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Introduction: This research paper explores the increasing significance of
sustainability within the hospitality industry, focusing on how customers’
patronage intentions are influenced by green hotels. Amid rising global
awareness of environmental issues, the study investigates the effect of hotels’
green initiatives on customer behavior and decision-making. The analysis
employs theories such as the Theory of Reasoned Action (TRA) and the Theory
of Planned Behavior (TPB) to examine the roles of environmental awareness,
personal horms, and perceived behavioral control in shaping consumer choices
at green hotels.

Method: The methodology involves a detailed survey of 418 travelers in India,
evaluating their attitudes toward green hotels and how these attitudes impact
their sustainable consumption behaviors. The survey aimed to gather data on
participants’ environmental awareness, personal norms, perceived behavioral
control, and their intentions to support green hotels. Statistical analysis was
used to interpret the survey responses and to identify significant trends and
correlations.

Results: Findings from 397 valid responses indicate that well-informed
consumers are more likely to support and prefer hotels committed to
sustainability, positively affecting their purchasing decisions and loyalty. The data
showed a strong correlation between environmental awareness and patronage
intentions, with personal norms and perceived behavioral control also playing
significant roles in consumer choices.

Discussion: The research enhances understanding of consumer behavior
in sustainable tourism, providing important insights for hotel managers and
policymakers. It underscores the importance of incorporating green practices
into business strategies to appeal to environmentally conscious customers
and emphasizes the need for continuous engagement and transparency in
promoting environmental values. These practices are crucial for boosting
customer satisfaction and loyalty in the hospitality industry. By aligning
business operations with sustainable practices, hotels can not only attract more
environmentally aware customers but also contribute positively to broader
environmental goals.
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Introduction

This research paper investigates the increasing importance of
sustainability in the hospitality industry, specifically focusing on
customer intentions to patronize green hotels. Amidst growing
global environmental awareness, the study explores how green
initiatives within hotels influence customer behavior and decision-
making. Employing theories like the Theory of Reasoned Action
(TRA) and the Theory of Planned Behavior (TPB), it assesses
the effects of environmental awareness, personal norms, and
perceived behavioral control on consumer choices in the context
of green hotels.

The methodology comprises an extensive survey of 418
travelers in India, evaluating their attitudes toward green hotels
and the impact of these attitudes on their sustainable consumption
behaviors. Findings from 397 valid responses indicate that well-
informed consumers are more likely to support and prefer hotels
committed to sustainability, which positively influences their
purchasing decisions and loyalty.

This study enriches the theoretical and practical understanding
of consumer behavior in sustainable tourism, offering valuable
insights for hotel managers and policymakers about the importance
of integrating green practices into business strategies to attract
environmentally conscious customers. It emphasizes the need
for continued engagement and transparency in promoting
environmental values, which can significantly enhance customer
satisfaction and loyalty in the hospitality sector.

In an era marked by climate change threats to global
stability, environmental, social, and governance (ESG) issues have
become pivotal in investment and organizational priorities. Notable
investors like Blackstone Vista and leading tech companies such
as Genesys, PagerDuty, and Robinhood are increasingly adopting
sustainable practices. This growing focus is reflected in stringent
regulations like those proposed by the US Securities and Exchange
Commission (SEC), which from 2024 will require detailed climate-
related disclosures in financial statements, signaling a broader
and irreversible shift toward sustainability reshaping industries,
especially tourism and hospitality.

This research delves into the crucial role of the hospitality
sector in promoting sustainable development through green
hotels, exploring how these establishments are responding to
environmental challenges and influencing consumer preferences
toward sustainability. The integration of green practices within
hotels significantly impacts customer patronage intentions,
offering a clear competitive advantage for environmentally
conscious businesses.

>«

Furthermore, the adoption of the United Nations “Green
Economy policies” in 2012 has heightened the urgency for
industries to adopt sustainable practices. This paper aims to enrich
existing literature by providing a thorough analysis of the impact
of hotel investments in green initiatives on consumer behavior.
It examines the expected value of such investments, strategies to
enhance purchase intentions through sustainability, and a model
for ongoing engagement in the hospitality industry.

By leveraging theories like the TRA and TPB, this study extends
our understanding of how environmental awareness and personal
norms influence consumer decisions in the context of green hotels.
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It suggests that well-informed consumers are likely to have a
positive attitude toward hotels that prioritize sustainability, thereby
influencing their purchasing decisions.

