level of 

experiential and moral consumption where the organic food consumption and taking part in farming activities 

(e.g., harvesting) embody the hedonic-eudaimonic well-being model by providing both instant pleasure and the 

purpose-driven engagement. 

The demographic analysis shows different trends: about 78% of wellness tourists are female, but the number 

of males is increasing because of their participation in adventure-based and performance-oriented wellness 

activities [56][57]. This stresses the necessity of creating eco-wellness products that meet the changing 

motivations and socio-cultural expectations [58][59]. 

 

2.3 Green Branding, Sustainability, and Ethical Consumption 

 

Sustainability has moved from being a non-essential corporate activity to a hotel brand's core identity in the 

hospitality sector [60]. Green Branding is a concept that embraces environmental values, ethical practices, 
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and sustainable technologies as part of the brand's symbolic and operational framework [61].Based on the 

Sustainable Consumption Theory, this method acknowledges that the consumers' decisions are heavily 

influenced by the ethical and environmental considerations, particularly among the eco-friendly tourists 

[62][63].  

The proof of genuineness in sustainability activities like the use of renewable energy, no waste, making the 

infrastructures carbon neutral, and cooperating with the UN Sustainable Development Goals helps to enhance 

the trust as well as the perceived integrity [64]. Witnessing the brand's significant ecological efforts makes the 

consumers feel more connected morally with the brand, thus leading them to be loyal and advocate for it [65]. 

On the contrary, greenwashing i.e., the use of deceptive environmental claims or the presentation of superficial 

eco-friendliness runs the risk of losing the customers and trust [66][67].  

Research shows that real green branding creates emotional trust and loyalty for a long time, while perceived 

greenwashing leads to reputational damage [68][69]. The Theory of Planned Behavior has been extended to the 

factor of sustainability attitudes, social norms, and perceived behavioral control as those which together have a 

strong influence on loyalty to eco-certified hotels [70][71]. However, there are always price versus convenience 

situations which constitute significant limitations; even those customers who are environmentally friendly might 

give up loyalty if the green measures make their stay less comfortable or more expensive [72][73].  

Regenerative farming along with its 'Farm to Bed' model is thus an unambiguous, high-integrity form of 

Authentic Green Branding that can be achieved through this explicit channel. It goes one step further than just 

sustainability through “doing no harm” approach to “doing good” through regeneration; thus, the practices from 

soil health to local sourcing are epitomized in the guest's full view and are of the most transparent ethical 

practices. This verifiable transparency is a potent solution to greenwashing and is being adopted as the new 

standard for luxury and ethical travel [3]. 

Consequently, the green branding that is successful must be the one that firmly places the environmental and 

social responsibilities at the heart of the organization’s operations while still reflecting through the brand’s 

identity the quality of the product or service that is profitable, unpretentious, and the customer keeps loyalty to 

[74][75]. 

 

2.4 Synergistic Integration: Eco-Wellness and Green Branding 

Although Eco-Wellness Tourism and Green Branding have had their studies conducted separately, their 

interplay is a pioneering area of research in the hospitality sector [76]. The core commonality between the two 

concepts is that they are both based on holistic sustainability: wellness is about personal health while green 

branding signifies the environment's health being collectively taken care of [77]. Wrapped together they offer a 

potent differentiation whereby wellness gains the moral right and green gets the emotional aspect [78]. 

 

Accordingly, it is reported that combining wellness and green positioning in hospitality leads to higher 

perceived authenticity and customer retention as a result of the company's superior communication practice 

compared to those of its competitors [79]. For instance, going to an eco-resort that provides eco-sustainable 

spa retreat, yoga, or farm-centered programs is not only for physical rejuvenation but also for ethical 

engagement, making the brand storytelling immersive and thereby the customer or brand loyalty being turned 

up more, [80][81]. The joining of wellness and green brands creates a situation wherein customers do not just 

consume but they get actively involved in the environment and their health as well; thus they consider 

themselves as the ones who create the well-being of the planet as well as that of the hotel and themselves [82]. 

