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Abstract

:

The current study sought to extend the literature on antecedents of the green behavioral intentions of hotel guests in a developing country context. Building on the theory of planned behavior and moral norm-activation theory, antecedents of the green behavioral intentions of hotel guests were proposed and tested using a developing country as a field of study. Data were collected from 203 hotel guests, and the proposed model was analyzed using a structural equation modeling technique. The results showed that altruism helps in developing positive attitudes, and these attitudes have a significant influence on hotel guests’ green behavioral intentions. Similarly, cognitive aspects, including quality attributes and value for money, also play a role in developing positive intentions for willingness to pay more and revisit intentions. Inconvenience has a significant negative impact on revisit intentions, and quality attributes have a significant positive impact on willingness to pay more.
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1. Introduction


Green purchase behavior is purchasing and consuming a product that presents no harm to the environment [1]. The focus of this behavioral outcome is to benefit the whole society. The importance given by the customer to environmental issues has made business organizations follow proenvironmental strategies [2]. Concern for the environment has increased over the last few decades [1,3]. The improved awareness level of consumers has made environmentalism a significant issue in the marketplace. Ecologically conscious customers are looking for green products and services and prefer firms that have integrated environmental concerns in their strategies [2]. The number of customers who think that they are going to make more proenvironmental decisions is increasing every year [4]. Following environmental initiatives such as the International Hotels Environment Initiative (IUEI) in 1993 and the emergence of green consumerism and environmental movements, which has spurred criticism of tourism and hotel practices, the hotel industry is making efforts to attain ecological sustainability by reducing the consumption of water, energy, and raw materials [5].



The eco-friendly or sustainable hotels phenomenon is not a fad with a short life. These types of hotels have existed for more than three decades, and their numbers have continued to multiply [6]. According to Pizam, “As to the question of whether green hotels will be a fact of life in the middle- and long-term future of the hotel industry, it is my personal belief that with the spiraling costs of energy and the accelerated depletion of the planet’s resources, hotels, like most other businesses, will have no other choice but to become “real green” [6]. As the growing number of hotel industry customers are becoming aware of the environmental activities of the hotels they choose to stay in, many hotels are now integrating their strategies with the principles of sustainable development [7,8].



Increased awareness about the impact of hotels on the environment and the environmental policies that hotels follow to reduce their impact has a significant impact on customers’ hotel selection. Even though there is much research about hotel attributes and how these attributes affect the hotel selection process, minimal research has analyzed the environmental attributes by hotels [9].



To date, customers and green behavioral intentions, as well as its antecedents, have dominated the marketing literature. The conclusions are both operational and conceptual. These studies have successfully identified the relationships among and between particular variables (that can develop favorable intentions) and have helped us to better understand and enabled us to better discriminate between these constructs. Merli et al. [8], focusing on hospitality industry customers, found a positive association between the ecolabeling of hotels and hotel guests’ satisfaction and their loyalty toward green hotels. There is no doubt due to the implicit assumption that the green behavioral intentions of customers lead directly to favorable outcomes for hotel management [10,11]. However, according to González-Rodríguez et al. [12], there is a “limited understanding of customers’ environmental concern, as variable to understand the importance ascribed to environmental practices by consumers”.



Many studies in the hospitality literature focused on the impact of green practices by hotels on hotel guests’ satisfaction and their loyalty [8,10,13]. As there is no straightforward relationship between intentions and actual behavior [14], personal characteristics, including values and beliefs, and evaluations of customers’ quality attributes can be influential. Sukawati et al. [15], using interview data from Indonesia, also concluded that values and beliefs do not automatically translate into actual behavior; rather, they are only two of the many factors influencing responsible behavior. However, researchers have overlooked the altruistic and collectivistic orientation of hotel guests while showing their hotel revisit intentions or their willingness to pay more. Another factor that has also been neglected in the hospitality literature is the understanding of the process of how guests make proenvironmental behavioral intentions.



What are the antecedents of the green behavioral intentions of hotel guests in an emerging market? This question still needs to be answered. It has also been observed that less attention has been directed toward examining corporate social responsibility (CSR) generally and environmentalism particularly in emerging and pre-emerging market contexts [16]. Pakistan, a developing market, presents a different country-level context. The attitude and behavior of customers toward the environmental activities of firms including hotels are very different from that of customers from developed economies [17,18]. Hence, in order to better understand factors affecting the proenvironmental behavior of hotel guests, a comprehensive model using the moral norm-activation theory by Schwartz [19] and the theory of planned behavior [20] was proposed and analyzed.