This research not only underscores the importance of
integrating sustainable practices into business strategies but also
offers valuable insights for policymakers, investors, and business
leaders aiming to foster a sustainable development environment.
Through its findings, the study contributes to the theoretical and
practical knowledge base, supporting a transition toward more
sustainable business practices in the hospitality industry.

Regulators worldwide are also proposing new disclosure
requirements for businesses in response to emerging climate risks
to the economy. The US Securities and Exchange Commission
(SEC) recently proposed rule changes requiring registrants to
include specific climate-related disclosures in their registration
statements and periodic reports starting in 2024. This growing
investor and regulatory interest in climate change effects
underscores the prioritization of sustainability in corporate
strategies. Companies are actively preparing for upcoming
regulatory requirements by declaring their sustainability goals and
seeking opportunities to reduce their environmental impact. To
meet their environmental sustainability objectives, the tourism and
hospitality industries must collaborate closely with customers.

This paper builds on the Theory of Consumption Value (TCV)
by Sheth et al. (1991), providing a framework for understanding
consumer purchasing decisions and contributing valuable insights
to both practice and theory.

Materials and methods

Theoretical framework

Marketers are adopting sustainable measures in response
to the growing consumer awareness of environmental changes.
Numerous theories have been explored to understand the complex
factors that influence decision-making. In the context of green
lodging, terms like “green,” “sustainable” “eco-friendly;” and
“environmentally responsible” are often used interchangeably.
The Theory of Reasoned Action (TRA) and the Theory of
Planned Behavior (TPB) are commonly applied to expand our
understanding of these influences. According to TRA, individuals
are likely to engage in behaviors that lead to desired outcomes,
carefully considering the consequences of alternative actions before
making a decision. TPB, an extension of TRA proposed by Ajzen
(1991), suggests that choices are influenced by volitional factors.

TPB is widely used in the hospitality industry to predict
behaviors related to food waste management, energy conservation,
and customer loyalty toward green practices. This theory suggests
that attitudes, subjective norms, and perceived behavioral control
are key factors shaping such behaviors. Combining TPB with
models like the Norm Activation Model (NAM) and Green
Corporate Social Responsibility (GCSR) provides deeper insights
into how these theories collectively influence environmentally
friendly behaviors in the hospitality sector.

This study also incorporates the Theory of Consumption Value
(TCV) to frame its hypotheses. TCV predicts consumer behavior
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by anticipating, describing, and justifying choices. It addresses why
consumers prefer certain brands, types, or products over others
by evaluating how well consumer needs are met by the overall
utility derived from a product post-purchase. In the hospitality
industry, the theory of consumption value highlights various
factors that influence consumer decision-making and behavior,
such as aesthetics and escapism, which affect satisfaction and
loyalty. Additionally, it examines how segmentation in loyalty
programs and the food consumption value model can be employed
to effectively target and meet customer needs, particularly in
balancing sustainability concerns with product attributes and
emotional and geographical values.

Ultimately, TCV 1is a robust framework that has been
extensively used in research on consumer decision-making
behavior concerning green hotels, smartphones, and food delivery
apps. This model accounts for all aspects of consumer behavior,
including subjective factors, cost-benefit tradeoffs, and overall
consumption experience, offering a comprehensive approach to
understanding consumer choices in the hospitality sector.

The Theory of Consumption Value (TCV) advocates an
integrated approach to understanding consumer behavior,
examining various consumption values like value for money,
social value, conditional value, and epistemic value. According
to TCV, the extent to which a product meets a consumer’s needs
is determined by a thorough assessment of the products overall
utility or satisfaction, weighing its pros and cons (Moshood
et al, 2022). When the perceived value of a green alternative
surpasses other options, consumers, acting as value enhancers,
tend to prefer it over traditional products. This study incorporates
hedonic motivations (such as adventurous spirit and novelty-
seeking) and environmental motivations (such as environmental
concern and knowledge) to explain the increase in consumer
patronage intentions and the perceived value of consuming
green products. Figure | represents proposed theoretical model of
the study.
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Environmental knowledge