 

This mingling, however, does not yield empirical hypotheses but rather the formulation of conceptual 

propositions: 

•Proposition 1 (P1): Eco-Wellness Experiential Value will contribute positively towards the post-pandemic 

hospitality context in terms of both the experiential and emotional loyalty. 

•Proposition 2 (P2): The Authentic Green Branding practices will positively influence the trust, ethical 

attachment, and thus the perceptible loyalty. 

•Proposition 3 (P3): The combination of Eco-Wellness Tourism and Green Branding will have a synergistic 

effect on loyalty outcomes that will be more than that produced by either approach alone.  

Brand storytelling is thus made more engaging, and the loyalty of the customer or the brand is increased 

correspondingly. The regenerative farm stay is the ultimate manifestation of this, where wellness experience 

(clean food, nature immersion) and green branding (restoring the ecosystem) are inseparably and physically 

merged throughout the operation 
 
The above propositions form the basis for the development of the Transformative Eco-Loyalty Model which 

will be depicted in Section 3 together with the mediator variables such as trust, satisfaction, and ethical affinity 

that [83]. 
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III. Conceptual Framework and Methodology 
3.1 Conceptual Framework 

Theoretical framework connects together Eco-Wellness Experiential Value and Green Branding as two main 

forces of customer loyalty in the post-pandemic era in the hotel sector. The model built on Sustainable 

Consumption Theory, Expectancy–Disconfirmation Theory, and Consumer Behavior Theory, suggests that: 

1) Eco-Wellness Experiential Value (e.g., holistic retreats, eco-spas, yoga programs) increases 

experiential and emotional loyalty. 

2) Green Branding practices (e.g., renewable energy, zero-waste policies, CSR alignment) create trust, 

ethical attachment, and loyalty.  

3) Their combination results in a synergistic effect, boosting loyalty more than one construct alone. 

Framework also includes mediating constructs such as:  

⚫  Trust: Emotional and moral confidence in the brand’s commitment to sustainability and wellness. 

⚫  Satisfaction: Perceived fulfillment of wellness, ethical, and experiential expectations. 

⚫  Ethical Affinity: Alignment of consumer values with the brand’s sustainability and wellness ethos. 

 

 
Figure 1: The Transformative Eco-Loyalty Model 

 

This framework stipulates the starting point for the conceptual propositions (P1–P3) stated in Section 2.4 and 

is in line with the interpretivist–inductive approach, so that theoretical development is prioritized over empirical 

testing. 

 

3.2 Research Philosophy and Approach 

The study employs the interpretivist–inductive philosophy, which acknowledges that customer loyalty, 

wellness and sustainability are socially constructed, context-dependent phenomena influenced by cultural, 

emotional and ethical factors. This orientation allows for: 

1. Comprehensive understanding of how consumers perceive eco-wellness and green branding practices. 

2. Study of subjective interpretations of loyalty that go beyond transactional interactions. 

3. Theoretical insights are drawn from secondary evidence rather than hypothesis testing. 
4. Inductive reasoning will bring together disparate literature into a unified conceptual framework 

coalescing around the relationship of wellness, sustainability, and loyalty which has been gradually identified 

[92][93] 

 

3.3 Research Strategy and Data Sources 

Considering the exploratory and theory-generating character of this research, the Systematic Literature 

Review (SLR) method was the one utilized for the gathering, assessing, and combining of secondary data that 

is relevant [94]. This process consists of(among others): 

 

1) Academic Sources: In the case of peer-reviewed articles from Scopus, ScienceDirect, and Emerald 

Insight, only those published between 2020 and 2025 will be taken into consideration. The selection will be 

based on the usage of the following keywords: “eco-wellness tourism,” “green branding,” “sustainable 

hospitality,” “post-pandemic customer loyalty,” and “ethical consumption.” 
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2) Industry Reports: Among the sources will be the Global Wellness Institute (GWI), World Tourism 

Organization (UNWTO), and Global Market Insights (GMI) publications. 