The contributions of the current study are two-fold. First, we propose a holistic model of the antecedents of green behavioral intentions, considering moral norm-activation and the theory of planned behavior. Second, we test the model in the hospitality industry context, using a developing country as a field of study for a better understanding of the behavior of customers there. It is especially relevant for environmentalism to distinguish the research context of developing and developed countries. The proenvironmental behavioral intentions of hotel guests can be affected by social, economic, and cultural conditions [15]. Developing economies do not share the same cultural and social values, norms, economic conditions, and priorities that can be aligned with corporate social and environmental behavior as in “Western” nations [21,22]. Presenting and testing a holistic model of determinants of the green behavioral intentions of customers in an emerging economic perspective will not only help in providing theoretical implications by generalizing the concepts that have largely been developed through the literature coming from Western and developed economies but will also provide practical and managerial implications by the identification of the determinants of the green behavioral intentions of customers in an emerging market.



Environmental Impact of Hotels


The specific operating characteristics of hotels have made them highly resource dependent. This industry consumes large amounts of water, energy, nondurable products, and raw materials. Thus, the environmental impact of these facilities is far more significant than other types of commercial buildings of a similar size, except hospitals [23,24]. Unnecessary and excessive consumption of water, energy, and nondurable products is estimated to account for 75% of environmental impacts created by this industry, followed by emissions released to air, water, and soil [12,23]. Similarly, many hotels that attract tourists are located in very delicate natural environments [12,25].



Depending on the process used for generating electricity, cooling, and heating systems, a typical hotel emits between 160 and 120 kg of CO2 per square meter of the room floor annually [3]. According to Bohdanowicz [26], European hotels released more than ten megatons of carbon dioxide. Similarly, a typical hotel produces more than 1 kg of waste per guest per day, resulting in excessive tons of waste every month. The American lodging industry consumes about 55.6 TWh of energy per year; however, their counterparts in Europe use about 39 TWh.



After this introduction of the study, Section 2 focuses on the theoretical background and hypotheses development while synthesizing the literature available in the research area. Section 3 outlines the methodology, including the data collection procedure, measures, and sample profile, followed by Section 4, which regards the methods adopted for data analysis and the results of the study. Discussion, implications, limitations, and conclusions are presented in Section 5.





2. Literature Review


2.1. Behavioral Intentions of Green Hotel Consumers


Many hospitality and marketing researchers have reached a consensus on the fact that the long-term success of a company is dependent on positive pre- or postpurchase decisions, e.g., [13,27,28,29]. Hence, several studies have tried to explore the complex decision-making process involved in developing favorable behavioral intentions (including the willingness to pay more and revisit intentions) [10]. The comprehension of this process can indicate decision formation [10,30,31].



The theory of planned behavior (TPB) [20] has been used by many researchers in the sustainability literature to study green behavior, e.g., [10,28,32,33], either by combining it with another theoretical model or by proposing extension in this theory. Despite the general usefulness of the TPB, several studies made efforts to improve this theory’s explanatory power by adding additional constructs within the TPB model [34]. For example, Han and Kim [28] extended the model by including the relationship between service quality and customer satisfaction, overall image, and frequency of past behavior as predictors of behavioral intentions. Kim and Han [9] included environmental concerns, customer effectiveness, and environmentally conscious purchase behavior relationships in the model. Similarly, Chen and Tung [33] built an extended TPB research model incorporating moral norms and the consequences of recycling to explain consumers’ recycling intentions.



The performance of a specific behavior can be explained with the help of positive intentions to perform that behavior [20]. The actual behavior can be effectively explained with the help of positive behavioral intentions. As behavioral intentions are the willingness or probability to perform a specific behavior, the theoretical foundations of the TPB have successfully been used by many researchers in explaining environmentally conscious purchase decisions [31,35].



