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Abstract

The global hotel industry has progressively integrated sustainable practices to mitigate 
its environmental impact, with an increasing emphasis on active customer involve-
ment. This study aims to explore the relationship between customer norms and their 
green behavior, and examine how green hotel knowledge moderates this relationship. 
A survey of 254 domestic guests staying at green hotels in Vietnam was analyzed using 
structural equation modeling. The findings indicate that perceived moral obligation 
significantly influences both subjective norms (β = 0.584) and personal norms (β = 
0.429). Similarly, ascription of responsibility is a strong predictor of personal norms 
(β = 0.424). The results further reveal that both subjective norms (β = 0.240) and per-
sonal norms (β = 0.269) positively affect customer green behavior. Importantly, green 
hotel knowledge acts as a moderator between personal norms and green behavior (β 
= 0.247), though it does not significantly moderate the relationship with subjective 
norms. This study contributes to a better understanding of customer behavior in the 
context of green hotels and offers managerial implications for promoting active partici-
pation in environmentally friendly initiatives.
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INTRODUCTION

Currently, the global hotel industry is implementing various ini-
tiatives to promote sustainable development through the concept 
of “green hotel” (Wang, 2022). Increasingly, hotels are adopting 
eco-friendly measures, such as reusing towels, reducing single-use 
plastics, applying energy-saving technologies, and creating envi-
ronmentally friendly menus. By motivating customers to engage 
in these activities voluntarily, eco-friendly hotels can reduce pollu-
tion and protect the environment (Rahman & Reynolds, 2019; Su 
& Swanson, 2019). 

While recent studies within the hotel context have focused on pur-
chasing behavior or willingness to pay for green services (Senooane 
& Mkhize, 2025; Shehawy et al., 2024), actual sustainable behavior 
during guests’ stays has received comparatively little attention (Liu 
et al., 2025). Consequently, research on consumer behavior in the 
green hotel sector remains limited, as the mechanisms underly-
ing such behavior have not been fully explored (Nimri et al., 2022). 
The literature review shows that scant attention has been paid to 
individual factors and social influences in this specific domain 
(Patwary et al., 2023; Piramanayagam et al., 2024).
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Perceived moral obligation arises from one’s conviction in the appropriateness of a chosen course of 
action (Haq et al., 2023) and is considered a determinant of staying at a green hotel. Fauzi et al. (2024) 
suggest expanding research on the impact of perceived moral obligation and ascription of responsibility 
on customers’ behavioral intentions in the hotel industry. Moreover, social norms have been identified 
as key factors in shaping eco-friendly behavior (Han, 2020; Senooane & Mkhize, 2025; Yeh et al., 2021). 
However, the extent and underlying mechanisms through which these variables shape green behavior 
among hotel guests warrant further clarification.

Knowledge of eco-friendly hotels is positively associated with tourists’ green consumption behavior 
(Chen & Peng, 2012). When customers have greater knowledge, they tend to trust the effectiveness 
and authenticity of green initiatives, thereby increasing their likelihood of engaging in green actions. 
Although prior research has examined the moderating role of green hotel knowledge in the relationship 
between motivational factors and customer behavior (Noraz Mohd Suki & Norb Mohd Suki, 2015), its 
role in moderating the influence of norms on customers’ green behavior remains insufficiently explored. 

1. LITERATURE REVIEW  

AND HYPOTHESES

 The increasing demands of customers in the hotel 
industry have triggered negative environmental 
and social consequences, including noise and air 
pollution, increased waste generation, and non-
compliance with labor regulations (Zientara & 
Zamojska, 2018). Therefore, hotel businesses have 
focused on committing to and implementing en-
vironmental action solutions. Green hotels are en-
vironmentally friendly establishments that imple-
ment measures to minimize their environmental 
impacts (Han et al., 2010). 