Environmental knowledge entails active engagement with
environmental issues (Stern et al., 1995). Research shows that
poor environmental conditions significantly obstruct green
consumption (Simmons and Widmar, 1990; Schultz and Zelezny,
1999). Individuals well-informed about environmental issues
generally display a more positive attitude toward the environment
and are more likely to adopt sustainable consumption habits
(Hines et al., 1987; Barlés-Arizon et al, 2008; Marquart-
Pyatt, 2008; Macias et al, 2015). The process of effectively
transmitting and delivering information is crucial in achieving
this level of expertise, with strategies aimed at increasing
knowledge
sustainable behavior.

environmental proving effective in promoting
H1a/1b: Environmental knowledge influences attitude and

sustainable consumption behavior

Environmental concern

Numerous studies focus on environmental concerns,
characterized by a general value orientation toward the natural
world, concern about the environment’s future, and the effects
of human progress on the environment (Vainio and Paloniemi,
2014). Franzen and Meyer (2010) define environmental concern as
awareness of environmental threats due to pollution or resource
overuse, which is linked to environmentally responsible behavior
and attitudes toward sustainable consumption, such as opting
for public transport. Past research indicates that heightened
environmental concern  positively influences  sustainable
consumption behavior (Minton and Rose, 1997; Roberts and
Bacon, 1997; Park and Lee, 2014).

H2a/2b: Environmental concern influences attitude and

sustainable consumption behavior
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Adventurous spirit

linked with
consciousness, including adherence, self-direction, universalism,

Research  has several  values ecological
emotional well-being, and security. An adventurous life, often
associated with the pursuit of stimulation and self-improvement,
aligns with these values. A factor analysis identified four key
factors—adventurous spirit, leadership spirit, communication,
and enlightenment—that are important for individuals seeking
new and exciting experiences. Notably, adventurous spirit is
significantly correlated with environmentally friendly behavior,
emphasizing the importance of merging hedonistic motives with
environmentally responsible purchases. Consumers may desire
green products due to their lesser environmental impact and
unique features, differentiating them from conventional products.

H3a/3b: Adventurous spirit attitude and
sustainable consumption behavior

influences

Novelty seeking

Travelers naturally desire novelty, recognized as a significant
attribute in tourist decision-making (Cohen, 1979; Petrick, 2002).
The Variety Seeking Theory (McAlister, 1982) and the Novelty
Seeking Theory (Jang and Feng, 2004) propose that consumers
seek optimal stimulation levels in their behaviors. These theories
are pivotal for analyzing travel destination choices, indicating
that novelty seeking drives travel motivation and affects decision-
making (Petrick, 2002; Jang and Feng, 2004; Toyama and Yamada,
2012; Assaker and Hallak, 2013).

H4a/4b: Novelty seeking influences attitude and sustainable
consumption behavior.

H5: Attitude influences sustainable consumption behavior.

Patronage intentions

According to the United Nations World Tourism Organization
(2008), the hotel industry significantly impacts the environment
due to its high levels of energy and water consumption, waste
generation, and CO, emissions. Leading hotel brands globally
have increased their efforts to address these environmental issues,
investing heavily in green practices in recent years (Kasim, 2006;
Kim et al, 2013; Tang and Lam, 2017; Mbasera et al., 2018;
Teng et al., 2018). Several studies have examined how eco-friendly
practices influence customer loyalty, the intention to return, and
the likelihood of recommending the hotel (Dutta et al., 2008; Kang
et al., 2012; Hu et al., 2016).

This essay explores how customers’ sustainable behaviors and
attitudes toward hotels” green practices affect their decisions to stay
at green hotels. It further investigates customer intentions to make
green purchases, focusing on two additional constructs. One crucial
construct is the recommendations from past or current visitors,
which significantly impact green patronage intentions (Suki and
Sulki, 2015; Filimonau et al., 2022). Research highlights the positive
effect of travelers’ willingness to recommend a hotel to others (Lee
etal, 2010; Han and Han, 2018; Wang et al., 2021).

