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Abstract
While there have been many prior studies examining the impact of the demographic characteristics of
consumers’ green purchase attitudes and behavioral intention, results have, by no means, been conclusive.
Furthermore, little attention has been paid to the green hotel industry in such studies. The purpose of this
study is, therefore, to examine the relationship between age, gender, education, income, green purchase
attitudes, and green behavioral intention toward green hotel selection. This study proposes a theoretical
research model based on the theory of reasoned action and theory of planned behavior model. About 659 valid
questionnaires were employed to empirically test the hypotheses using SPSS. The results imply that there is
a significant positive relationship between green purchase attitudes and green behavioral intention. Age and
income are shown to both significantly influence green purchase attitudes, while education and income both
significantly influence green behavioral intention. Notably, results show that there is also a significant dif-
ference between male and female influenced green purchase attitudes and green behavioral intention. This
paper concludes with a thorough discussion of the practical and academic implications as well as limitations
of these results.
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Introduction

Rapid economic growth, coupled with increasing

worldwide consumption in the last few decades, has

caused environmental deterioration through over-

consumption and over-utilization of natural resources

(Jaiswal and Kant, 2018). Rising environmental prob-

lems such as solid wastes, ozone depletion, air pollu-

tion, global warming, and haze have emerged urgent

issues for consumers, societies, business organizations,

and governments (Goh and Wahid, 2014;

Vazifehdoust et al., 2013). Consumers, businesses,

and governments are presently faced with one of the

biggest challenges of our time; that of preserving nat-

ural resources and protecting the environment (Jaiswal

and Kant, 2018). Marketing behavior has adapted to

become more sensitive to this challenge as each of

these bodies now realizes that their production and

consumption behavior will have a direct impact on

the environment (Wang et al., 2018).

Most notably, consumers now exhibit an increas-

ingly strong motivation to join green campaigns and

express their positive attitudes toward green consump-

tion. For instance, the Nielsen’s 2011 Global Online
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Environment and Sustainability Survey investigated

more than 25,000 respondents in 51 countries and

showed that there is an upward trend of concern for

environmental issues. About 83% of respondents

believe that companies should implement green strat-

egies or environmental programs, while 77% of

respondents expressed the intention to make green

purchase behavior (Li-Ming and Wai, 2013). Many

researchers have, in fact, indicated that consumers

express that they are willing to pay a premium price

in order to make green purchase selections (Choi,

2010; Garc�ıa-Gallego and Georgantz�ıs, 2011; Wang

et al., 2018).

In the hotel industry, more and more hotel consum-

ers are beginning to search for hotels which claim to be

taking action to protect the environment (Kim et al.,

2012; Wang et al., 2018). According to Manaktola

and Jauhari (2007), there is a positive significant rela-

tionship between the attitudes of hotel consumers and

their behavior toward environmental practices in the

hotel industry, and 22% of consumers deliberately

seek out and use green information for booking a

green hotel. In addition, 40% of consumers are willing

to pay more for green hotels and contribute an extra

4–6% during their stay. Many consumers are also

aware of the waste and environmental damage

caused by hotels’ excessive use of resources (Han

and Kim, 2010; Wang et al., 2018).

Naturally, marketing managers have been making

real efforts to understand this emerging green

market and to identify the determinants of green pur-

chase behavior during the last 30 years (Albayrak

et al., 2011). Some studies have focused on micro-

marketing issues related to consumers’ green purchase

behavior, with researchers attempting to define and

describe the demographic characteristics of green con-

sumers. Such studies have aimed at the segmentation

of green consumers in order to predict their behavior

(Albayrak et al., 2011; Leonidou et al., 2010).

However, most studies have exposed the limited

value of demographic characteristics for segmenting

and targeting green consumers (Ansar, 2013; Fisher

et al., 2012; Sinnappan and Rahman, 2011; Teng

et al., 2011; Tobler et al., 2011). Furthermore, while

traditional demographic characteristics have come to

be seen as an important tool in such research, incon-

sistent and even contradictory findings have meant

that results have largely been unhelpful for identifying

green consumers (Albayrak et al., 2013; Ansar, 2013;

Fisher et al., 2012; Mas’od and Chin, 2014). This

being said, demographics is still one of the most

widely used methods for investigating consumer

green purchase behavior (Albayrak et al., 2011) com-

pared with other segmentation measures.

Demographics is also more readily available, simple

to understand, and can be applied easily to segmenta-

tion problems (Albayrak et al., 2011; Diamantopoulos

et al., 2003). Indeed, the point has been made that if

demographics have no role to play in profiling green

consumers or influencing consumers green purchase

behavior, then marketers should find an alternative

way of predicting consumers’ green purchase behavior

(Akehurst et al., 2012).

Given the above, this research attempts to provide a

clearer view of the role of demographics for classifying

green hotel consumers and for predicting their green

hotel selection behavior. There are, in fact, three rea-

sons for this research being needed in order to update

this field. First, many of the earlier studies which were

published since 1996 did not review the literature on

the relationship between demographics and consum-

ers green purchase behavior (Fisher et al., 2012).

Second, considering consumer green purchase behav-

ior studies generally, there is a tendency to focus on

US or western consumers, with little regard for the

green purchase behavior of consumers in non-

western settings or for studies not published in

English (Aman et al., 2012; Shabnam, 2013). Third,

most previous studies focused on general environmen-

tal behavior instead of specifically on consumers’ pur-

chase behavior regarding particular products (Wang

et al., 2018). It is true that such studies may provide

some insights about particular green products, but it is

difficult to generalize findings to other green products

or services (Ramayah et al., 2010). Especially notice-

able is the scarcity of quantifiable studies related to

consumers’ green purchase behavior regarding green

hotel selection (Chong and Verma, 2013; Kim

et al., 2012).

Theoretical background and hypotheses
development

The underpinning theory

This study proposes an integrative theoretical research

model (see Figure 1) based on the theory of reasoned

action (TRA) (Ajzen and Fishbein, 1975) and the

theory of planned behavior (TPB) (Ajzen, 1991)

model. In the marketing literature, these are the two

most popular theories used to predict consumer pur-

chase intention and behavior (Chen and Tung, 2014;

Paul et al., 2016). Both models support the view that

intention has a significant impact on behavior (Paul

et al., 2016; Teng et al., 2011). According to Paul

et al. (2016), intention refers to an individual’s moti-

vation in cognition to utilize the effort to implement a

specific behavior. Many studies have confirmed that

there is a significant positive relationship between

2 Tourism and Hospitality Research 0(0)



consumer green purchase intention and behavior

(Paul et al., 2016; Rezai et al., 2012; Teng

et al., 2011).