3) Corporate Documentation: For instance, sustainability and wellness reports from major hospitality 

brands (e.g., Marriott, Six Senses, Banyan Tree) will be included. These brands were carefully selected as 

market leaders in the luxury segment which has manifestly opened up a clear synergistic integration of both 

high-end wellness programs and transparent, verifiable green branding initiatives. Therefore they have been 

providing strong real-world data points for the conceptual synthesis. 

4) Inclusion Criteria: 

• Research that specifically deals with wellness-based hospitality offerings, sustainability or green branding 

strategies, or post-pandemic loyalty determinants. 

• Publications that appear in the 2020-2025 range in order to capture the post-pandemic context. 

5) Exclusion Criteria: 

• Research of no conceptual depth or empirical relevance to hospitality. 

• Non-English publications and non-peer-reviewed sources that are not credible. 

• SLR Metrics (PRISMA-style summary): 

➢ Initial search hits: about 450 articles 

➢ 210 excluded based on title/abstract 

➢ Full-text screened: 240 

➢ Final corpus included: 95 high-relevance studies and reports 

 

This process ensures rigorous, transparent, and reproducible data selection, supporting reliable conceptual 

synthesis. 

 

3.4 Data Analysis: Thematic Synthesis 

A thematic synthesis technique was employed to systematically analyze and interpret the literature collected 

for this purpose [105][106]. The procedure was in six phases: 

1. Familiarization: All selected sources will be reviewed and summarized to identify recurrent concepts 

(e.g., wellness authenticity, eco-brand trust, experiential immersion). 

2.  Initial Coding: Primary codes will be assigned such as “eco-friendly technology,” “sustainable 

architecture,” “wellness authenticity.”  

3. Theme Development: Codes related to each other will be grouped into broader categories (e.g., Green 

Hospitality Practices, Experiential Wellness Value).  

4. Theme Review: Theories of loyalty and principles of sustainable consumption will be used to cross-

check the themes that have emerged.  

5. Theme Definition and Naming: The final meta-themes will be determined, e.g. “Sustainability as 

Determinant of Choice” and “Authenticity as Loyalty Mediator.” 

6. Interpretation: The themes will be integrated into the conceptual framework of the connection 

between wellness and sustainability practices and loyalty outcomes [107][108].  

This method offers the possibility of analysis that is both flexible and rigorous, thus capturing the nuanced, 

context-dependent relationships which might be overlooked by quantitative methods. The triangulation across 

academic, industry and corporate sources confirms the robustness and the credibility [111].  

 

3.5 Research Limitations and Credibility 

1) The complete reliance on secondary sources might exclude the current consumer views and the 

emotional aspect of customers. 

2) The rapid transformation in wellness and sustainability trends might cause the temporal sensitivity of 

certain findings. 

3) Even though these limitations exist, the credibility is further strengthened by: 

⚫ The triangulation of various data sources. 

⚫ The focusing on peer-reviewed and high-quality industry reports.  

⚫ The use of transparent and reproducible SLR methodology. 

This section establishes a solid conceptual foundation for integrating Eco-Wellness Tourism and Green 

Branding in post-pandemic hospitality, preparing for the next stage: thematic findings and conceptual 

discussion in Section 4. 

 

IV. Conceptual Synthesis and Thematic Findings 
By conducting a systematic literature review and a thematic synthesis, the researchers managed to spot up to six 

main categories that explain how Eco-Wellness Tourism and Green Branding come together for the 
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hospitality industry to gain back customer loyalty after the pandemic. These categories were linked to the 

conceptual framework and to the propositions (P1–P3). 

 

4.1 Experiential Wellness Value 

Definition: The holistic, immersive, and restorative experiences that wellness tourism offers, including spa 

treatments, yoga retreats, meditation programs, and nature-based interventions [47][50]. 

1.Synthesis: 

Wellness activities facilitate psychological engagement and affection, thus supporting loyalty through 

psychological rehabilitation and self-relation [49][51]. 

The combination with green practices (organic meals, solar-powered retreats) increases the feeling of realness 

and creating a mix of pleasure and eudaimonia valued that fits consumer lifestyle aspirations [52][53]. 