Frontiersin Sustainable Tourism

10.3389/frsut.2024.1429472

The propensity of customers to pay more to support
ethical company behaviors is also examined. A 1997 study
by Creyer and Roass, based on survey responses from
280 customers, along with a 1993 study by Roper Starch
Worldwide
that 51% of surveyed customers were willing to pay more

and Cone/Coughlin Communications, found
for products or services linked to causes they care about.
Furthermore, a 1995 study by Simon revealed that 85% of
2,000 U.S. customers had positive attitudes toward companies
engaged in significant causes. This study, therefore, analyzes
customer willingness to pay more as part of its examination of
green patronage.
Hé6a/6b/6¢:  Attitude

intentions to stay in green hotel, intentions to recommend a

toward green hotels influences
green hotel and willingness to pay for a green hotel

H7a/7b/c: Sustainable consumption behavior influences
intentions to stay in green hotel, intentions to recommend a
green hotel and willingness to pay for a green hotel

Results

Research methodology

India’s hospitality sector has experienced steady growth over the
past few years and shows significant potential for future expansion.
Attracting numerous travelers globally, India is celebrated for
its diverse and rich culture, making it a favored destination
for both spiritual vacations and cultural explorations (Claveria
and Poluzzi, 2016). The country has consistently improved its
position on the World Economic Forum’s travel and tourism
competitiveness index, maintaining its status as a top performer
in South Asia.

Key drivers of this growth include the expanding middle
class, increasing discretionary incomes, and a growing interest in
domestic travel among millennials. These factors have significantly
contributed to the success of the domestic travel industry. The
hotel and tourism sector alone has contributed 7.5% to the GDP,
demonstrating robust expansion.

This study aimed to gather data from travelers in India who
stayed in hotels during 2023. From August 21 to November 27,
2023, a research questionnaire was distributed in English through
electronic data collection forms on Office 365. We received 407
valid responses; details of the respondents’ profiles are provided in
Table 1.

Measurement scale development

For the present study, a cross-sectional survey was adopted.
Utilizing statements from the relevant literature for the present
study constructs, the research instrument was developed (see
Table 2).

The structured questionnaire also had seven demographic
questions. On a seven-point Likerts scale, respondents were asked
to indicate whether they agreed or disagreed with each of the stated
propositions (where 1 = strongly disagree; 7 = strongly agree).
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TABLE 1 Respondents’ profile.

S.N. Demographic variable Frequency
1 Age of respondents Below 30 years 175 43.00
30-45 203 49.90
46-60 04 01.00
Above 60 years 25 06.10
2 Gender Male 227 55.80
Female 180 44.20
3 Educational qualification Under graduate 28 06.90
Graduate 92 22.60
Post graduate 265 65.10
Others 22 05.40
4 Monthly household income (In Rs.) Below 1,00,000 91 22.40
1,00,001-3,00,000 92 22.60
3,00,001-5,00,000 49 12.00
Above 5,00,000 175 43.00
5 Employment status Student 58 19.20
Full-time employment 305 74.90
Retired 24 05.90
6 How often do you stay in a hotel for more than one night? | Often (atleast once a month) 48 11.80
Sometimes (several times in a year) 137 33.70
Rarely (only a few times in a year) 218 53.60
Never 04 01.00
7 What hotel category do you normally choose to stay? Luxury (5* equivalent) 57 14.00
Upmarket (4* equivalent) 132 32.40
Budget (3* equivalent) 203 49.90
Cheap (2%, 1* equivalent) 03 00.70
Other (hostels, camping sites, AirBnB properties) 12 02.90

During the survey response process, debriefing was done to address
the respondents’ queries.

Table 3 presents the data for the variables in the study,
including their averages and standard deviations. The standard
deviations ranged from 0.636 to 1.403, while the average values
varied from 4.86 to 6.43. Additionally, we calculated Cronbach’s
alpha values to assess the reliability of the construct items, with
alpha values ranging from 0.831 to 0.937 and an overall alpha of
0.867. According to Nunnally and Bernstein (1994), reliability is
confirmed as alpha values above 0.60 meet the test criteria.

Before proceeding with the final data analysis, we conducted
a normality test to verify that the data met the basic assumption
of normality. The analysis revealed skewness between —1.645 and
—0.112, and kurtosis values from —0.571 to 4.234. Using the ranges
(£2) and (£5) indicated that the data satisfied the assumption of
normality (West et al., 1995).

Frontiersin Sustainable Tourism

Common method bias

According to Spector (2019), correlations in cross-sectional
research may deviate due to common method variance,
potentially
This variance can affect evaluations of scale reliability and

impacting the validity of empirical findings.
convergent validity, leading to overstatements in research model
coefficients (Podsakoff et al, 2012). Managing response bias
in such studies is challenging, making it impractical to let it
undermine the legitimacy of the results. We utilized Harman’s
(1976) single factor test to assess the presence of common
method bias, noting that no single component should explain
more than 50% of the variance. Our results showed that one
component accounted for 18.927% of the variance, well below
the threshold, indicating no significant issues with common
method bias.
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TABLE 2 Study constructs.