More specifically, there are two variables which can

be used to predict intention and behavior in terms of

attitude and subjective norms. These two variables

regarding intention have a corresponding correlation

with behavior and normative foundation and belief in

TRA (Han and Kim, 2010). According to Ajzen

(1991), attitude is defined as the degree to which a

person has a favorable or unfavorable evaluation of a

behavior in question; the subjective is norm defined as

the perceived social pressure to perform or not to per-

form the given behavior. In the TRA model, most

consumer behaviors are under their control of volition

and intention (Ajzen and Fishbein, 1980).

Consumers, therefore, who have a high degree of con-

trol of their own volition are led to make purchase

behavior among alternatives more reasonably. In con-

trast, the TPB model emphasizes that consumers

cannot purely make purchase behavior based on voli-

tional factors, due to perceived constraints (Paul et al.,

2016). Therefore, in TPB, there is an additional var-

iable named perceived behavioral control introduced

into the model; defined as the perceived ease or diffi-

culty of performing the given behavior (Ajzen, 1991).

As postulated, the TPB model has three predictors of

intention which lead to purchase behavior: attitude,

subjective norm, and perceived behavioral control.

Although TRA and TPB are popularly used by

researchers to investigate consumer green purchase

intention (GPI) and behavior (Mohamad et al.,

2014; Paul et al., 2016; Vazifehdoust et al., 2013),

there remains a persistent use in the research of sub-

jective norm and perceived behavioral control as pre-

dictors of consumer behavior. This is because, in some

prior studies, results demonstrated that the subjective

norm has an insignificant relationship with consumer

green purchase behavior (Paul et al., 2016; Sinnappan

and Rahman, 2011; Wang et al., 2018). In addition,

other research has shown that perceived behavioral

control cannot lead to purchase intention and behav-

ior (Bamberg and Schmidt, 1999; Tarkiainen and

Sundqvist, 2005). Furthermore, some research has

shown that attitude has a mediating role between sub-

jective norm and intention (Chen and Chai, 2010;

Han et al., 2010; Wang et al., 2018). In contrast, atti-

tude always plays the most important role in predict-

ing GPI and behavior (Paul et al., 2016; Wang et al.,

2018; M. Zakersalehi and Zakersalehi, 2012; Zhou

et al., 2013). Following this finding, this study posits

attitude as a single predictor influencing consumer

GPI. This is encapsulated in the first hypothesis of

this study:

H1: There is a positive significant relationship

between green purchase attitude (GPA) and GPI.

Age

The results of prior research which compared age

groups have been complex. The development of con-

sumer GPA and behavior, understood in terms of age,

has led many researchers to argue that younger con-

sumers are more likely to act pro-environmentally. For

example, the results of Sinnappan and Rahman

(2011) used a non-probability sampling of 204

Malaysia consumers to show that age has a significant

relationship with all antecedent statements related to

green purchase behavior. Younger consumers who are

below 20 years old have stronger perceptions toward

environmental factors compared to the adults. A study

by Kim et al. (2012) investigated the demographics of

online travelers’ in terms of the influence of environ-

mentally friendly programs on their decision to stay at

environmentally friendly hotels. Their study used a

random sample to argue that the green hotels should

be targeted at younger consumers; particularly con-

sumers who are in the 25–35 age group, as these are

more likely to stay at green hotels than are consumers

who are over 55 years of age. A study by Chen (2013)

compared Chinese (200 respondents) and American

(200 respondents) consumers’ GPI in Shanghai,

China. Using random sample, quota, and convenience

sampling methods, Chen showed that for the Chinese

consumers, most of the respondents who expressed

interest in green purchase behavior were younger con-

sumers and students. This age group were most likely

to get information about environmental issues and

take action in purchasing green products.

Age

Gender

Education 

Level

Income

Level

Green purchase 

attitude

Green purchase 

intention

H2a & H2c H2b & H2d

H3a & H3c

H3b & H3d

H4a & H4c

H4b & H4d

H5a & H5c H5b & H5d

H1

Figure 1. Theoretical research model.
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However, results obtained in relation to age have

not always produced followed the above pattern.

Many studies, in fact, disagree with the assumption

that younger consumers are more concerned with

environmental issues compared with older consumers

(Han et al., 2009; Tobler et al., 2011). A study of

Tobler et al. (2011) on the green food consumption

of Swiss consumers, using a random sample of 6189

respondents, demonstrated that the older respondents

have a higher probability of joining in either the pre-

consideration or the action stage, rather than consid-

ering changing their behavior. A study by Han et al.

(2009), using an online survey of 371 general hotel

consumers in the USA. showed that the impact of

image regarding green hotels on the willingness to

pay more for such hotels was stronger for a higher

age group than for a lower age group. In addition,

some studies found that age has no significant influ-

ence on consumers’ GPA and behavior (Ansar, 2013;

Paul and Rana, 2012; Singh and Bansal, 2012Suki,

2013). Following the above, these hypotheses are pro-

posed for this study:

H2a: Age significantly influences consumer GPA.

H2b: Age significantly influences consumer GPI.

H2c: Younger consumers are more likely exhibit GPA.

H2d: Younger consumers are more likely exhibit GPI.

Gender

In contrast with age, highly consistent results can be

found for gender. Consumers who are female and who

would like access to more information on green hotels

tend to act more frequently in a pro-environmental

manner than males. For example, Fisher et al.

(2012) found that there is a positive relationship

between the variable “gender” and environmentally

friendly purchase behavior in the US. This study

investigated a sample of 306 university students to

show that gender has a positive relationship with the

use of green products and recyclable bags. About

16.2% of females strongly agreed that they should

use green products, while only 7.4% of males strongly

agreed with this statement. One study by Lee (2009)

examined gender differences among Hong Kong ado-

lescents, in terms of their consumer green purchase

behavior. Using a random sample of 6010 respond-

ents, Lee showed that, compared with male adolescent

consumers, their female counterparts have higher

scores for environmental attitude, environmental con-

cern, perceived seriousness of environmental prob-

lems, perceived environmental responsibility, peer

influence, and green purchase behavior. Similarly, a

study by Han et al. (2009) found that female hotel

consumers exhibit stronger overall image on visit

intention, word-of-mouth intention, and willingness

to pay more for green hotels, respectively, compared

with male hotel consumers in US.

