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ABSTRACT 

 

Nowadays, the growing concern of environmental sustainability does not only influence 

consumers’ demand but also how companies run their own business.  Consumers are more 

conscious about the environment and demanding environmental friendly products and services.  

Consequently, the tourism industry currently faces increasing demands from consumers to achieve 

levels of environmental responsiveness.  Thus, companies strive to implement environmentally 

friendly and socially responsible practices to gain competitive advantage, while still maintaining 

commercial success.  Moreover, empirical evidence indicated that companies’ increased 

environmental support results in the development of customer trust and commitment as well as 

higher profitability.  Thus, this study attempts to investigate the antecedents of loyalty in the hotel 

industry by examining the impacts of attitude toward the hotel’s environmental concern, subjective 

norms, perceived value and destination competitiveness on customers’ future intentions.  Also, the 

comparative examination of these relationships between high and low environmental concern 

groups was included.  Results revealed that perceived value is, followed by destination 

competiveness, the most powerful predictor of future intentions in both high and low 

environmental concern groups.  In addition, attitude towards the hotel’s environmental concern 

significantly influenced future intentions solely in high environmental concern group.  Contrary to 

our expectation, subjective norms exerted no significant effect on future intentions in both groups.  
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INTRODUCTION 

 

oncern about environmental sustainability has dramatically increased and influenced both the way 

consumers behave and the way the companies run business (Bergin-Seers and Mair 2009). The 

development of tourism industry has both positive and negative effects (Holjevac 2003; Archer and 

Cooper 1994). Positive effects are in terms of economic development and growth whereas negative effects are 

deterioration of natural resources. Therefore, if the destination is appropriately managed, the resources that 

appealing to tourists are maintained over time, the destination can be differentiated and its competitiveness can be 

increased and sustained (Hu and Wall 2005; Mihalic 2000). As Enrique and colleagues (2007) suggested that hotels 

should adopt and implement a sustainable tourism policy to preserve their destination and consequently their 

competitiveness. Consistently, companies holding environmental concerns theoretically achieve a competitive 

advantage over its competition since these shared values contribute significantly to the development of customer 

trust and commitment (Dwyer et al., 1987). Moreover, the positive association between increased environmental 

support by businesses and increased profit was empirically supported (Bonifant et al., 1995; Miles & Covin, 2000). 

In this study, we attempt to compare the relative effects of the following variables such as attitude toward the hotel‟s 

environmental concern, subjective norms of tourists, perceived value, destination competitiveness (in terms of 

natural resources) on future intentions to stay with the hotel. Additionally, this model is compared between two 

groups of tourists: those with high concern for environment and those with low concern for environment. 

 

C 

brought to you by COREView metadata, citation and similar papers at core.ac.uk

provided by Clute Institute: Journals

https://core.ac.uk/display/268107491?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1


International Business & Economics Research Journal – November 2011 Volume 10, Number 11 

92 © 2011 The Clute Institute 

RESEARCH OBJECTIVES 

 

The objectives of this research are as follows:  

 

 to examine the effects of attitude towards the hotel‟s environmental concern, subjective norms, perceived 

value, destination competitiveness on future intentions 

 to examine the aforementioned relationships between  high and low environmental concern groups 

 

LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

 

Future Intentions 

 

According to Zeithaml et al., (1996), behvaioral intention of customer represents their willingness to 

repatronizing the company. Thus, it is an important concept, particularly in competitive market like tourism. 

Chauduri and Holbrook (2001) argued that behavioral intention can be linked to market share. Moreover, Zeithaml, 

Berry and Parasuraman (1996) described the lists of behavioral intentions such as loyalty, switching intentions and 

willingness to pay more. Empirically, Ozdemir and Hewett (2010) have conceptualized behavioral intention as a 

higher-order construct consisting of (1) positive word of mouth (Boulding et al., 1993), (2) willingness to 

recommend (PBZ 1991) and (3) intention to continue buying from a particular service provider (Bowen and 

Shoemaker 1998). This study conceptualized behavioral intention as intention to repatronize the service provider 

(hotel) or repurchase intention (Bolton et al.2000). 