Researchers in the hospitality context [28,35,36] have used revisit intentions to predict environmentally friendly hotel customers’ behavioral intentions. Similarly, Kim and Han [10] used willingness to pay as a behavioral intention of environmentally friendly hotel customers. Han, Hus, and Lee [37] and Han et al. [36] used revisit intentions, word of mouth intentions, and willingness to pay more as behavioral intentions of such customers. For the current study, to predict environmentally friendly intentions, revisit intentions and customer willingness to pay more to stay at environmentally friendly hotels are used.



2.1.1. Collectivism and Behavioral Intentions


Collectivist orientation makes people more dependent on the group they belong to; they are less self-reliant and usually do not exercise freedom of choice [38,39,40]. Whereas individualistically oriented people are independent, they have less focus on group harmony, feel competition from people around them, and try to exercise freedom of choice [38,39]. Individualism or collectivism orientation has attracted researchers’ attention and has been investigated at both the individual level (orientation of individuals within a culture) and aggregate level (difference across cultural levels) [40,41].



Collectivist orientation can motivate individuals to perform certain behaviors at individual levels [40,41]. This value orientation has been found to influence a range of social behaviors, including ethical decision making [42]. People with collectivist orientations are more likely to be involved in proenvironmental behaviors than people with individualistic tendencies [43]. According to Wang et al. [44], the collective values of individuals are a significant predictor of their intentions toward green purchases. Similarly, Laroche et al. [45] suggested that collectivist-oriented people are friendlier toward the natural environment. Kim and Choi [40] also found collectivism has an impact on green purchase behavior. The positive and significant impact of collectivism on proenvironmental behavior has been supported by many investigations, i.e., [44,46,47,48]. Goh and Wahid [47] studied Malaysian consumer behavior and found collectivism as an essential determinant of green purchases. Kirmani and Khan [48] found collectivism as a predictor of environmental concern in Indian consumers. Similarly, Wang et al. [44] found collectivism as a predictor of green purchase attitude and green purchase intentions in Chinese hotel consumers.



The impact of values on individuals’ attitudes and behavior has been theoretically and empirically supported [49,50]. Individuals process only the information congruent with their value orientation [51]; hence, a person with an individualistic orientation will be more concerned about themselves rather than their impact on the environment. Based on the above findings, the following hypotheses are made.



Hypothesis 1a (H1a). 

Customers with a collectivist orientation will give importance to environmental issues and (b) feel convenient to locate an environmentally friendly hotel.






2.1.2. Altruism and Behavioral Intentions


The moral norm-activation theory by Schwartz [19] proposes that the probability of performing particular behavior depends on the awareness of the consequences of a particular behavior. According to the moral norm-activation theory, the occurrence of altruistic behaviors is dependent on an individual’s moral norms that are prompted due to their understanding of the negative outcomes of a specific behavior or the belief that their actions can reduce or limit these negative outcomes. As the tradeoff between the individual and collective benefit is the basis of proenvironmental behavior, many researchers, e.g., [41,52,53], in their investigations have intellectualized altruism within the framework of the Schwartz moral norm model [19] and, by using different environmental behaviors, have provided substantial support of this theory.



Despite limited empirical investigations, altruistic values have shown a significant impact on environmental attitudes and behaviors [25]. Mas’od and Chin [54], using a sample of green hotel consumers from Malaysia, found that altruism positively influences the consumer green hotel selection. Teng et al. [55], using the theory of planned behavior in China and Taiwan, found that consumers’ perception of behavioral control for green hotel selection is affected by their altruistic values. Han et al. [56], investigating 263 guests at green hotels in Vietnam, found the important role of individual proenvironmental values and the norms of hotel guests and their engagement in environmentally friendly behavioral intentions. Similarly, Wang et al. [25] empirically supported that altruistic values impact green purchase behavior and green purchase intentions in Chinese hotel consumers. Individuals with high altruistic values paid more attention to the negative consequences of environmental issues and their impact on humans [41] and had proenvironmental attitudes. Hence, the following hypotheses are proposed:



Hypothesis 2a (H2a). 

Customers with a high degree of altruism will give importance to environmental issues and (b) feel it convenient to locate an environmentally friendly hotel.