Although the results of studies examining the rela-

tionship between gender and consumer green pur-

chase behavior are generally more consistent than

other demographic variables, some studies still found

that the “gender” variable did not have any significant

correlation with consumer GPA and behavior (Ansar,

2013; Rezai et al., 2012; Singh and Bansal, 2012).

Sinnappan and Rahman (2011), for example, noted

that gender did not show any relationship toward the

eight antecedent factors that are affecting green pur-

chase behavior in Malaysia. The results of Rezai et al.

(2012), using a random sample of 1355 Malaysian

consumers, showed that gender has no relationship

with consumer awareness and perception toward

green food consumption. In the study by Awad

(2011), already mentioned above, the author used a

snowball sample of 241 respondents at the University

of Bahrain and concluded that the gender showed not

even a marginal variance for defining green consum-

ers’ characteristics. Therefore, the following hypothe-

ses are proposed.

H3a: Gender significantly influences consumer GPA.

H3b: Gender significantly influences consumer GPI.

H3c: Female consumers are more likely to exhib-

it GPA.

H3d: Female consumers are more likely to exhib-

it GPI.

Education

Unsurprisingly, the most consistent results of all are

from studies on the effect of education, which gener-

ally found that education is positively correlated with

environmental sensitivity. Many studies found that

consumers with a higher level of education were

more likely to exhibit environmentally friendly behav-

ior (Chen, 2013; Paul and Rana, 2012; Rezai et al.,

2012; Teng et al., 2011). Rezai et al. (2012) found that

there is a positive relationship between the variable

“education level” and consumer GPA and awareness

of the concepts of green foods, green society, food

safety, environmental friendliness, and animal welfare.

Such heightened awareness leads to intentions to pur-

chase green foods, ultimately influencing green pur-

chase behavior in Malaysia. Consumers who benefit

from a higher level of education tend to demonstrate

a stronger relationship between consumers’ awareness

and perception toward green food consumption.

Another study by Teng et al. (2011) was undertaken
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to investigate consumer intention to purchase green

food in Malaysia. The external factor of education

level was one of two demographics which were

shown to have a positive significant relationship with

consumer GPI. Consumers who have benefitted from

a higher education level are 1.847 times more likely

than consumers who have a lower education level to

purchase green foods.

This being said, consumer green purchase behavior

was not shown to be consistent throughout all of the

various studies related to the “education” variable. In

some studies, there was no relationship between edu-

cation and consumer green purchase behavior (Ansar,

2013; Fisher et al., 2012; Sinnappan and Rahman,

2011). The study undertaken by Fisher et al. (2012)

provided empirical support for the educational effect

on consumer green purchase behavior among US con-

sumers by asserting that their level of education has no

relationship with using green products such as recy-

clable bags, separating trash for recycling, turning off

light while leaving room, and using energy-efficient

light bulbs. Similar results were produced by Yin

et al. (2010), using a convenience sample of 432

Chinese consumers. Their study showed that the

level of education of consumers has no significant

effect on consumer intention to buy organic food in

China. Ansar (2013) sought to segment the green

market, based on demographics, in order to under-

stand how the segments differed in terms of consumer

GPI. A convenience sample of 384 Pakistan consum-

ers showed that the education variable is not signifi-

cantly associated with GPI. Given the above research

on the factor of education, for this study, the following

hypotheses were established:

H4a: Education significantly influences consum-

er GPA.

H4b: Education significantly influences consum-

er GPI.

H4c: Higher education consumers are more likely

exhibit GPA.

H4d: Higher education consumers are more likely

exhibit GPI.

Income

It is generally believed that income has a positive influ-

ence on consumer GPA and behavior (Rezai et al.,

2012). In other words, individuals who have a higher

income level are better able to accept the marginal

increase of costs related to supporting green products

and purchasing green products (Fisher et al., 2012; Kim

et al., 2012; Rezai et al., 2012). Supporting this wide-

spread assumption, the results of Fisher et al. (2012),

which used an online survey sample of university stu-

dents, showed that there is, indeed, a positive relation-

ship between income and usage of green products, e.g.

separating trash at home for recycling. Yin et al. (2010)

employed a convenience sample of 432 Chinese

respondents and found that there is a positive relation-

ship between consumers’ income status and their will-

ingness to purchase green food in China. A study by

Rezai et al. (2012), using demographic characteristics

as external variables, examined the relationship between

consumers’ attitude–intention–behavior regarding green

food consumption in Malaysia. The authors used a

seven-point Likert scale to measure consumers’ aware-

ness and intention toward green food consumption.

Their results showed that income has a strong influence

on consumers’ awareness and intention regarding green

food consumption. Consumers who benefit from a

higher income have a stronger intention to purchase

green foods because the price of green foods are nor-

mally 10–50% higher than traditional foods.

As expected, results of studies on income were by

no means homogeneous. In some studies, there was

no relationship between income and consumer GPA

and behavior, or there was no variance between differ-

ent levels of consumer income (Ansar, 2013;Paul and

Rana, 2012; M. Zakersalehi and Zakersalehi, 2012).

For instance, the study by Paul and Rana (2012) pre-

viously mentioned used Chi square test to check the

difference between income factor and quantity of

green food purchase. Results showed that the

income factor p value (0.364) was significantly

higher (i.e. than 0.05). In other words, income was

negatively associated with green food purchase behav-

ior, in terms of green food purchased. Another study

by Ansar (2013) on the consumer GPI of Pakistan

consumers, using convenience sampling of 384

respondents, showed that the income was found to

be insignificantly associated with consumer GPI.

Following on from this research on income, this

paper proposes these hypotheses:

H5a: Income significantly influences consumer GPA.

H5b: Income significantly influences consumer GPI.

H5c: Higher income consumers are more likely to

exhibit GPA.

H5d: Higher income consumers are more likely exhib-

it GPI.

Methodology

Research paradigm

The positivist philosophical paradigm has been gener-

ally adopted through the deductive approach to

Wang et al. 5



empirical research in order to test hypotheses. This

approach aims to search for patterns and causal rela-

tionships and to create generalizations about them

(Saunders et al., 2011). The results will be either con-

firm or reject the relationships of behaviors, leading to

the further development of knowledge. The positivist

approach ensures that there is as little bias as possible

in research as, ideally, researchers are objectively

observing a single external reality in a value-free way,

while statistical and mathematical methods are

employed to ensure ultimately generalizable results

(Yin, 1994; Saunders et al., 2011). This research is

descriptive in nature, due to it concern to describe the

characteristics of particular individuals and to portray

those individuals accurately (Saunders et al., 2011).