S.N. Construct References Items (numbers)
1 Environmental (Chan and 5
knowledge Lau, 2000)
2 Environmental (Chen and 5
concern Tung, 2014)
3 Adventurous spirit (Barlés-Arizén 5
et al.,, 2008)
4 Novelty seeking (Manning 5
et al., 1995)
5 Attitude (Grilli and 7
Curtis, 2021)
6 Sustainable (Araujo et al., 4
consumption 2022)
behavior
7 Intention to stay in (Suki and Suki, 3
a green hotel 2015)
8 Intention to 2
recommend a green
hotel
9 Willingness-to-pay 3
premium for a
green hotel
Total items 39

Measurement model

The constructs for this study were measured using scales from
prior research in sustainable tourism development. To confirm
the factor structure’s validity, we performed Confirmatory Factor
Analysis (CFA) using IBM AMOS 21.0.

According to the CFA results, all of the research variables
had significant factor loadings. Thus, the apriori factor structure
was created.

It is evident from the Table 4 that the criteria suggested by Hu
and Bentler (1999) have met clearly. Hence, measurement model
is supported.

Convergent and discriminant validity

The convergent validity and discriminant validity of a scale
were evaluated in order to determine its construct validity, as
indicated by Campbell and Fiske (1959).

Convergent and discriminant validity tests were conducted to
confirm construct validity. All study constructs must exhibit CR
values more than 0.70 and AVE values higher than 0.50 (Fornell
and Larcker, 1981; Bagozzi and Yi, 1988). These threshold criteria
were met clearly in this study. Further, the discriminant validity
was estimated following the criteria given by Fornell and Larcker
(1981) and Hair et al. (2019). According to these criteria, AVE
value must be higher than the correlation coeflicients between
the two underlying constructs. The results of the study confirmed
the above-mentioned criteria for ascertaining discriminant validity.
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Please refer to Table 5 for convergent and discriminant validity
results.

Hypotheses testing

Table 6 outlines the results from the structural model analysis.
The results clearly show that environmental concern (B = 0.336, p
< 0.000) is the most significant predictor of individuals® attitudes,
followed by environmental knowledge (p = 0.271, p < 0.000), and
adventurous spirit (f = 0.135, p = 0.025). Novelty seeking did
not significantly affect attitude (B = 0.017, p = 0.778). Together,
environmental knowledge, environmental concern, adventurous
spirit, and novelty seeking explained 19.40 percent of the variance
in attitude.

The empirical results of this study support the positive and
significant impact of attitude on sustainable consumption behavior
(B = 0.190, p < 0.001). However, environmental knowledge,
environmental concern, adventurous spirit, and novelty seeking did
not significantly influence sustainable consumption behavior, with
these factors together explaining only 4.00 percent of the variance
in this behavior.

The study also found that sustainable consumption behavior (8
= 0.461, p < 0.000) is the most critical predictor of individuals’
willingness to pay a premium for a green hotel, followed by attitude
(B = 0.154, p = 0.003). These two predictors accounted for 26.20
percent of the variance in willingness to pay a premium.

Moreover, sustainable consumption behavior (B = 0.254, p
< 0.000) was identified as the most significant predictor of
individuals’ intention to recommend a green hotel, followed by
attitude (B = 0.163, p = 0.003). Together, these factors explained
10.60 percent of the variance in the intention to recommend.

Furthermore, the results confirmed that attitude (8 = 0.300, p <
0.000) is the most crucial predictor of individuals’ intention to stay
in a green hotel, followed by sustainable consumption behavior (B
=0.148, p = 0.006). These predictors explained 12.80 percent of the
variance in the intention to stay.

Mediation analysis

The study also examined the mediating roles of individuals’
attitudes and sustainable consumption behavior in influencing
various outcomes.

Table 7 clearly demonstrates that individuals’ attitudes did
not significantly mediate the relationship between novelty seeking
and sustainable consumption behavior. However, sustainable
consumption behavior did partially mediate three key relationships:
individuals’ attitude and their willingness to pay a premium for a
green hotel, their intention to recommend a green hotel, and their
intention to stay in a green hotel.