2.1.3. Attitudes and Behavioral Intentions


Positive attitudes are linked with positive purchase intentions [57]. Many investigations have to provide empirical support for the positive impact of green purchase attitudes and green purchase intentions, e.g., [25,57,58]. Wang et al. [25] found a positive impact of green purchase attitudes on green purchase intentions in Chinese consumers. Jaiswal and Kant [57] found the same results in Indian consumers, and similarly, Yoon and Kim [58], analyzing USA university students, found attitudes as the strongest predictor of green advertising intentions.



The two most studied and cited attitudes in the environmentalism literature are importance and inconvenience. Importance is how much importance one gives to environmentally friendly behaviors, while inconvenience is how much one feels it inconvenient to perform environmentally friendly behavior [59]. These are two different attitudes and can be present at the same time; for example, one might feel that it is imperative to behave in an environmentally friendly manner but might also feel the inconvenience of behaving in an environmentally friendly manner.



The majority of prior studies, e.g., [45,60,61,62], have used these two types of attitudes concerning the recycling behavior of environmentally friendly consumption and have identified that importance has a positive impact, while inconvenience has a negative impact on the environmentally friendly behavior of individuals. Following the lines of Laroche et al. [45], it is believed that no matter how much importance one gives to environmentally friendly activities, the perception about the inconvenience to perform such activities can also have an impact on the intentions to perform environmentally friendly behaviors. Hence, the following hypotheses are proposed.



Hypothesis 3a (H3a). 

Importance given to environmental issues will positively impact the willingness to pay higher prices to stay at an environmentally friendly hotel and (b) the revisit intentions of customers.





Hypothesis 3c (H3c). 

Inconvenience faced to locate an environmentally friendly hotel will have a negative impact on the willingness to pay higher prices to stay at an environmentally friendly hotel and (d) on the revisit intentions of customers.






2.1.4. Cognitive Aspects and Behavioral Intentions


According to Lee et al., “cognitive image relates to consumers’ belief about an object (such as a green hotel) based on an evaluation of its known attributes” [63]. Positive cognitive aspects regarding an environmentally friendly hotel or the green claim strength of an environmentally friendly hotel have been reported to have two significant dimensions, i.e., value for money and quality attributes [63]. Perception of service quality and value for money are taken as cognitive aspects that might impact consumers’ behavioral intentions.



Previous studies [45,64] have adopted a cognitive approach while focusing on perception and expectations about service quality to study the behavioral intentions of consumers. The perception of high quality has a positive impact on intended behavior. Baker and Crompton [65] identified that perceived quality has more substantial total effects on behavioral intentions than satisfaction. Similarly, green products’ perceived quality has implications for green purchase intentions [66]. Prior literature [67,68] has also identified product quality as an antecedent of green purchase intentions and behavior. Similarly, according to Cronin et al. [69], in quick-service restaurants, satisfaction due to quality attributes is very critical in the repurchase decisions from the same vendors.



Perceived value for money is a difficult concept to define and measure. According to McDougall and Levesque [70], it can be defined as “perceived value is the results or benefits customers receive in relation to total costs (which include the price paid plus other costs associated with the purchase).” Primarily it is the difference between cost paid and benefits received. The satisfaction level of customers who perceive that they receive value for money is higher than those who do not perceive to receive value for money.



The relationship between perceived value for money and customer intended behavior has been part of much service marketing literature [70,71]. Park and Njite [71] proposed that perceived value for money impacts the satisfaction and future behavioral intentions of customers. Regarding behavioral intentions, perceived value for money is a critical aspect [70,71]. Ritter et al. [68] found that both value for money and quality attributes influence green product purchases while studying Brazilian customers. Similarly, Lee et al. [63] also suggested that cognitive components, including value for money and quality attributes, can impact the behavioral intentions of environmentally friendly hotel customers. Hence, for studying environmentally friendly hotel customers’ intended behavior, it is believed that this intended behavior is affected by the customers’ perception of the value for money and quality attributes.



Hypothesis 4a (H4a). 

The higher the perceived value for money, the higher the willingness to pay more and the (b) revisit intentions of customers.





Hypothesis 4c (H4c). 

The more positive the perception about quality attributes, the higher the willingness to pay more and the (d) revisit intentions of customers.





The model of the green behavioral intentions of hotel guests based on the purposed hypotheses is presented in Figure 1.