A survey is performed to answer the questions, as it

has some advantages such as the collection of a large

dataset from a sizable population in an acceptable way

(Saunders et al., 2011). A survey is also perceived as

authoritative by respondents, and the data are stan-

dardized and easily compared (Hair et al., 2010;

Sekaran, 2006). In addition, due to time and cost con-

straints, this research is purposed as a cross-

sectional study.

Data collection

The non-probability sampling method was used. In

social science research, researchers usually have diffi-

culty acquiring an accurate sampling frame from

organizations and companies or difficulty locating

appropriate respondents to answer research question

(Saunders et al., 2011). For these reasons, non-

probability sampling is an alternative technique to

select samples based on subjective judgment by the

researcher (Sekaran, 2006). Furthermore, the purpo-

sive or judgmental sampling technique was selected to

collect samples as it allows the researcher use judg-

ment in selecting cases that will best fit and enable

respondents to answer researchers’ questions (Hair

et al., 2010).

A well-established, self-administered, and close-

ended questionnaire format was employed for this

research, because it is a formal construction which

incorporates a set of verified scales (De Vaus, 2013).

This method of data collection also enables a greater

geographical coverage, a cost advantage, provides ano-

nymity, involves less pressure, allows for quicker col-

lection, and reduces levels of bias compared with the

interviewer technique (Saunders et al., 2011). A pilot

test with 40 samples was used to ensure that the ques-

tionnaire is usable and to reduce issues which might

impact on research results. Many researchers suggest

that a sample size of around 10% for the pilot survey is

appropriate (Connelly, 2008; Hill, 1998). The

reasonable number requirement for sample size was

based on Cochran’s formula of 384 detected samples.

This formula is frequently used when the target pop-

ulation is infinite or unknown (Burstein, 2011;

Cochran, 2007; Sarmah et al., 2013). To classify the

product class for research, this study used information

from the Shaanxi Tourism Government Bureau

(2014, 2016), which revealed that there are only two

green hotels operating in Xi’an city of Shaanxi

Province in China: Wanda Hilton Green Hotel and

the Westin Green Hotel. A total of 400 questionnaires

were distributed to respondents who patronized these

two green hotels between January and March, due to

the Chinese New Year which usually comes between

January and March. During this time, most local

Chinese will undertake touristic activities, making it

easier to collect data which is more representative of

the population. Five hundred questionnaires were dis-

tributed by local travel agencies to customers who

were patronizing and will patronize these two green

hotels. The questionnaire was designed in three sec-

tions: the first section includes questions to establish

age, gender, education, and income levels; the second

section includes the variable of consumer GPA, and

seven items were developed by Han et al. (2010),

Chen and Tung (2014), and Han and Yoon (2015);

the third section includes questions to establish con-

sumer GPI, and four items were adapted from Baker

et al. (2013), Chen and Tung (2014), and Han and

Yoon (2015) (see Appendix). The five-point Likert

scale was adopted, as a five or seven-point Likert

scale will more likely produce slightly higher mean

scores within the highest possible attainable score as

well as making data comparison a much easier process

(Dawes, 2008; Wang et al., 2018).

Data analysis and results

Statistic Package for Social Science (SPSS) 22 was

utilized for the descriptive statistics and data analysis.

This software package provides a vast array of pro-

grams for univariate, bivariate, and multivariate statis-

tical analysis (Green and Salkind, 2010). Indeed, it

has been considered as the most widely available and

generally used comprehensive statistical calculation

package available for marketing research (Malhotra

and Birks, 2007). A total of 864 questionnaires were

returned, with 205 of these being incomplete and thus

eliminated as extreme outliers or otherwise un-

processable forms. About 659 responses were ulti-

mately utilized for data analysis. A total of 73% of

the collected response was usable.
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Descriptive statistics

Table 1 shows the descriptive statistics for all

demographics.

From a total of 659 respondents, 62.8% were

female, while 46.3% of respondents had completed

four-year bachelor’s degree, and 61.9% of the respond-

ents were in the age group of 18–30. The monthly

income of most of respondents (38.5% of the respond-

ents) was below 1700 CNY (Chinese Yuan).

Results

Table 2 displays the correlations between GPA

and GPI.

A linear regression was calculated in order to pre-

dict GPI based on GPA. A significant regression

equation was found (F (1,657)¼ 289.352, p< 0.05),

with an R2 of 0.306. Participants’ predicted GPI was

equal to 1.221þ 0.622 (attitude) points, with inten-

tion measured in points. Participants’ GPI increased

by 0.622 for each point of attitude. Therefore, H1 was

supported, and it can be asserted that consumer GPA

positively and significantly influenced intention

toward green hotel selection.

Table 3 displays the chi-square test of correlations

between gender, age, income education, GPA,

and intention.

A chi-square test was performed, and there is a sig-

nificant relationship between age and GPA, X2 (92,

N¼659)¼ 136.21, p<0.05. The X2 for income and

GPA is significant at the p<0.05, X2 (92, N¼ 659)¼
117.44. Furthermore, the X2 values show that income

and GPI were significant at the p< 0.05, X2 (56,

N¼659)¼ 79.10. The X2 values show that education

was significantly related to GPI at the p<0.05, X2

(56, N¼ 659)¼ 78.71. Therefore, the hypotheses

H2a, H4b, H5a, and H5b were supported.

Conversely, H2b, H3a, H3b, and H4a were

not supported.

Table 4 displays the independent sample t-test for

gender influence on GPA and intention.

Since p¼ 0.048 is less than our chosen significance

level a¼0.05, the null hypothesis can be rejected, and

it can be concluded that the GPA for males and

females is significantly different. There was a signifi-

cant difference in mean GPA between male and

female (t458.806¼ –0.227, p<0.05). The average

GPA for female was 0.01056 higher than the average

GPA for males. The hypothesis H3c: that female con-

sumers are more likely exhibit GPA toward green hotel

selection, is, therefore, accepted. Similarly, since

p¼0.015 is less than this study’s chosen significance

level a¼0.05, there was a significant difference in

mean green behavioral intention (GPI) between

Table 1 Sample characteristic (N¼ 659).

Characteristic Frequency Percentage (%)

Gender Male 245 37.2
Female 414 62.8

Age Below 18 132 20.0
18–30 408 61.9
31–45 88 13.4
46–60 26 3.9
Above 61 5 .8

Income
level

Below 1700 254 38.5
1701–3000 143 21.7
3001–4500 120 18.2
4501–6000 89 13.5
Above 6001 53 8.0

Education
level

Middle School 33 5.0
High School 43 6.5
Diploma 226 34.3
Bachelor 305 46.3
Masters

and above
52 7.9

Table 2. Correlations between GPA and intention.