Customer green behavior (BEH) refers to custom-
ers’ actions and choices regarding pro-environ-
mental products, services, and practices (Huang 
et al., 2019). Su and Swanson (2019) emphasized 
that green behavior indicates a commitment to 
reducing negative environmental effects through 
choices such as eco-friendly consumption, sup-
port for clean businesses, and waste reduction and 
resource conservation. BEH depends on various 
factors, such as environmental awareness, social 
norms, and understanding of businesses’ sus-
tainability initiatives (Amrutha & Geetha, 2021). 
Within the hospitality context, managers strive to 
influence and guide customer behavior by consid-
ering factors they perceive as influencing custom-
ers’ decisions (Liu et al., 2025).

Introduced by Fishbein and Ajzen (1975), the 
Theory of Reasoned Action (TRA) is applied to 
predict human behavior that is fully under voli-

tional control, determined by conscious personal 
choices rather than external influences (Untaru 
et al., 2016). TRA includes two main factors to 
predict behavior: attitude and subjective norm. 
Besides the attitude factor, Subjective Norm (SN) 
plays a crucial role in predicting behavior, as it re-
flects the pressure on individuals to conform to 
the expectations of important others (Ajzen, 1991; 
Fishbein & Ajzen, 1975). To date, subjective norms 
have been an important factor in the study of envi-
ronmental behaviors due to their predictive power. 
In green hotels, subjective norms have been shown 
to have a considerable impact on guests’ visiting 
intentions in many previous studies (Fauzi et al., 
2024). Subjective norms can also affect guests’ at-
titude and green citizen behavior (Van Tonder et 
al., 2023).

The Norm Activation Model (NAM) was proposed 
by Schwartz (1977) to study the altruistic inten-
tions and behaviors in the context of social sup-
port. NAM includes three main concepts for ex-
plaining the formation of intentions and behaviors: 
awareness of consequences, ascription of respon-
sibility, and personal norms. NAM is widely used 
in studies on environmental protection behaviors. 
Research on green consumer behaviors in the hos-
pitality and tourism fields has confirmed the pre-
dictive validity of these variables (Han, 2015, 2020).

Ascription of Responsibility (AR) refers to an in-
dividual’s belief regarding whether they can pre-
vent or raise the likelihood of foreseeing negative 
consequences or not (Kiatkawsin & Han, 2017). 
Therefore, it strongly predicts personal norms re-
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garding the decision to stay at a green hotel while 
traveling. It can also predict the effectiveness of 
guests’ environmentally friendly behaviors during 
stays at green hotels (Verma et al., 2019). 

Personal Norm (PN) is an individual’s internal 
moral factor. In contrast with SN, PN indicates 
an individual’s internalized belief (Sia & Jose, 
2019). PN refers to internalized social principles 
that guide individuals in how they believe they 
should act and behave (Kiatkawsin & Han, 2017). 
Regarding eco-friendly behaviors, PN indicates 
the extent to which an individual can contribute 
to addressing basic environmental issues and take 
significant actions to address environmental chal-
lenges (Choi et al., 2015).

Moral obligation is a code of conduct that governs 
individual behavior (Kujala, 2001). It reflects con-
formity to social norms and can be influenced by 
moral and emotional identity. Perceived moral ob-
ligation refers to the sense of responsibility to act 
ethically when an individual faces moral dilem-
mas (Chen & Tung, 2014). In the context of green 
behavior studies, predicting consumer engage-
ment in environmental protection behavior may 
involve social responsibility and personal ethics 
(Kaiser, 2006). Perceived Moral Obligation (PMO) 
demonstrates a close connection with norms as a 
form of moral reflection (Fauzi et al., 2024).