3. Methodology


3.1. Data Collection


Data were collected from the guests of hotels located in Rawalpindi and Islamabad, Pakistan. A survey was developed on Google Forms, and a cover letter describing the aim of the study and URL address for the online survey form were placed in hotel receptions and rooms. A total of 203 usable responses from hotel guests were received over a period of 5 weeks and were used for data analysis.




3.2. Measures


Each latent construct was measured using multiple items, all adapted from previous literature. The multi-item constructs in the questionnaire were altruism, collectivism, inconvenience, importance, value for money, quality attributes, willingness to pay more, revisit intentions, marketing strategy, and operational strategy. Guagnano’s [53] 7-item scale using a five-point Likert scale, where (1) “strongly disagree” and (5) “strongly agree,” was used for the measurement of altruism. For measuring collectivism, a three-item scale was adopted from Yamaguchi [72] and was measured on a five-point scale from (1) “not at all important” to (5) “extremely important.” Inconvenience and importance, measures for attitude, were measured with the help of three items each on a five-point Likert scale adopted from Laroche et al. [59]. Value for money and quality attributes were measured with the help of three and eight questions, respectively, adopted from Lee, Hus, and Kim [63]. Willingness to pay more and revisit intentions were measured with the help of 5 and 3 items, respectively, adopted from Han, Hus, and Lee [37]. All scales mentioned otherwise were measured using five points, ranging from strongly agree to strongly disagree.




3.3. Sample Profile


Among the respondents in the final sample of 203 responses, 61% were male, and 39% were female; 73% of them were employed, and 27% had their own business or were unemployed; 14% of the respondents had a Bachelor’s degree, 67% held a Master’s, degree and 18% had other degrees or higher qualification; and 69% respondents were staying at 5-star hotels, 23% were staying at 3-star hotels, while 8% were from 3-star hotels.





4. Data Analysis


An incremental or two-step approach to the structural equation modeling technique (SEM) was used for data analysis. Data were analyzed using both SPSS 16 and AMOS 16.



4.1. Reliability


Cronbach’s Alpha scores and composite reliability index were used to check the internal consistency and reliability of factors. Cronbach’s Alpha score ranged between 0.75 and 0.91 for each variable present in the model, while it was 0.89 for the full scale. Similarly, the composite reliability for all variables present in the model lies between 0.76 and 0.91. The results of the reliability analysis are given in Table 1.




4.2. Validity


According to the validity results, altruism 3 (ALT3) and value for money 2 (VM2), both observed variables, were unsuccessful in loading into their respective latent variables, with square multiple correlation values equal to 0.23 and −0.34 for ALT3 and VM3, respectively. However, the rest of the variables showed convergent validity by loading into their latent factors with acceptable squared multiple correlation values (>0.5).



Discriminant validity was assessed with the help of the criterion mentioned by Fornell and Larcker [73], where average variance extracted (AVE) values were analyzed with reference to the square of the correlations of each latent variable. The results supported the discriminant validity of all constructs, as the AVE values for all variables were greater than the square of the correlations of each latent variable. The results are reported in Table 1.





5. Results


5.1. Model Estimation and Analytical Strategy


A two-step approach to SEM was used as an analytical strategy. In the first step, the measurement model was analyzed, while in the second step, the structural model was analyzed using the maximum likelihood estimation (MLE) method.



5.1.1. Measurement Model


The measurement model results identified a good fitted model, where not only were all items loaded into their respective constructs but also had an acceptable t-value (>2.50), factor loadings (>0.5), and R2 (>0.5). Therefore, none of the observed variables were considered for removal from the model [74]. The results of the measurement model are given in Table 2.




5.1.2. Structural Equation Modeling


The structural model was run by taking the items that were successfully loaded into their respective latent factor. The hypothesis related to collectivism and inconvenience was rejected, while the rest of the proposed hypotheses were accepted. The structural model results are presented in Table 3 and Figure 2. One path of collectivism was insignificant, while one path was significant; for altruism, both paths were significant. Hence, Hypothesis H1b was rejected, and Hypotheses 1a, 2a, and 2b were accepted. All paths leading to behavioral intentions were also significant; hence, Hypotheses H3 and H4 were also accepted.