Correlations Pearson correlation Sig. (one-tailed)

.553 .000
Model summary R square R Adjusted R square Std. error of the estimate

.306 .553a .305 .52230
ANOVAa Sum of squares Mean square df F Sig.
Regression 78.934 78.934 1 289.352 .000b

Residual 179.226 .273 657
Total 258.159 658
Coefficientsa Unstandardized Coefficients Standardized Coefficients t Sig.

B Std. Error Beta
(Constant) 1.221 .128 9.543 .000
Attitude .662 .037 .553 17.010 .000

aDependent variable: Green purchase intention.
bPredictors: (Constant), GPA.
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males and females (t448.502¼ –1.273, p< 0.05). The

average GPI for females was 0.06696 higher than the

average GPI for males. Hypothesis H3d: that female

consumers are more likely exhibit GPI toward green

hotel selection, is, therefore, accepted.

Table 5 displays the results of a one-way ANOVA,

which was conducted to compare the effect of age,

income, and education on GPA and intention.

An analysis of variance showed that the effect of age

on GPI was statistically significant, F (4,654)¼3.959,

p<0.05 values. Therefore, the hypotheses H2c, H4c,

H4d, H5c, and H5d were rejected. A Scheffe Alpha

test was performed to classify the difference between

the age groups as shown in Table 6.

A Scheffe post hoc test revealed that the age group

of 18–30, regarding GPI, was statistically higher than

the age group of below 18, p<0.05 values. The mean

difference (I–J) between the age group of 18–30 and

below 18 was 0.22037. The age group of 18–30 had a

higher level of GPI compared with the under-18 age

group. In addition, there was no statistical difference

between other age groups toward intention.

Therefore, the hypothesis H2d was rejected.

Discussion

In this study, the relationship between demographic

characteristics (i.e., age, gender, income level, and

education level) and consumer attitude and intention

toward green hotel selection was examined. This study

used specific consumers’ green purchase attitudinal

and intentional questions related to green hotel orien-

tation instead of general attitudinal and intentional

questions used in previous research. Consequently,

the results are quite different from those of previous

research in the green purchase research field.

Many previous studies concluded that age has a

significant impact on consumer GPA and GPI

(Chen, 2013; Levine and Strube, 2012; Rezai et al.,

2012). However, current results show that age has no

significant impact on intention, but has a significant

effect on attitude. This corresponds with some

researchers who argue that age has a significant rela-

tionship with GPA (Diamantopoulos et al., 2003;

Sinnappan and Rahman, 2011) while diverging from

the conclusions of other researchers who argue that

age has a significant relationship with GPI (Kim

et al., 2012; Rezai et al., 2012). Furthermore, there

is no statistically significant difference between differ-

ent age groups of respondents toward GPA and GPI,

with the exception of age groups between below 18

and 18–30 regarding intention. The results of this

study show that the 18–30 age group has a higher

level of intention compared with the under-18. This

revealed that the new generations have a higher GPI

compared with other age groups. However, overall,

these results are controversial, as some researchers

have argued that younger consumers are more likely

to exhibit GPA and GPI (Chen, 2013; Kim et al.,

2012; Rezai et al., 2012). These results also differ

from other research which concludes that older con-

sumers have a more positive attitude and intention

toward green purchase behavior (Han et al., 2009;

Tobler et al., 2011). It should be noted that other

studies conclude that there is no difference among dif-

ferent groups of age effect on GPA and GPI (Paul and

Rana, 2012; Singh and Bansal, 2012; Suki, 2013).

Table 3. Chi-square test showing correlations
between variables.

Item
Pearson
Chi-square Value df

Asymp. Sig.
(two-sided)

Green purchase attitude
Gender 20.856 23 0.590
Age 136.206 92 0.002
Income 117.442 92 0.038
Education 100.635 92 0.253

Green purchase intention
Gender 22.482 14 0.069
Age 60.959 56 0.302
Income 79.093 56 0.023
Education 78.714 56 0.024

Table 4. Independent samples t-Test of gender (95% Confidence Interval of the Difference).

Levene’s test for equality of variances t-Test for equality of means

F Sig. t df
Mean
difference

Std. error
difference

GPA Variances assumed 3.938 .048 –.235 657 –.01056 .04489
Equal variances not assumed –.227 458.806 –.01056 .04647

GPI Variances assumed 6.003 .015 –1.327 657 –.06696 .05046
Equal variances not assumed –1.273 448.502 –.06696 .05260

GPA: green purchase attitude; GPI: green purchase intention.
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Many previous research concluded that gender has

a significant impact on consumer GPA and GPI (Kim

et al., 2012; Levine and Strube, 2012; Chen, 2013).

Our results showed that there is no significant rela-

tionship between gender and attitude and intention.

This has been complied with some research showed

that gender has no significant impact on GPA and GPI

(Ansar, 2013; Singh and Bansal, 2012; Suki, 2013).

Furthermore, most of previous research showed that

female more likely exhibited GPA and GPI (Chen,

2013; Fisher et al., 2012; Kim et al., 2012). Our

results have been confirmed that female consumers

have high GPA and GPI compared with

male consumers.

Previous research generally showed that there is a

significant relationship between education and GPA

and GPI (Chen, 2013; Paul and Rana, 2012; Rezai

et al., 2012). However, the current results show that

education only significantly impacts on GPI, but not

on GPA. This result is supported by Sinnappan and

Rahman (2011) who argued that education has no

statistical impact on GPA. It also falls in line with

other studies which showed that there is a positive

significant relationship between education and GPI

(Chen, 2013; Paul and Rana, 2012; Rezai et al.,

2012). It can be said that the results of this study on

education are consistent with most other research on

education, which concludes that there is no difference

between different groups in terms of level of education

regarding their GPA and GPI (Ansar, 2013; Fisher

et al., 2012; Sinnappan and Rahman, 2011).

It should be noted, however, that other research

shows that consumers with a higher level of education

exhibit more GPA and GPI compared with consumers

from a lower educational background (Chen, 2013;

Rezai et al., 2012; Paul and Rana, 2012).