Green Hotel Knowledge (GHK) refers to cus-
tomers’ understanding of how eco-friendly ini-
tiatives are implemented to protect the environ-
ment in hotel operations (Chen & Peng, 2012). 
During customers’ stays at a green hotel, the 
positive feeling and satisfaction of doing some-
thing good for the environment influence their 
travel behavior (Manaktola & Jauhari, 2007). The 
diffusion of innovation activities in the hotel sec-
tor influences customers’ green consumption be-
havior (Sharma et al., 2024). As customers gain 
greater knowledge of green hotels, they are more 
inclined to believe in the effectiveness and au-
thenticity of green initiatives, thereby enhancing 
their intrinsic motivation to take stronger envi-
ronmental protection actions. The role of green 
hotel knowledge in guest behavior has been em-
phasized, as Noraz Mohd Suki and Norb Mohd 
Suki (2015) proposed studying its moderating 
effect on the relationship between psychologi-

cal factors and customer behavior. The findings 
of Hwang and Lee (2019) showed that product 
knowledge significantly moderates the forma-
tion of positive behavioral intentions among el-
derly tourists. 

This study aims to examine the moderating role of 
green hotel knowledge in the relationship between 
norms and customers’ green behavior. It further 
investigates two factors that may influence cus-
tomers’ norms, namely, ascription of responsibil-
ity and perceived moral obligation. Accordingly, 
the proposed model is structured around six latent 
constructs and seven hypotheses. 

Based on the existing literature, this study propos-
es the following hypotheses:

H1: Subjective norms positively influence cus-
tomer green behavior.

H2: Ascription of responsibility positively influ-
ences customers’ personal norms. 

H3: Personal norms positively influence custom-
er green behavior.

H4: Perceived moral obligation positively influ-
ences subjective norms.

H5: Perceived moral obligation positively influ-
ences personal norms.

H6: Green hotel knowledge moderates the rela-
tionship between subjective norms and cus-
tomers’ green behavior.

H7: Green hotel knowledge moderates the rela-
tionship between personal norms and cus-
tomers’ green behavior.

2. METHODOLOGY

Vietnam’s hotel industry is experiencing rapid 
growth, in line with the country’s comprehensive, 
rapid, and sustainable tourism development ori-
entation. This study verifies the proposed hypoth-
eses in Vietnam, where the concept of green hotels 
is relatively new and guests’ awareness of environ-
mentally friendly hotels remains limited.



339

Innovative Marketing, Volume 22, Issue 2, 2026

http://dx.doi.org/10.21511/im.22(2).2026.23

The research team collected primary data through 
surveys of domestic customers at several green-
certified hotels. Paper-based questionnaires were 
directly distributed to respondents. The sample 
was obtained through convenience sampling due 
to the exploratory nature of the study. The partici-
pants were provided with definitions of green ho-
tels and green behavior to ensure comprehension. 
Respondents voluntarily participated in the sur-
vey, and their anonymity was guaranteed. They 
were informed of the study’s purpose before com-
pleting the questionnaires and could opt out at any 
time.

Table 1. The participants’ demographic profile

Category Item
Number of 

participants Proportion

Gender

Male 146 57.5%

Female 99 39.0%

Other 9 3.5%

Marital status

Get married 117 46.1%

Single 123 48.4%

Other 14 5.5%

Age

30 and under 113 44.5%

31 - 40 76 29.9%

41 - 50 52 20.5%

51 and above 13 5.1%

Education

College level 

and under
55 21.7 %

Bachelor’s 

degree
134 52.7 %

Postgraduate 

degree
65 25.6%

Monthly 

income

15 million VND 

and under
115 45.3 %

16 million VND 

- 25 million 

VND

116 45.7 %

More than 25 

million VND
23 9.0%

This study analyzed 254 valid responses, compris-
ing 146 females (57.5%), 99 males (39.0%), and 9 
individuals (3.5%) identifying as other genders. 
Regarding marital status, 117 participants (46.1%) 
were married, 123 (48.4%) were single, and 14 
(5.5%) indicated other statuses. In terms of age 
distribution, 113 participants (44.5%) were 30 
and under, 76 participants (29.9%) were between 
31 and 40, 52 participants (20.5%) were between 
41 and 50, and 13 participants (5.1%) were over 
51. Regarding education, a large proportion of 
participants reported holding a bachelor’s degree 
or higher, with 199 individuals (78.3%), suggest-
ing a relatively well-educated sample. In terms of 

monthly income, 115 participants (45.3%) earned 
less than 15 million VND, 116 (45.7%) earned 
between 16 and 25 million VND, and 23 (9.0%) 
earned more than 25 million VND, indicating 
that the sample is largely concentrated within the 
low- to middle-income segments.