The study also found a full mediating effect of individuals’
attitudes on the relationships between environmental knowledge
and sustainable consumption behavior, environmental concern
and sustainable consumption behavior, and adventurous spirit
and sustainable consumption behavior. Figures2, 3 represent
measurement model and structural model of the study.
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TABLE 3 Descriptive and reliability analyses results.

Variable

Average

Standard deviation

Factor loading

10.3389/frsut.2024.1429472

Cronbach’s alpha

Environmental knowledge (ENK)

EK1 5.55 0.908 0.55* 0.871
EK2 5.42 0.780 0.48*

EK3 5.91 0.790 0.70

EK4 5.96 0.840 0.89

EK5 6.18 0.802 0.92

Environmental concern (ENC)

EC1 5.78 0.831 0.51* 0.866
EC2 5.73 0.854 0.58*

EC3 5.98 0.866 0.64

EC4 6.43 0.851 0.97

EC5 6.43 0.815 0.82

Adventurous spirit (ADS)

AS1 5.62 0.844 0.78 0.860
AS2 5.67 0.782 0.83

AS3 5.61 0.899 0.81

AS4 5.75 0.795 0.60

AS5 5.77 0.754 0.49*

Novelty seeking (NVS)

NS1 5.74 0.788 0.62 0.843
NS2 5.64 0.856 0.74

NS3 5.58 0.841 0.89

NS4 5.60 0.848 0.90

NS5 5.76 0.771 0.58*

Attitude (ATT)

AT1 6.14 0.732 0.77 0.910
AT2 5.32 1.389 0.47*

AT3 6.08 0.843 0.82

AT4 6.31 0.683 0.83

AT5 6.22 0.712 0.73

AT6 6.30 0.636 0.81

AT7 6.23 0.636 0.83

Sustainable consumption behavior (SCB)

SB1 5.86 0.932 0.91 0.937
SB2 5.67 1.132 0.98

SB3 5.72 1.092 0.93

SB4 5.70 1.036 0.75

Intention to stay in a Green Hotel (INS)

11 5.57 0.959 0.84 0.868
152 5.46 0.930 0.90

1S3 5.59 0.924 0.86

Frontiersin Sustainable Tourism
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TABLE 3 (Continued)

10.3389/frsut.2024.1429472

Variable Average Standard deviation Factor loading Cronbach’s alpha
Intention to recommend a green hotel (INR)
IR1 5.54 1.109 0.88 0.849
IR2 5.78 0919 0.85
Willingness-to-pay premium for a Green Hotel (WTP)
WP1 4.97 1.403 0.88 0.831
WP2 5.01 1314 0.78
WP3 4.86 1.336 0.60
Total 0.867
*Deleted due to low loading.
TABLE4 CFA results. behavior. Yet, environmental awareness, concern for the
o environment, a sense of adventure, and a desire for novelt
S.N. Measure Finding Threshold ) o ) ) ) Y
did not significantly influence sustainable consumption patterns.
! x? 972.918 - These five predictors together explained only 4 percent of the
2 Degrees of freedom | 419 — variance in sustainable consumption behavior.
; 42 IDegrees of 072.918/377 — <3 Good R.egardmg ﬁnanc.lal comrr.ntment, the stud}f shows that
freedom 2322 sustainable consumption behavior, followed by attitude, strongly
influences individuals’ willingness to pay more for a green hotel,
4 p-value < 0.000 >0.05 . i
accounting for 26.20 percent of the variance.
5 IG‘ZI"drteé;‘I‘;f'F‘t 0.903 >0.90 Furthermore, sustainable consumption behavior and attitude
ndaex
were the strongest predictors of individuals' intentions to
7 Incremental Fit 0.914 >0.90 recommend a green hotel, explaining 10.60 percent of the variance.
Index (IFI) . . i
Lastly, the study confirmed that attitude is the most critical
7 Tucker-Lewis Index | 0.921 >0.90 predictor of individuals’ intentions to stay in a green hotel, followed
TLI . . . .
(LD by sustainable consumption behavior, which together accounted for
8 Comparative Fit 0.923 >0.90 12.80 percent of the variance in these intentions.
Index (CFI)
9 RMSEA 0.044 <0.05
10 P-CLOSE 0.872 >0.05
11 Expected cross ECVI value for The default model’s Impllcatlons Of the StUdy
validation index default model ECVI value should be
(ECVD) =12~6(;1; ECVI the lowest of all This research on the patronage intentions of customers toward
alue ror . . . . . . . .
:atzrate d green hotels has significant implications in theoretical, practical,
model = and policy contexts. By integrating insights from the Theory
59626 ECVI of Consumption Value (TCV) and environmental psychology,
e for he study enh derstanding of behavior i
independence the study enhances our understanding of consumer behavior in
model = 25.92 sustainable tourism.
Source: Hu and Bentler (1999) Theoretical contributions:
e Extension of TCV: The study extends the Theory of
Consumption Value by incorporating environmental
Discussion knowledge and concern as factors influencing consumer
decisions. It reveals that the perceived value of green practices
The results indicate that environmental concern, in hotels significantly impacts customer decisions, offering