Many previous research showed that there is a sig-

nificant relationship between income and GPA and

GPI (Fisher et al., 2012; Kim et al., 2012; Rezai

et al., 2012), and our results were consistent with

these research findings. Furthermore, there is no sta-

tistical difference among different groups of income

toward GPA and GPI. This is in contrast to some

researchers arguing that highly income level consum-

ers have more GPA and GPI (Kim et al., 2012; Paul

and Rana, 2012; Rezai et al., 2012). But it revealed

the same results with previous research results showed

that there is no difference among income groups of

respondents toward GPA and GPI (Ansar, 2013;

Paul and Rana, 2012; M. Zakersalehi and

Zakersalehi, 2012).

The results of this study show that there is a positive

significant relationship between GPA and GPI. This is

supported by most previous research which showed

that GPA is the most important predictor of GPI

(Jaiswal and Kant, 2018; Paul et al., 2016; Wang

et al., 2018). This study also establishes that relation-

ships, as well as the TRA and TPB model, are reliable

theoretical models to help explain consumer green

purchase behavior (Maichum et al., 2016; Mohamad

et al., 2014; Paul et al., 2016).

Implications for practice

These research findings are quite different from pre-

vious results. The unique outcomes of this study can

be used by green hotels’ operators to make decisions.

The information can be used by marketers to select

target consumers and to design appropriate marketing

campaigns. Age and income have a significant impact

on consumer attitude toward green hotel selection;

income also has a significant impact on intention.

This study particularly highlights that the young gen-

eration (age group of 18–30) has a higher level of

intention and that female consumers have a more pos-

itive attitude and intention compared with male con-

sumers toward green hotel selection. In addition,

education is shown to have a significant impact on

intention. Therefore, green hotel operators may need

to select target consumers based on age, gender,

income, and education and use advertising intermedia

to reach the particular groups most likely to make

green hotel selection.

Table 5. One-way ANOVA samples test.

Between
groups Items

Sum of
squares df

Mean
square F Sig.

GPA Age 2.439 4 .610 1.981 .096
Income 1.104 4 .276 .891 .469
Education 2.776 4 .694 2.258 .061

GPI Age 6.103 4 1.526 3.959 .003
Income 2.474 4 .619 1.582 .177
Education 1.899 4 .475 1.212 .305

GPA: green purchase attitude; GPI: green purchase intention.

Table 6. Post hoc tests of age.

(I) Age (J) Age
Mean
difference (I–J)

Std.
error Sig.

18–30 Below 18 .22037a .06216 .014
31–45 .02624 .07297 .998
46–60 –.13264 .12557 .892
Above 61 .31544 .27933 .865

aThe mean difference is significant at the 0.05 level with 95%
confidence interval.
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Theoretical contributions

According to Albayrak et al. (2013), the explanatory

power of demographic characteristics associated with

environmental behaviors is weak. With its unique

focus on green hotel selection, results from this

study show many differences from previous research

findings. Nevertheless, demographics is still consid-

ered one of the most widely used methods for investi-

gating consumer behavior, compared with other

segmentation measures, as it is more readily available

and more easily applied to segmentation problems

(Albayrak et al., 2011). It is also worth noting that

most previous studies related to consumer green pur-

chase behavior were written from US and other west-

ern countries’ perspectives (Handique, 2014; Wang

et al., 2018). Research on green hotel selection litera-

ture in China is still in its preliminary stage, lacking a

unified definition and a systematic framework (Jiang

and Gao, 2019). There are still problems existing in

academia about green hotel selection in China, and

Chinese consumers’ concern and understanding of

green hotels was still at a low level (Jiang and Gao,

2019). This research used demographics to investigate

Chinese consumer green purchase behavior. Hence

the findings provide a basic understanding of

Chinese consumer green purchase behavior toward

green hotel selection in this particular research field.

Limitations and future research

The respondents were only selected from Xi’an city of

Shaanxi province in China. Although 659 question-

naires were utilized in data analysis, the results cannot

be said to represent overall Chinese consumers’ char-

acteristics. Also, this study was only conducted in

China, meaning that the conclusions will only apply

to this country and area. Results may vary across

other areas and countries due to cultural differences,

acceptance of green conception, and many other fac-

tors. Thus, the results of this study should be replicated

and tested in other areas or countries to further confirm

their validity and usefulness. Furthermore, some

researchers have argued that psychographic character-

istics have more influence compared with demographic

characteristics toward green purchase behavior

(Akehurst et al., 2012; Awad, 2011; Sinnappan and

Rahman, 2011). Therefore, future research should

combine demographic and psychographic characteris-

tics to predict consumer green purchase behavior.
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Albayrak T, Aksoy Ş and Caber M (2013) The effect of

environmental concern and scepticism on green purchase

behaviour. Marketing Intelligence and Planning

31(1): 27–39.

Albayrak T, Caber M, Moutinho L, et al. (2011) The influ-

ence of skepticism on green purchase behavior.

International Journal of Business and Social Science

2(13): 189–197.

Aman AL, Harun A and Hussein Z (2012) The influence of

environmental knowledge and concern on green purchase

intention the role of attitude as a mediating variable.

British Journal of Arts and Social Sciences 7(2): 145–167.

Ansar N (2013) Impact of green marketing on consumer

purchase intention. Mediterranean Journal of Social

Sciences 4(11): 650–655.

Awad TA (2011) Environmental segmentation alternatives:

buyers’ profiles and implications. Journal of Islamic

Marketing 2(1): 55–73.

Baker MA, Davis EA and Weaver PA (2013) Eco-friendly

attitudes, barriers to participation, and differences in

behavior at green hotels. Cornell Hospitality Quarterly

55(1): 89–99.

Bamberg S and Schmidt P (1999) Regulating transport:

behavioural changes is the field. Journal of Consumer

Policy 22(4): 479–509.

Burstein D (2011) Marketing optimization: how to deter-

mine the proper sample size. Available at: https://market

ingexperiments.com/a-b-testing/testing-sample-size#com

ments (accessed 6 May 2011).

Chen L (2013) A study of green purchase intention compar-

ing with collectivistic (Chinese) and individualistic

(American) consumers in Shanghai, China. Information

Management and Business Review 5(7): 342–346.

Chen M-F and Tung P-J (2014) Developing an extended

theory of planned behavior model to predict consumers’

intention to visit green hotels. International Journal of

Hospitality Management 36: 221–230.

10 Tourism and Hospitality Research 0(0)

https://orcid.org/0000-0002-3288-0546
https://orcid.org/0000-0002-3288-0546
https://marketingexperiments.com/a-b-testing/testing-sample-size#comments
https://marketingexperiments.com/a-b-testing/testing-sample-size#comments
https://marketingexperiments.com/a-b-testing/testing-sample-size#comments


Chen TB and Chai LT (2010) Attitude towards the envi-

ronment and green products: consumers’ perspective.