To measure constructs, perceived moral obligation 
(three items) was based on Haq et al. (2023). The 
scales for ascription of responsibility and subjec-
tive norms (three items) were adapted from Han 
(2015). Personal norms were assessed using three 
items adapted from Botetzagias et al. (2015), while 
green hotel knowledge was evaluated using three 
items from Mohd Suki and Mohd Suki (2015). 
Finally, customer green behavior was measured 
with five items derived from Liu et al. (2025). All 
observed variables in the model were assessed on a 
7-point Likert scale (ranging from 1 – “completely 
disagree” to 7 – “completely agree”).

The data were analyzed using SmartPLS 4.0 soft-
ware. The proposed hypotheses were examined 
by employing Partial Least Squares Structural 
Equation Modeling (PLS-SEM). This method is 
widely adopted in behavioral studies because of its 
efficacy in modeling relationships between latent 
variables and analyzing complex structural paths 
(Hair et al., 2011). 

To assess common method bias, a full collinear-
ity test was conducted following the recommenda-
tion of Kock and Lynn (2012). The analysis results 
showed that the Variance Inflation Factor (VIF) 
coefficients for all latent variables ranged from 
1.267 to 2.620 (below the 3.3 threshold), indicating 
that the data is free from common method bias 
(Kock, 2015).

Initial PLS-SEM analysis revealed that the out-
er Factor Loading (FL) for the item BEH4 was 
0.49, falling below the acceptable threshold of 0.5. 
Consequently, BEH4 was removed from the scale 
to ensure measurement quality. 

3. RESULTS 

In the final measurement model, convergent 
validity was established, as all factor loadings 
(FL) and Average Variance Extracted (AVE) val-
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ues exceeded 0.5 (Hair et al., 2011). In terms of 
internal consistency reliability, all Cronbach’s 
Alpha (CA) and Composite Reliability (CR) val-
ues were above 0.7, meeting the recommended 
threshold levels (Hair et al., 2014), as presented 
in Table 2.

The Fornell-Larcker criterion and the 
Heterotrait-Monotrait (HTMT) ratio were used 
to evaluate discriminant validity. The square 
roots of AVE for each construct were greater 
than their correlations with other constructs. 
Furthermore. The HTMT ratios were all within 
acceptable limits (less than 0.85). Thus, all con-
structs in the proposed model met both conver-
gent and discriminant validity (Henseler et al., 
2015; Teck Soon & Syed A. Kadir, 2017).

Table 3. Discriminant validity analysis based  
on the Fornell-Larcker approach

Variable 1 2 3 4 5 6

1 AR 0.861

2 BEH 0.311 0.736

3 GHK 0.384 0.292 0.818

4 PMO 0.392 0.525 0.356 0.811

5 PN 0.593 0.435 0.527 0.596 0.850

6 SN 0.480 0.427 0.528 0.584 0.689 0.889

Table 4. Discriminant validity analysis based  
on the HTMT coefficient

Variable 1 2 3 4 5 6

1 AR

2 BEH 0.378

3 GHK 0.480 0.335

4 PMO 0.472 0.651 0.487

5 PN 0.723 0.526 0.677 0.742

6 SN 0.564 0.493 0.656 0.709 0.818

 A bootstrapping procedure was conducted to as-
sess the direct relationships within the model 
(excluding the interaction term for green hotel 
knowledge). The coefficient of determination (R2) 
values for the SN, PN, and GHK variables were 
0.341, 0.507, and 0.219, respectively, all exceeding 
the minimum threshold of 0.1 (Kock, 2016). The 
predictive relevance (Q2) values for SN, PN, and 
GHK were 0.330, 0.490, and 0.229, respectively, in-
dicating that the model demonstrates predictive 
relevance, as all values were above zero (Hair et 
al., 2017). The Standardized Root Mean Square 
Residual (SRMR) value was 0.085 (below the 0.10 
limit), indicating good model fit (Hair et al., 2014). 