2.Conceptual Implication: 

Proposition P1: Eco-Wellness Experiential Value positively influences post-pandemic customer loyalty 

 

4.2 Authentic Sustainability Practices 

Definition: Real implementation of green operations and responsible practices, such as the use of renewable 

energy, the cutting down of waste, alignment with CSR, and the observance of SDGs [64][65]. 

1.Synthesis: 

Sustainability practices that can be seen and heard by the guests lead to the guest’s perception of the hotel being 

authentic, which in turn strengthens the guest's moral trust and ethical attachment [68][69]. 

Steering away from the practice of greenwashing is vital; for that, loss of loyalty is likely if the inauthenticity is 

perceived [66][67]. 

Moreover, sustainability practices act as functional cues of brand integrity and responsibility, influencing 

customers’ choice of returning [70][71]. 

2.Conceptual Implication: 

Proposition P2: Authentic Green Branding practices positively influence post-pandemic customer loyalty. 

 

4.3 Trust as Mediator 

Definition: Emotional and cognitive assurance in the brand's dedication to health and environmental protection 

[42][65] 

1. Synthesis: 

Trust acts as a bond that links the perceived value (health and environmental protection) with loyalty behaviors.  

The studies indicate that when the consumers are confident in the brand’s ethical and experiential promises, 

then they are very likely to engage in repeat visit, advocacy, and premium adoption [68][69]. 

2. Conceptual Implication: 

 Trust is the linking factor in the relationship formed by the brand's wellness and sustainability practices and 

loyalty outcomes 

 

4.4 Satisfaction and Experiential Fulfillment 

Definition: Customer-perceived satisfaction of the brand's offering in the areas of wellness, comfort, and ethical 

responsibility [33][35].  

1.Synthesis 

The three dimensions of post-pandemic hospitality satisfaction are physical restoration, emotional wellbeing, 

and ethical alignment. 

 Positive encounters increase loyalty, chiefly when the expectations regarding health, safety, and sustainability 

are met or even surpassed [34][38]. 

2.Conceptual Implication: 

Satisfaction plays a major role as a mediator connecting Eco-Wellness Tourism and Green Branding to 

customer loyalty. 

 

4.5 Ethical Affinity and Value Alignment 

Definition: Synchronization of consumer values (ethical, environmental, wellness-oriented) and brand 

philosophy [62][63] 

1. Synthesis 

More and more consumers are rewarding brands that are in line with their values and lifestyles. Ethical affinity 

creates a stronger emotional connection and increases the likelihood to continue being loyal in the long term 

[72][73].  

Eco-wellness marriage makes sure that the wellness experiences are not only enjoyable but also morally 

significant. 
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2. Conceptual Implication: 

Ethical affiliation acts as a mediator for the joint effect of Eco-Wellness Tourism and Green Branding on 

loyalty 

 

4.6 Synergistic Integration Effect 

Definition: The joint effect of Eco-Wellness Experiential Value and Authentic Green Branding is greater than 

the sum of their individual effects [76][80]. 

1.Synthesis: 

Using integrated methods, the loyalty transformation of customers who consider themselves to be co-creators 

of wellness and sustainability outcomes is achieved. 

Sustainable spa therapies in eco-resorts and yoga retreats at farms are some of the ways that such practices are 

sustainable and good for the customers [79][81][82]. 

Synergy names the process of enlarging the areas of competitive differentiation, richness of brand narrative, and 

durability of loyalty. 

 

2.Conceptual Implication: 

Proposition P3: The merger of Eco-Wellness Tourism and Green Branding comes up with a synergistic effect 

which not only boosts post-pandemic customer loyalty but also goes beyond the individual impacts of these two 

factors. 