6. Discussion


The current study presented and tested a model for explaining the customer behavioral intention formation to stay at an environmentally friendly hotel. With the exception of collectivism, all the proposed hypotheses are accepted. This study provides theoretical and managerial implications for comprehending the determinants of hotel guests’ intentions to visit a green hotel. The primary aim of this study was to discover the antecedents of the green behavioral intentions of hotel guests in an emerging economy. The study results identified a significant relationship between the behavioral intentions (including, revisit intentions and willingness to pay more) and hotel guests’ environmentally friendly attitudes, their cognitive evaluations, and altruism. One of the managerial implications of these results is that organizations can use their customers’ behavioral intentions to shape up their strategy or use these intentions as their differentiation strategy.



The first important finding is the impact of the importance on both willingness to pay more and revisit intentions. Out of four constructs (inconvenience, importance, value for money, and quality attributes), the importance customers give to environmentally friendly behavior has the most substantial impact on their intention development. This result is consistent with the findings of many authors [25,45,57,58]. Studies, e.g., [2,25], have suggested that environmentally friendly attitudes and concerns favor environmentally conscious businesses. The second important construct that influences behavioral intentions is quality and value for money for willingness to pay more and inconvenience and value for money for revisit intentions, respectively. The quality attributes directly influence willingness to pay more, while inconvenience more significantly negatively affects revisit intentions; however, value for money predicts both the revisit intentions and willingness to pay more This finding is consistent with Lee, Hus, Han, and Kim [63], Cheung and To [66], and Park and Njite [71], who identified that cognitive aspects play an essential role in future intention development. The study by Laroche et al. [59] revealed that a segment of consumers willing to pay extra for environmentally friendly products is large enough to warrant marketers’ attention. Similar conclusions were also advanced by many recent investigations.



The third important finding is related to the insignificant relationship between collectivism and inconvenience. These results are not consistent with the findings of many studies, e.g., [44,46,47,48]. The context of this study is also important and needs reflection at this stage. The social and cultural values have implications for shaping attitudes. Pakistan, being a collectivist society [38], has a sociocultural environment that is relationship oriented. Because Pakistani hotel guests were the sample of our study, the explanation of the results should be with reference to respondents’ collectivist orientation. As the majority of respondents share a collectivist orientation, this factor becomes insignificant in explaining its impact on attitudes.




7. Theoretical and Managerial Implications


One of the theoretical implications of the current investigation is the validation of the moral norm-activation model by Schwartz [19] in a new social, cultural, and economic context. The results validate that altruistic beliefs have an impact on the behavioral intentions of individuals. Hence, we can conclude that people with high altruism take notice of their actions, which can result in negative consequences for the environment. In the end, it is suggested that the consumer’s decision-making process for environmentally friendly purchase decisions is best modeled as a complex system that incorporates several factors that impact behavioral intentions. It is believed the evidence presented in this investigation supports this position. The second theoretical implication is related to the generalizability of the theory of planned behavior TPB [20] in the context of sustainability, the hospitality industry, and developing countries. The results indicated that proenvironmental attitudes, importance and inconvenience, are affected by the altruistic and collectivistic beliefs of customers and can translate into developing positive revisit intentions and their willingness to pay more.



As altruism can develop positive attitudes in hotel guests, managers from hotels can develop marketing campaigns about their proenvironmental initiatives while focusing on the altruistic orientation of their customers. This will help in not only creating environmental awareness in their customers but also positive attitudes. Secondly, as inconvenience in locating an environmentally friendly hotel also has an impact on the revisit intentions and guests’ willingness to pay more, hotel managers should focus on minimizing the inconvenience that guests can face while locating their hotel. This would not only require the presence of hotels at different social media forums (Tripadvisor, Booking.com, etc.) from where usually customers make reservations but also the hotels’ need to highlight their green/eco-friendly initiatives over these forums so customers can easily locate eco-friendly hotels.