Based on H1, the positive impact of SN on BEH 
was supported (β1 = 0.240; f2 = 0.039; p < 0.05). H2 

Table 2. Assessment of measurement scales’ reliability and validity

Structure Item FL VIF CA
CR

(rho_a)
AVE

AR

AR1 0.879 1.947

0.826 0.834 0.741AR2 0.821 1.697

AR3 0.882 2.110

BEH

BEH1 0.717 1.575

0.731 0.788 0.542
BEH2 0.675 1.267

BEH3 0.723 1.539

BEH5 0.822 1.320

GHK

GHK1 0.796 1.539

0.754 0.760 0.669GHK2 0.836 1.606

GHK3 0.822 1.437

PMO

PMO1 0.782 1.586

0.744 0.761 0.657PMO2 0.823 1.340

PMO3 0.827 1.743

PN

PN1 0.823 1.631

0.807 0.809 0.722PN2 0.867 1.874

PN3 0.857 1.807

SN

SN1 0.854 1.883

0.867 0.881 0.790SN2 0.928 2.023

SN3 0.883 2.620

Note: AR = Ascription of Responsibility; BEH = Customer Green Behavior; GHK = Green Hotel Knowledge; PMO = Perceived 
Moral Obligation; PN = Personal Norms; SN = Subjective Norms.
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is supported, which proposed a positive influence 
of AR on PN (β2 = 0.424; f2 = 0.309; p < 0.001). 
According to H3, it is supported that PN positively 
affects BEH (β3 = 0.269; f2 = 0.048; p < 0.01). H4, 
showing PMO positive influences on SN, was sup-
ported (β4 = 0.584; f2=0.518; p < 0.001). H5 pro-
posed a positive influence of PMO on PN, which 
was supported (β5 = 0.429; f2 = 0.317; p < 0.001). 
The analysis results indicate that all five hypoth-
eses (H1 to H5) regarding direct effects were sup-
ported (Table 5).

A second bootstrapping analysis was performed 
to evaluate the moderating effects in the research 
model, including the green hotel knowledge con-
struct. According to Table 6, green hotel knowl-
edge significantly moderates the effect of personal 

norms on customers’ green behavior. Specifically, 
the positive interaction coefficient (β = 0.247;  
p < 0.001) indicates that greater green hotel knowl-
edge strengthens the relationship between person-
al norms and customers’ green behavior. However, 
the analysis also revealed no statistically signifi-
cant moderating effect of green hotel knowledge 
on the relationship between subjective norms and 
customers’ green behavior (β = –0.111; p > 0.05).

4. DISCUSSION

 This research investigates the impact of green ho-
tel knowledge on the relationship between norms 
and the environmentally friendly behavior of do-
mestic customers. Results from the consumer sur-

Table 5. Summary of hypothesis testing results for H1-H5

Hypothesis Direct effects Beta-value p-value f2 Results

H1 SN → BEH 0.240 0.016 0.039 Accepted

H2 AR → PN 0.424 0.000 0.309 Accepted

H3 PN → BEH 0.269 0.003 0.049 Accepted

H4 PMO → SN 0.584 0.000 0.518 Accepted

H5 PMO → PN 0.429 0.000 0.317 Accepted

Table 6. Results of hypothesis testing for H6 and H7

Hypothesis Indirect effect Beta-value P-value Result

H6 GHK × SN → BEH -0.111 0.188 Rejected

H7 GHK × PN → BEH 0.247 0.000 Accepted

Note: *p < 0.05; **p < 0.01; ***p < 0.001.

Figure 1. Results of the structural equation model analysis

Customer 

Green Behavior 

Subjective 

Norms

Personal Norms

Perceived Moral 

Obligation

Ascription Of 

Responsibility

Green Hotel 

Knowledge

-0.111

0.247***

0.584***

0.424***

0.269**

0.429***

0.240*
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vey confirm the validity of the research model and 
its ability to explain and predict customer behav-
ior. Furthermore, ethical, responsible, and norma-
tive considerations clearly explain and justify cus-
tomers’ green behavior.