Management Science and Engineering 4(2): 27–39.

Choi Y (2010) Religion, religiosity, and South Korean con-

sumer switching behaviors. Journal of Consumer Behaviour

9(3): 157–171.

Chong H and Verma R (2013) Hotel sustainability: financial

analysis shines a cautious green light. Center for Hospitality

Research Publications 13(10): 4–15.

Cochran WG (2007) Sampling Techniques. Cambridge, MA:

John Wiley & Sons.

Connelly LM (2008) Pilot studies. Medsurg Nursing: Official

Journal of the Academy of Medical-Surgical Nurses

17: 411–413.

Dawes J (2008) Do data characteristics change according to

the number of scale points used? An experiment using

5-point, 7-point and 10-point scales. International

Journal of Market Research 50(1): 61–77.

De Vaus D (2013) Surveys in Social Research. London,

UK: Routledge.

Diamantopoulos A, Schlegelmilch BB, Sinkovics RR, et al.

(2003) Can socio-demographics still play a role in profil-

ing green consumers? A review of the evidence and an

empirical investigation. Journal of Business Research

56(6): 465–480.

Fisher C, Bashyal S and Bachman B (2012) Demographic

impacts on environmentally friendly purchase behaviors.

Journal of Targeting, Measurement and Analysis for

Marketing 20(3–4): 172–184.

Garc�ıa-Gallego A and Georgantz�ıs N (2011) Good and bad

increases in ecological awareness: environmental differen-

tiation revisited. Strategic Behavior and the Environment

1(1): 71–88.

Goh Y-N and Wahid NA (2014) A review on green purchase

behaviour trend of Malaysian consumers. Asian Social

Science 11(2): 103–110.

Green SB and Salkind NJ (2010) Using SPSS for Windows

and Macintosh: Analyzing and Understanding Data. Upper

Saddle River, NJ: Prentice Hall Press.

Hair JF, Black WC, Babin BJ, et al. (2010)Multivariate Data

Analysis: A Global Perspective. Upper Saddle River, NJ:

Pearson Prentice Hall.

Han H and Kim Y (2010) An investigation of green hotel

customers’ decision formation: developing an extended

model of the theory of planned behavior. International

Journal of Hospitality Management 29(4): 659–668.

Han H and Yoon HJ (2015) Hotel customers’ environmen-

tally responsible behavioral intention: impact of key con-

structs on decision in green consumerism. International

Journal of Hospitality Management 45: 22–33.

Han H, Hsu L-Tand Lee J-S (2009) Empirical investigation

of the roles of attitudes toward green behaviors, overall

image, gender, and age in hotel customers’ eco-friendly

decision-making process. International Journal of

Hospitality Management 28(4): 519–528.

Han H, Hsu L-T and Sheu C (2010) Application of the

theory of planned behavior to green hotel choice: testing

the effect of environmental friendly activities. Tourism

Management 31(3): 325–334.

Handique K (2014) Role of collectivism, environmental

concern, scepticism and perceived consumer effective-

ness on green purchasing behaviour of consumers of

Guwahati, India. The International Journal of Business

and Management 2(10): 58–66.

Hill R (1998) What sample size is “enough” in

Internet survey research. Interpersonal Computing and

Technology: An Electronic Journal for the 21st Century

6(3–4): 1–12.

Jaiswal D and Kant R (2018) Green purchasing behaviour: a

conceptual framework and empirical investigation of

Indian consumers. Journal of Retailing and Consumer

Services 41: 60–69.

Jiang Y and Gao Y (2019) Factors that influence potential

green hotel customers’ decision-making process – evi-

dence from China. Journal of China Tourism Research.

Epub ahead of print 16 January 2019. DOI: 10.1080/

19388160.2018.1558139.

Kim YJ, Palakurthi R and Hancer M (2012) The environ-

mentally friendly programs in hotels and customers’

intention to stay: an online survey approach.

International Journal of Hospitality and Tourism

Administration 13(3): 195–214.

Lee K (2009) Gender differences in Hong Kong adolescent

consumers’ green purchasing behavior. Journal of

Consumer Marketing 26(2): 87–96.

Leonidou LC, Leonidou CN and Kvasova O (2010)

Antecedents and outcomes of consumer environmentally

friendly attitudes and behaviour. Journal of Marketing

Management 26(13–14): 1319–1344.

Levine DS and Strube MJ (2012) Environmental attitudes,

knowledge, intentions and behaviors among college stu-

dents. The Journal of Social Psychology 152(3): 308–326.

Li-Ming AK and Wai TB (2013) Exploring consumers’

green purchase behaviour towards online green advertis-

ing. The Macrotheme Review 2(7): 60–81.

Maichum K, Parichatnon S and Peng K-C (2016)

Application of the extended theory of planned behavior

model to investigate purchase intention of green products

among Thai consumers. Sustainability 8(10): 1077–1097.

Malhotra NK and Birks DF (2007) Marketing Research: An

Applied Approach. Harlow, UK: Pearson Education.

Manaktola K and Jauhari V (2007) Exploring consumer atti-

tude and behaviour towards green practices in the lodg-

ing industry in India. International Journal of

Contemporary Hospitality Management 19: 364–377.

Mas’od A and Chin TA (2014) Determining socio-

demographic, psychographic and religiosity of green

hotel consumer in Malaysia. Procedia – Social and

Behavioral Sciences 130: 479–489.

Mohamad ZZ, Arifin TRT, Samsuri AS, et al. (2014)

Intention to visit green hotel in Malaysia: The impact

of personal traits and marketing strategy. International

Journal of Business and Social Science 5(7): 167–173.

Paul J and Rana J (2012) Consumer behavior and purchase

intention for organic food. Journal of Consumer Marketing

29(6): 412–422.

Paul J, Modi A and Patel J (2016) Predicting green product

consumption using theory of planned behavior and

Wang et al. 11



reasoned action. Journal of Retailing and Consumer

Services 29: 123–134.

Ramayah T, Lee JWC and Mohamad O (2010) Green prod-

uct purchase intention: some insights from a developing

country. Resources, Conservation and Recycling

54(12): 1419–1427.

Rezai G, Teng PK, Mohamed Z, et al. (2012) Consumers’

awareness and consumption intention towards green

foods. African Journal of Business Management

6(12): 4496–4503.

Sarmah H, Hazarika BB and Choudhury G (2013) An

investigation on effect of bias on determination of

sample size on the basis of data related to the students

of schools of Guwahati. International Journal of Applied

Mathematics and Statistical Sciences 2(1): 33–48.