environmental knowledge, and adventurous spirit are the
most significant predictors of individuals' attitudes. Novelty
seeking, however, did not significantly affect attitudes. Collectively,
environmental awareness, care for the environment, the spirit of
adventure, and interest in novelty explained 19.40 percent of the
variance in attitudes.

Empirical findings from this study show that attitude
significantly and positively impacts sustainable consumption

Frontiersin Sustainable Tourism

a more nuanced view of consumer value assessment in the
hospitality sector.

e Enrichment of Traditional Models: It enriches traditional
models like the Theory of Reasoned Action (TRA) and
the Theory of Planned Behavior (TPB) by showing that
environmental concern and knowledge directly influence
consumer attitudes and behaviors toward green hotels. The
study underscores that pro-environmental behavior can be
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TABLE 5 Convergent validity and discriminant validity.

10.3389/frsut.2024.1429472

CR AVE INR ENK ENC ADS NVS ATT SCB INS WTP
INR 0.858 0.751 0.867
ENK 0.879 0.710 0.142 0.842
ENC 0.860 0.679 0.036 —0.137 0.824
ADS 0.843 0.576 0.126 0.130 —0.024 0.759
NVS 0.872 0.635 0.136 —0.016 0.134 0.496 0.797
ATT 0.914 0.639 0.280 0.243 0321 0.173 0242 0.799
SCB 0.944 0.811 0.197 0.019 —0.038 0.006 —0.126 0.300 0.900
INS 0.869 0.689 0373 0.229 —0.087 0.102 —0.006 0212 0362 0.830
WTP 0.802 0.580 0.291 0.181 0.158 0.060 —0.192 0.241 0.541 0.523 0.762

TABLE 6 Structural model testing and hypothesis testing results.

Coefficient Coefficient Standard Critical Hypot- Result

(unstand (stand error hesis

ardized) ardized)
ATT <-ENK | 0.198 0271 0.039 5.099 <0.000 0.194 Hla Supported
ATT <-ENC | 0.256 0.336 0.039 6.532 <0.000 H2a Supported
ATT <~ ADS | 0.111 0.135 0.050 2248 0.025 H3a Supported
ATT <-NVS | 0.018 0.017 0.064 0.281 0.778 Hda Not Supported
SCB <-ENK | 0.077 0.061 0.071 1.077 0.282 0.042 HI1b Not Supported
SCB <- ENC —0.071 —0.054 0.072 —0.987 0.324 H2b Not Supported
SCB <-ADS | —0.066 —0.046 0.090 -0.733 0.464 H3b Not Supported
SCB <-NVS | 0.023 0.012 0.116 0.199 0.842 H4b Not Supported
SCB <- ATT | 0.329 0.190 0.103 3.202 0.001 H5 Supported
INS <- ATT | 0.254 0.300 0.045 5.591 <0.000 0.128 Héa Supported
INS <- SCB 0.217 0.148 0.079 2.752 0.006 H7a Supported
INR <- ATT | 0.151 0.163 0.050 2.998 0.003 0.106 Heb Supported
INR <-SCB | 0.406 0.254 0.098 4.140 <0.000 H7b Supported
WTP <- ATT | 0.309 0.154 0.103 3.009 0.003 0.262 Héc Supported
WTP <-SCB | 0.537 0.461 0.063 8.489 <0.000 H7c Supported

better understood by considering ecological motives alongside e Consumer Engagement: Increasing consumer knowledge

traditional behavioral predictors.