Customers’ perceived moral obligation plays a cru-
cial part in the decision to support eco-friendly ho-
tel initiatives. This result is supported by findings 
from prior studies in different research contexts 
(Chang & Chou, 2018; Yoon, 2011). Specifically, 
the positive association between moral obliga-
tion and subjective norms has been confirmed 
by research on hotel selection in Egypt (Agag & 
Colmekcioglu, 2020) and Bangladesh (Haq et al., 
2023). Additionally, Fauzi et al. (2024) noted the 
considerable effects of perceived moral obliga-
tion on personal norms regarding staying at green 
hotels. 

Besides, this study has shown that the ascription 
of responsibility significantly affected personal 
norms regarding guests’ green behaviors in the 
context of temporary residence. This relationship 
has also been verified in some recent research 
(Verma et al., 2019; Han, 2020). Therefore, re-
garding guests’ green behaviors, it is evident that 
consumers’ moral awareness and sense of respon-
sibility are foundational in shaping their actual 
behavior.

Furthermore, this study demonstrates the dual 
impact of subjective and personal norms on en-
vironmentally friendly behaviors. The results on 
the effects of subjective norms on guests’ green 
behaviors in this research align with prior find-
ings on green consumption behaviors in the ho-
tel sector (Yeh et al., 2021; Senooane & Mkhize, 
2025). This study also confirms the considerable 
impact of personal norms on guests’ green be-
haviors in practice, consistent with Han’s (2020) 

findings. However, contrary to our findings, the 
study by Fauzi et al. (2024) reported that the re-
lation between personal norms and intentions 
to stay at hotels was not statistically significant. 
Differences in specific behaviors measured can 
explain this discrepancy; while intentions reflect 
a future plan, actual behavior during a stay re-
quires immediate commitment. Another point 
worth noting is that while guests in this study 
exhibited pro-environmental behaviors (e.g., re-
using towels), the ‘willingness to pay a premium’ 
item was removed due to a low factor loading. 
This suggests that while Vietnamese domestic 
guests are willing to perform green actions that 
require personal effort, they may be less willing 
to incur financial costs, reflecting a price-sensi-
tive market characteristic. 

Lastly, a major contribution of this study lies in 
the analysis of the moderating role of green hotel 
knowledge in the relationship between personal 
norms and guests’ green behaviors. The findings 
suggest that if temporary residents are familiar 
with green practices in hotels, personal norms 
will significantly boost their behavior. This occurs 
because personal norms indicate distinct social 
principles that regulate how a person should act 
based on their beliefs (Kiatkawsin & Han, 2017). 
However, green hotel knowledge does not moder-
ate the impact of subjective norms on green be-
haviors in this research. This is consistent with the 
results drawn in the research conducted by Noraz 
Mohd Suki and Norb Mohd Suki (2015). Kim and 
Hwang (2020) also found that product knowledge 
did not moderate the relationship between subjec-
tive norm and behavioral intention in the context 
of drone food delivery services. A possible expla-
nation is that subjective norms are driven by ex-
ternal social pressure and the desire for social ap-
proval, independent of the individual’s technical 
knowledge of specific green initiatives.