8. Limitation and Future Directions


Like the majority of studies in the field of sustainability in the hospitality sector, the current study also has some limitations to report. These limitations can be taken as directions for future investigations. First, this study did not consider the ecoinitiatives taken by hotels, which might also have implications for the green behavioral intentions of hotel guests. The second limitation is related to the generalizability of the results, the scope of the survey, and the collected data, which have limited generalizability. Pakistan does share some of its characteristics with other similar emerging economies, but the environmental behavior of customers may vary significantly between these economies. Similarly, the economic and social conditions of Pakistan should be considered while interpreting the data and results of the current investigation. As a developing country with relaxed environmental regulations, it is not realistic to imagine a proactive or voluntary environmental stance by hotels from Pakistan. The third limitation is related to the measurement of the intentions of hotel guests rather than their actual behavior. Prior literature findings [20,31,35] support that positive behavioral intentions always result in actual behavior; however, caution is required in this interpretation as, according to Kim et al. [14], the relationship between intentions and actual behavior is not straightforward. Lastly, hotel guests from a developing country such as Pakistan might have a lower level of environmental awareness. Recent investigations [17,18] on customer behavior toward environmentalism in developing countries have identified customers as inconsequential stakeholders with little to no knowledge about environmental issues.




9. Conclusions


With this study, we have contributed to the literature by showing the impact of value orientation on the eco-friendly attitudes of guests and how these attitudes and cognitive evaluations of hotel guests develop positive green behavioral intentions. This research’s primary focus was to study the antecedents of green behavioral intentions in hotel guests. According to Merli et al. [8], environmentally friendly attitudes and demographic characteristics of hotel guests are important for a better understanding of the link between hotel green initiatives as guests’ behavioral intentions. Similarly, the attitude of hotel guests can be affected by their education level, reason of stay, or whether or not they are traveling with family [75]. Moreover, most studies on green behavioral intentions have focused on a limited set of variables; however, as the phenomenon is more complex, for its better comprehension, researchers need to focus on a more holistic approach.



The current investigation identifies the factors that affect hotel guests’ behavioral intentions, including their willingness to pay more and revisit intentions. To conclude, with this study, an important contribution to the literature was made by developing a holistic model, while considering moral norm-activation theory [19] and the theory of planned behavior [20], for the identification of different drivers of hotel guests’ green behavioral intentions and testing the proposed model in an emerging economy context.
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Figure 1. Proposed framework of the green behavioral intentions of hotel guests. 
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Figure 2. Antecedents of green behavioral intentions. * p < 0.01, ** p < 0.05, *** p < 0.10. 






Figure 2. Antecedents of green behavioral intentions. * p < 0.01, ** p < 0.05, *** p < 0.10.



[image: Sustainability 13 04427 g002]







[image: Table] 





Table 1. Descriptive statistics, correlations, shared variance, composite reliability, and average variance extracted (AVE) values for constructs.
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	Variable
	No. of Items
	CR
	Alpha
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10





	1
	COL
	3
	0.90
	0.90
	0.75
	
	
	
	
	
	
	
	
	



	2
	ALT
	6
	0.85
	0.85
	0.70 *

(0.49)
	0.50
	
	
	
	
	
	
	
	



	3
	INC
	3
	0.82
	0.82
	−0.58 *

(0.33)
	−0.69 *

(0.47)
	0.60
	
	
	
	
	
	
	



	4
	IMP
	3
	0.76
	0.75
	0.65 *

(0.42)
	0.60 *

(0.36)
	−0.47 *

(0.22)
	0.51
	
	
	
	
	
	



	5
	VM
	2
	0.85
	0.84
	0.26 *

(0.06)
	0.48 *

(0.23)
	−0.14 **

(0.01)
	0.37 *

(0.13)
	0.73
	
	
	
	
	



	6
	QA
	8
	0.89
	0.90
	0.56 *

(0.31)
	0.56 *

(0.31)
	−0.40 *

(0.16)
	0.39 *

(0.15)
	0.38 *

(0.14)
	0.53
	
	
	
	



	7
	RVI
	3
	0.87
	0.87
	0.50 *

(0.25)
	0.35 *

(0.12)
	−0.30 *

(0.09)
	0.50 *

(0.25)
	0.45 *

(0.20)
	0.54 *

(0.29)
	0.70
	
	
	



	8
	WPM
	5
	0.90
	0.89
	0.66 *

(0.43)
	0.55 *

(0.30)
	−0.45 *

(0.20)
	0.66 *

(0.43)
	0.49 *

(0.24)
	0.63 *

(0.39)
	0.58 *

(0.33)
	0.63
	
	







Shared variance in parenthesis; AVE in diagonal; * p < 0.01; ** p < 0.05; CR: composite reliability.
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Table 2. Confirmatory Factor Analysis (CFA) of items present in the model.