 

Table  1 Summary of Thematic Findings 

 
Theme Definition Link to Loyalty Proposition 

Experiential Wellness 

Value 

Holistic, immersive wellness 

experiences 

Enhances emotional attachment and affective loyalty P1 

Authentic Sustainability 

Practices 

Tangible green operations 

and ethical practices 

Builds trust and ethical attachment P2 

Trust Emotional and cognitive 

confidence in brand 

Mediates wellness/sustainability → loyalty Mediator 

Satisfaction Fulfillment of expectations 

(wellness, ethics) 

Mediates wellness/sustainability → loyalty Mediator 

Ethical Affinity Alignment of brand and 
consumer values 

Strengthens emotional and moral commitment Mediator 

Synergistic Integration 

Effect 

Combined eco-wellness and 

green branding impact 

Produces transformative loyalty beyond individual 

effects 

P3 

 

V. Theoretical Discussion and Implications 
This part presents the conceptual synthesis from Section 4 through established theoretical lenses and points out 

how Eco-Wellness Tourism and Green Branding together nurture post-pandemic customer loyalty. At the 

same time, it clarifies the theoretical contributions and managerial implications for the hotel sector.  

 

5.1 Theoretical Integration 

5.1.1 Self-Determination Theory (SDT) 

Self-Determination Theory states that intrinsic motivation is a consequence of satisfying psychological needs 

for autonomy, competence, and relatedness [88] 

 

Application to Eco-Wellness: Wellness tourism gives freedom to the individual in selecting the health method, 

skill through personal development such as yoga or meditation, and bond through people sharing experience at 

eco-resorts [52][55]. 

 Application to Green Branding: Ethical and sustainable methods meet the need for ethical alignment, 

allowing consumers to behave in ways that are consistent with their values [62][64] 

 Implication: if wellness and sustainability encounters operate in the realm of these psychological needs, then 

monopoly of loyalty has infused transactional guests with the quality of value-driven advocates. 

 

5.1.2 Service-Dominant Logic (SDL) 

Service-Dominant Logic presents the party to whom the value accrues as a joint consumer and provider and not 

separated by the medium over which the value is expressed [44][45]. 

1. Eco-Wellness Application: The guests are actively involved in the process of value delivery by 

participating in retreats, mindfulness sessions, and eco-friendly practices, which is basically what co-creating 

wellness value means for them [82]. 
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2.Green Branding Application: The practice of sustainability not just involves the companies but also the 

consumers who actively co-create the value, thus going beyond the mere consumption [79][80]. 

3..Implication: The fusion of wellness and sustainability is converting the hospitality industry to a co-created 

ecosystem, where loyalty is by the way of participating, and not only through service delivery. 

 

5.2 Conceptual Contributions 

This paper offers three major contributions to the development of hospitality theory: 

1.Integration of Wellness and Sustainability: Past research mainly considers wellness and green branding as 

distinct topics; however, the present study reveals their mutual impact on loyalty and proposes a combined 

Transformative Eco-Loyalty Model (TELM). 

2.Multi-Dimensional Loyalty Lens: Overlooks loyalty not only as a frequency of purchases but also includes 

other dimensions like emotional, ethical, and experiential, thus linking psychological and ethical consumer 

motivations. 

3.Theoretical Alignment: Places eco-wellness and green branding practices in relation to SDT, SDL, and 

ethics of care, thus providing a solid theoretical basis for the loyalty these constructs create which is resilient 

even after the pandemic. 

 

5.3 Managerial Implications 

1.Develop Regenerative Business Models Hotel and resort operators are recommended to not just make 

available, but also to link up, the mind-body wellness experiences with the eco-friendly operations to draw out 

the most emotional and moral value for the customers. More specifically, the companies need to discuss the 

models that take on-site regenerative farming (the ‘Farm to Bed’ concept) or building deep partnerships with 

local regenerative farms. Through this strategy, the environmental commitment is transformed into a high-value 

product, giving a luxury guest experience that is at the same time a visible act of environmental stewardship, 

which legitimizes premium pricing and builds a strong integrated brand narrative [92]. 

 

2.Design Holistic Wellness Programs: The hospitality industry managers are advised to not only provide but 

also integrate the mind-body wellness experiences with the environmentally responsible operations to gain the 

maximum emotional and ethical value for the guests. 