CONCLUSIONS 

This study investigates the determinants of customers’ green behavior, emphasizing the pivotal role cus-
tomers play in driving sustainable innovation in the hotel sector. The findings identify morality, respon-
sibility, and norms as critical antecedents and elucidate the moderating role of green hotel knowledge in 
the relationship between personal norms and sustainable behaviors. The distinct context of an emerging 
economy like Vietnam, where the green hotel concept is relatively novel, offers unique insights into how 
norms and knowledge shape customer behavior.
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Theoretically, this research contributes to the literature on green consumption behaviors by establishing 
the role of green hotel knowledge as a catalyst in the relationship between personal norms and guests’ 
environmentally friendly behaviors. Specifically, the results demonstrate that green hotel knowledge 
significantly moderates the relationship between personal norms and eco-friendly behaviors. This find-
ing underscores the central role of internalized norms in explaining sustainable consumption behaviors. 
This implies that integrating knowledge factors into normative frameworks enhances the explanatory 
power of sustainable behavior models, particularly in the hospitality industry. Furthermore, empirical 
evidence highlights a distinct difference between the impacts of personal and subjective norms. Results 
suggest that for Vietnamese guests, green behaviors are driven more strongly by internal beliefs and 
individual responsibility than by social pressure. Additionally, this research emphasizes the necessity of 
exploring perceived moral obligation and ascription of responsibility as fundamental premises of guests’ 
environmentally friendly behaviors.

From a managerial perspective, the results suggest that hotels should prioritize enhancing guests’ un-
derstanding of green practices. Transparent, easily accessible communication through signage, in-room 
messaging, or inspirational stories can enhance guests’ knowledge, thereby amplifying the influence 
of personal norms on guest participation. Hotels should design campaigns that appeal to guests’ indi-
vidual values by emphasizing moral obligations, pride, and the social benefits of environmental action. 
Integrating green initiatives with service experiences, such as acknowledging guests’ contributions, will 
foster positive emotions and encourage sustained pro-environmental behaviors. Additionally, market-
ing campaigns should target guest segments that value moral obligation, individual responsibility, and 
social impact. This approach not only increases marketing effectiveness but also helps build a strong 
brand image and create long-term competitive advantages.

Despite these contributions, this research has limitations that suggest directions for future studies. First, 
because this research relied solely on customer self-assessments, future research should explore hotel 
managers’ perspectives. Second, as this study surveyed only domestic guests, future research should 
expand to international guests visiting Vietnam. This would further clarify how cultural factors influ-
ence the impact of norms on guest behaviors. Finally, future research could investigate specific green 
behaviors in greater depth, such as energy or water conservation.
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APPENDIX A

Table A1. Items of the six constructs used for the research model

Constructs Code of items Items

Perceived moral 

obligation

PMO1 I would feel guilty if I stayed in a hotel damaging the environment 

PMO2 To stay in a hotel that damages the environment would be morally wrong for me

PMO3
Staying in a hotel that affects the environment would go against my principles I like to purchase 
products and services from eco-friendly hotels

Ascription of 
responsibility

AR1
I believe that every hotel guest is partly responsible for the environmental problems caused by 

the hotel industry

AR2
I feel that every hotel guest is jointly responsible for the environmental deterioration caused by 
the hotel industry

AR3 Every hotel guest must take responsibility for the environmental problems caused by hotels

Subjective norms

SN1 Most people who are important to me think I should have green behavior when staying in hotels
SN2 Most people who are important to me would want me to have green behavior at hotels

SN3
People whose opinions I value would prefer that I adopt eco-friendly behavior when staying in 

hotels

Personal norms

PN1 I believe I have a moral obligation to behave environmentally friendly when staying at hotels
PN2 Green behavior at hotels is in line with my principles to protect the environment

PN3 My personal values encourage me to adopt environmentally friendly when staying at hotels

Green hotel 

knowledge

GHK1 Compared to an average person, I am familiar with hotels’ environmental policies

GHK2 Compared to my friends, I am familiar with hotels’ green programs

GHK3 Compared to people who travel a lot, I am familiar with hotels’ green labels

Customer green 

behavior

BEH1 I prefer to use eco-friendly amenities provided by the hotel

BEH2
The hotel’s pro-environmental efforts have influenced me to adopt more eco-friendly behaviors 
during my stay

BEH3 I support hotels that provide organic or sustainable food options

BEH4
The hotel’s commitment to sustainability has increased my willingness to pay a premium for 

eco-friendly options
BEH5 The hotel’s eco-friendly actions have motivated me to adopt greener habits in my everyday life
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