Saunders M, Lewis P and Thornhill A (2011) Research

Methods for Business Students. Harlow, England:

Pearson Education.

Sekaran U (2006) Research Methods for Business: A Skill

Building Approach. New York, NY: John Wiley & Sons.

Shaanxi Tourism Government Bureau (2014) Xi’an Wanda

Hilton Hotel awarded the Golden-Ginkgo Green Hotel

by Shaanxi Tourism Evaluation Committee. Available at:

www.sxta.gov.cn/sxtourgov/proscenium/content/2014-

07-15/10522.html (accessed 15 July 2014).

Shaanxi Tourism Government Bureau (2016) Westin Hotel

awarded the Silver-Ginkgo Green Hotel by Shaanxi

Tourism Evaluation Committee. Available at: www.sxta.

gov.cn/sxtourgov/proscenium/content/2016-07-22/

13112.html (accessed 22 July 2016).

Shabnam S (2013) Proposed model for predicting environ-

mental purchase behavior of consumers. European

Academic Research 1(4): 444–466.

Singh AK and Bansal M (2012) Green marketing: a study of

consumer attitude and environmental concern. Indian

Journal of Commerce 65(2): 273–283.

Sinnappan P and Rahman AA (2011) Antecedents of green

purchasing behavior among Malaysian consumers.

International Business Management 5(3): 129–139.

Suki NM (2013) Young consumer ecological behaviour: the

effects of environmental knowledge, healthy food, and

healthy way of life with the moderation of gender and

age. Management of Environmental Quality: An

International Journal 24(6): 726–737.

Tarkiainen A and Sundqvist S (2005) Subjective norms,

attitudes and intentions of Finnish consumers in buying

organic food. British Food Journal 107(11): 808–822.

Teng PK, Rezai G, Mohamed Z, et al. (2011) Consumers’

intention to purchase green foods in Malaysia. In: 2011

international conference on innovation, management and ser-

vice. vol. 14, Malaysia, pp.112–118.

Tobler C, Visschers VH and Siegrist M (2011) Eating green.

Consumers’ willingness to adopt ecological food con-

sumption behaviors. Appetite 57(3): 674–682.

Vazifehdoust H, Taleghani M, Esmaeilpour F, et al. (2013)

Purchasing green to become greener: Factors influence

consumers’ green purchasing behavior. Management

Science Letters 3(9): 2489–2500.

Wang L, Wong PPW, Alagas EN, et al. (2018) Green hotel

selection of Chinese consumers: a planned behavior per-

spective. Journal of China Tourism Research 15(2): 192–

212. DOI: 10.1080/19388160.2018.1553743.

Yin RK (1994) Case Study Research: Design and Methods.

Thousand Oaks, CA: International Educational and

Professional Publisher.

Yin S, Wu L, Du L, et al. (2010) Consumers’ purchase

intention of organic food in China. Journal of the Science

of Food and Agriculture 90(8): 1361–1367.

Zakersalehi M and Zakersalehi A (2012) Consumers’ atti-

tude and purchasing intention toward green packaged

foods: a Malaysian perspective. In: 2012 International con-

ference on economics marketing and management. vol. 28.

Singapore: IACSIT Press, pp.1–5.

Zhou Y, Thøgersen J, Ruan Y, et al. (2013) The moderating

role of human values in planned behavior: the case of

Chinese consumers’ intention to buy organic food.

Journal of Consumer Marketing 30(4): 335–344.

Author Biographies

Lei Wang is a PhD student in the School of Hospitality,

Tourism and Event at the Taylor’s University, Malaysia.

His research focuses on sustainability of tourism manage-

ment, religion and green hotel selection.

Philip PW Wong is a senior lecturer in School of

Hospitality, Tourism and Event, Taylor’s University,

Malaysia. He has recieved his Master’s degree at the

University of Nevada Las Vegas, the United States. He

obtained his PhD at the University Putra Malaysia.

His research interests are destination marketing, des-

tination branding, destination competitiveness and

destination loyalty.

Elangkovan A Narayanan is a senior lecturer in the

Business Schoole, Taylor’s University, Malaysia. He

has recieved his first Master’s degree of Business

Administration at the University of Lincoln, UK,

and obtained his second Master’s degree of Master

in Educational Management at the Universiti Putra

Malaysia, Malaysia. He obtained his PhD at the

University Putra Malaysia. His research interests are

strategic management, organizational behavior, orga-

nizational learning and knowledge management,

human resource management, and service quali-

ty management.

12 Tourism and Hospitality Research 0(0)

http://www.sxta.gov.cn/sxtourgov/proscenium/content/2014-07-15/10522.html
http://www.sxta.gov.cn/sxtourgov/proscenium/content/2014-07-15/10522.html
http://www.sxta.gov.cn/sxtourgov/proscenium/content/2016-07-22/13112.html
http://www.sxta.gov.cn/sxtourgov/proscenium/content/2016-07-22/13112.html
http://www.sxta.gov.cn/sxtourgov/proscenium/content/2016-07-22/13112.html


Appendix: The measurement scales

Table 1A

Section Variable Scale Main source

A Age 1. Below 18 Author
2. 18–30
3. 31–45
4. 46–60
5. Above 61

Gender 1. Male
2. Female

Education 1. Middle school
2. High school
3. Diploma
4. Bachelor
5. Master and above

Income 1. Below 1700
2. 1701–3000
3. 3001–4500
4. 4501–6000
5. Above 6001

B GPA For me, staying at green hotel when traveling is: Chen and Tung, 2014;
Han and Yoon, 2015;
Han et al., 2010

1. Extremely bad (1)/Extremely good (5)
2. Extremely undesirable (1)/Extremely desirable (5)
3. Extremely unpleasant (1)/Extremely pleasant (5)
4. Extremely foolish (1)/Extremely wise (5)
5. Extremely unfavorable (1)/Extremely favorable (5)
6. Extremely unenjoyable (1)/Extremely enjoyable (5)
7. Extremely negative (1)/Extremely positive (5)

C Green Purchase
Intentiona

1. I am willing to stay at a green hotel when traveling. Baker et al., 2013;
Chen and Tung, 2014;
Han and Yoon, 2015

2. I will make an effort to stay at a green hotel
when traveling.

3. I am likely to stay in a hotel implementing
environmental strategies.

4. I am more likely to stay in a green hotel over
a non-green hotel.

aItems of green purchase intention were measured on a five-point Likert scale from strongly disagree (1) to strongly agree (5).
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