3.Prioritize Authenticity: Transparency in green practices hugely reduces the possibility of greenwashing and 

at the same time invites trust and moral affiliation. The sustainability certifications that are publicly verifiable 

and the communication that goes with it fosters credibility 

4.Co-Creation Opportunities: Invite guests to take part in the company's sustainability efforts (for instance, 

through volunteering, attending workshops), which not only backs the SDL principles but also contributes to 

making the brand value more attractive through the customer's feeling of ownership. 

5 .Ethical Branding as Differentiation: Combining eco-wellness with health and nature issues leads to the 

market that is looking for experience and values more strengthened with the post-pandemic era of consumerism 

who are seeking the health and environment issues increasingly more than the rest of the market. 

5.4 Research and Policy Implications 

For Academics: The TELM framework can be a stepping stone for research validation, survey design, 

longitudinal studies, or mixed-method research into the post-pandemic loyalty of hospitality. 

 For Policymakers: Developing eco-wellness tourism standards, sustainability certification, and public 

awareness campaigns can raise the level of ethical and wellness practices throughout the industry, thereby 

reinforcing customer trust and loyalty on a systemic level. 

5.5 Limitations and Future Directions 

1.Conceptual Nature: The development of an interpretive synthesis necessitates the subsequent empirical 

validation for the testing of the suggested relationships.  

2.Contextual Variability: It is possible that consumers’ reactions might vary culturally, economically, and 

geographically; thus, future research should focus on cross-cultural acceptance of the findings. 

 3.Dynamic Trends: The wellness and sustainability practices are very much subject to rapid changes; 

longitudinal studies could be conducted to find out to what extent changing eco-wellness offerings affect loyalty 

over the time. 

 

VI. Conclusion 
The merging of frameworks like Eco-Wellness Tourism and Green Branding has permitted the 

study to elucidate the multi-faceted loyalty created through the synergy of wellness-oriented experiences and 

genuine sustainability practices, which is the main reason for the emotional, ethical, and experiential 

dimensions of post-pandemic customer loyalty in the hospitality sector. The paper claims this through an 

interpretivist-inductive synthesis of academic and industry literature. 
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6.1 Key Insights 

1.Transformative Eco-Loyalty Model (TELM): The fusion of eco-wellness and green branding creates a 

single mechanism through which the guests get value not only through service excellence but also through the 

alignment of ethics, personal wellness, and active participation. 

 

2.Theoretical Contribution: The paper illustrates that loyalty is a product of both intrinsic motivation and 

relational ethical engagement by correlating the TELM with Self-Determination Theory, Service-Dominant 

Logic, and Ethics of Care. 

 

3.Managerial Relevance: The hospitality sector can harness the power of the TELM to create wellness 

programs that are all-inclusive, conduct sustainability initiatives with genuineness, and offer co-creation 

opportunities that together develop trust, satisfaction, and ethical affinity thus, capturing lasting brand loyalty in 

a post-pandemic environment. 

 

6.2 Implications for Future Research 

The empirical testing of the TELM framework necessitates survey-based, longitudinal, or mixed-method 

approaches to confirm the proposed conceptual relationship.  

 

The need for cross-cultural studies arises to see the extent to which the differences in eco-wellness and 

sustainability initiatives reception are affected by socio-economic and cultural factors. 

Research into the dynamic trends of wellness offerings, environmental technologies, and changing customer 

expectations can continuously improve the TELM, thus keeping it relevant in a hospitality landscape that is 

increasingly conscious about sustainability.  

 

6.3 Final Remarks and Conclusions  

To sum up, this conceptual study has shown that wellness and sustainability are not simply operational 

strategies but rather the main engagement drivers of the experiential, ethical, and emotional kinds. By 

mixing up Eco-Wellness Tourism and Green Branding, the hospitality industry can create a post-pandemic 

loyal customer base that is strong, value-driven, and ethically sound. The merge does not only offer a new 

theoretical perspective but also comes up with a practical approach that can be used for future research and 

strategic management of the global and evolving hospitality sector. 
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