Table 2. Confirmatory Factor Analysis (CFA) of items present in the model.












	Construct/Variable
	β
	Alpha
	CR
	AVE





	Collectivism
	
	0.90
	0.90
	0.75



	COL1
	0.856
	
	
	



	COL2
	0.926
	
	
	



	COL3
	0.828
	
	
	



	Altruism
	
	0.85
	0.85
	0.50



	ALT1
	0.715
	
	
	



	ALT2
	0.721
	
	
	



	ALT4
	0.720
	
	
	



	ALT5
	0.743
	
	
	



	ALT6
	0.578
	
	
	



	ALT7
	0.665
	
	
	



	Inconvenience


	
	0.82
	0.82
	0.60



	INC1
	0.812
	
	
	



	INC2
	0.804
	
	
	



	INC3
	0.710
	
	
	



	Importance
	
	0.76
	0.75
	0.51



	IMP1
	0.754
	
	
	



	IMP2
	0.711
	
	
	



	IMP3
	0.676
	
	
	



	Value for Money
	
	0.85
	0.84
	0.73



	VM1
	0.903
	
	
	



	VM3
	0.815
	
	
	



	Quality Attributes
	
	0.89
	0.90
	0.53



	QA1
	0.803
	
	
	



	QA2
	0.736
	
	
	



	QA3
	0.682
	
	
	



	QA4
	0.728
	
	
	



	QA5
	0.711
	
	
	



	QA6
	0.756
	
	
	



	QA7
	0.689
	
	
	



	QA8
	0.708
	
	
	



	Revisit Intentions
	
	0.87
	0.87
	0.70



	RVI1
	0.808
	
	
	



	RVI2
	0.842
	
	
	



	RVI3
	0.847
	
	
	



	Willingness to Pay More
	
	0.90
	0.89
	0.63



	WPM1
	0.831
	
	
	



	WPM2
	0.809
	
	
	



	WPM3
	0.805
	
	
	



	WPM4
	0.760
	
	
	



	WPM5
	0.750
	
	
	







Goodness-of-fit indices: χ2 = 694; d.f. = 466; χ2/d.f. = 1.49; p < 0.001; CFI = 0.94; GFI = 0.83; AGFI = 0.80; RMR = 0.04; RMSEA = 0.04; β: standardized coefficient; Alpha: Cronbach’s alpha; CR: composite reliability; AVE: average variance extracted.
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Table 3. Structural model and path analysis.






Table 3. Structural model and path analysis.





	Causal Path
	Unstandardized Coefficient
	t-value
	Hypotheses
	Supported





	COL ≥ IMP
	0.308
	4.33 *
	Hypothesis 1a
	Yes



	COL ≥ INC
	−0.090
	−0.813
	Hypothesis 1b
	No



	ALT ≥ IMP
	0.249
	3.62 *
	Hypothesis 2a
	Yes



	ALT ≥ INC
	−1.01
	−7.88 *
	Hypothesis 2b
	Yes



	IMP ≥ WPM
	1.56
	7.93 *
	Hypothesis 3a
	Yes



	IMP ≥ RVI
	1.56
	7.42 *
	Hypothesis 3b
	Yes



	INC ≥ WPM
	−0.191
	−2.35 ***
	Hypothesis 3c
	Yes



	INC ≥ RVI
	−0.318
	−3.36 *
	Hypothesis 3d
	Yes



	VM ≥ WPM
	0.181
	3.06 **
	Hypothesis 4a
	Yes



	VM ≥ RVI
	0.226
	2.95 **
	Hypothesis 4b
	Yes



	QA ≥ WPM
	0.186
	3.25 **
	Hypothesis 4c
	Yes



	QA ≥ RVI
	0.155
	2.11 ***
	Hypothesis 4d
	Yes







Goodness-of-fit indices: χ2 = 1029; d.f. = 480; χ2/d.f. = 2.14; p < 0.001; CFI = 0.87; GFI = 0.78; AGFI = 0.75; RMSEA = 0.07; * p < 0.001, ** p < 0.01, ***p < 0.05.
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