Green Consumerism: This research adds to the literature
on green consumerism by empirically testing and validating
the impact of various motivational drivers (e.g., adventurous
spirit, novelty-seeking) on the preference for green hotels.
It highlights the complex interplay of hedonic and altruistic
motives in shaping sustainable consumption behaviors.

Practical implications:
e Marketing Strategy: For practitioners in the hospitality

industry, the findings the
promoting the environmental attributes of their services.

emphasize importance of

Hotels that invest in green technologies and practices can

use these as key marketing points to attract environmentally
conscious consumers.

Frontiersin Sustainable Tourism

about environmental issues and the specific ecological
efforts of hotels
Educational campaigns and transparent communication

can enhance customer patronage.
about sustainable practices should be integral to customer
engagement strategies.

Innovation in Services: Hotel managers are encouraged
to innovate by integrating sustainability into their service
offerings. Developing new green products, such as eco-
friendly spa services or sustainable gastronomy, can
cater to the growing segment of consumers interested in

environmental quality as part of their travel experience.
Policy implications:

e Regulatory Framework: Policymakers can use these insights
to frame regulations that encourage hotels to adopt green

09 frontiersin.org
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TABLE 7 Mediation analysis results.

Indirect path

coefficient

p-value

BCLB

BCUB

Standardized direct
path coefficient

10.3389/frsut.2024.1429472

Decision

(standardized)

(p-value)

SCB <- ATT<- ENK 0.052 0.000 0.025 0.095 0.061 (0.282) Full mediation
SCB <- ATT<- ENC 0.064 0.000 0.037 0.101 —0.054 (0.324) Full mediation
SCB <- ATT<- ADS 0.026 0.036 0.005 0.057 —0.046 (0.464) Full mediation
SCB <- ATT<- NVS 0.003 0.778 —0.020 0.032 —0.012 (0.842) No mediation
WTP <- SCB<- ATT 0.088 0.001 0.049 0.131 0.154 (0.003) Partial mediation
INR <- SCB<- ATT 0.031 0.001 0.013 0.059 0.300 (<0.000) Partial mediation
INS <- SCB<- ATT 0.057 0.000 0.031 0.095 0.163 (0.003) Partial mediation

BCLB, Bias Corrected Lower Bound; BCUB, Bias Corrected Upper Bound.
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practices. Incentives like tax breaks, subsidies, or certifications
for green hotels can motivate businesses to invest in
sustainable technologies and practices.

e Educational Programs: The significant role of environmental
knowledge in shaping consumer behaviors suggests that
governments and NGOs should prioritize educational
programs that raise awareness about sustainability issues

Frontiersin Sustainable Tourism 10

in tourism. These programs can help cultivate a culture
of environmental responsibility among consumers and
businesses alike.

Standardized Reporting: With growing consumer interest in
corporate sustainability efforts, there is a need for standardized
reporting and disclosure of environmental impacts in the
tourism sector. Such policies can help consumers make more
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informed choices and foster a competitive environment that
encourages more hotels to engage in sustainable practices.

The study not only contributes to the academic discourse
on sustainable consumer behavior in tourism but also provides
actionable insights for industry leaders and policymakers aiming
to promote sustainability in the hospitality sector. The shift toward
green hotels aligns with environmental goals and resonates strongly
with consumer preferences, supporting the long-term viability and
success of the hospitality industry.

Limitations and recommendations for
future research

Customer patronage intention is influenced by their perception
of sustainable practices. The structural equation model in this

Frontiersin

study examined how factors such as environmental awareness,
environmental concerns, hedonic motivators (adventurous spirit
and novelty seeking), and individual attitudes impact sustainable
consumption behavior, which in turn affects patronage intentions.
The study’s hypotheses, reflecting the causal relationships of each
indicator scientifically and logically, are supported by the model’s
good fit, as demonstrated by its performance. This research
addresses gaps left by previous studies on sustainable tourism and
consumer goals.

To further support and expand these findings, additional
research is needed. First, data-selection issues, common in
empirical studies based on individual survey data, may arise from
using cross-sectional data. Therefore, future studies could verify
these results using panel data or causality studies. Second, the
research should be extended to different geographical locations
since this study only focused on travelers from India. Finally,
qualitative research could be employed in future studies to explore
other, untested variables.
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