 

Environmental Concern 

 

From a theoretical perspective, environmental concern refers to “individual‟s orientation toward the 

environment” (Kim and Choi 2005). It has been viewed as uni-dimensional construct ranging from no concern at all 

to high concern (Milfont and Duckitt 2004). It was found to predict environmentally conscious behavior such as 

recycling behavior (Simmons and Widmar1990), green buying behavior (Chan 1996). However, the empirical 

research has shown that the relationship between environmental concern and green buying is low to moderate (Hines 

et al., 1987). 

 

Attitude toward the hotel’s environmental concern 

 

Earlier research provides support for the notion that attitude influences behavioral intention (Ajzen and 

Fishbein 1980) and this influence has been supported by many empirical evidence (e.g. Fitzmaurice 2005; Pavlou 

and Fygenson 2006; Thorbjornsen et el., 2007). Research has shown that hotel‟s environmental concern can enhance 

destination quality, which in turn increase the value of product (Mathieson and Wall 1982), the number of tourists 

and the number of repeated visits (Hu and Wall 2005) as well as more revenues (Kirk 1998). As a result, in this 

study, attitude toward the hotel‟s environmental concern is measured and posited that  

 

H1: Attitude toward hotel’s environmental concern will exert a direct influence on tourists’ future intentions.  

 

Subjective Norm 

 

Based on The Theory of Planned Behavior (TPB) (Ajzen 1991), which is an extension of the Theory of 

Reasoned Action (Azjen and Fishbein 1970), subjective norm is one of ingredients of the model that predicts 

consumer behavior. According to TPB, behavioral intentions are partly (not fully) determined by a weighted 

combination of attitude and subjective norm. Since behavioral intentions changed over time, TPB postulated that 

intentions at any point in time are determined by three important factors: (1) attitude toward the behavior, (2) 

subjective norm governing the behavior, (3) time and chance which is „perceived behavioral control‟ (Wang et 

al.2007). Fishbein and Ajzen (1975) suggested that the relative importance of these factors may depend on 

demographics variables and personality variables. 
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Subjective norm is based on normative beliefs. It is belief about what other people (who are very important 

to the respondent) think the respondent should do and the motivation of the respondent to comply with the views of 

the others (Lodorfos and Dennis 2008). Many researchers concluded that the influence of subjective norm on 

behavior is context dependent (Hubner and Kaiser 2006; Legris, Ingham and Collerette 2003). However, in this 

study, we want to explore the impact of subjective norm on the future intention. As a result, we hypothesize that  
 

H2: Subjective norm will exert a direct influence on tourists’ future intentions.  
 

Perceived Value 
 

Empirical findings extensively support perceived value as a critical tool for gaining competitive advantage 

(Parasuraman 1997). It is defined as “the total benefits that customers receive from consumption relative to the total 

costs that customers have to pay in order to get those benefits (which include the price paid plus other costs 

associated with the purchase (Woodruff 1997). Empirical researches have shown that perceived value is a key 

determinant of repurchase intention (Cronin et al., 2000; Petrick 2004). Research has suggested that perceived value 

may be a better predictor of repurchase intentions, than either satisfaction or quality (Cronin, Brady and Hult 2000). 

Based on equity theory (Oliver and DeSarbo, 1988), customers are inclined to feel equitably treated if they perceive 

that the ratio of their outcome to inputs is comparable to the ratio of outcome of inputs experienced by the company. 

Consistently, perceived value was found to be good predictors of entertainment vacationers‟ intention to revisit a 

destination (Petrick, Morais and Norman 2001). Bolton and Drew (1991) have shown that future intentions are 

determined in part by perceived value. In making the decision to return to the service provider, customers are likely 

to consider whether or not they received value for money (Zeithaml 1988). As a result, the next hypotheses are 

formulated as follows: 
 

H3: Perceived value towards hotels will exert a direct influence on tourists’ future intentions 
 

Destination competitiveness 
 

 Destination competitiveness is defined in this study as the destination‟s ability to deliver goods and services 

that excels better than other destinations (Dwyer and Kim, 2003). There are many variables linking to the concept of 

destination competitiveness. Based on the framework developed by Dwyer and Kim (2003), natural  resources or 

endowed resources (Dunn and Iso-Ahola, 1991) are considered as core resources which act as primary motivation 

for tourists (Crouch and Ritchie, 1999). As a consequence, they can influence the attractiveness of destination, 

thereby intention to visit. They also influence tourist experiences and perceived value of the trip (Murphy et al., 

2000).  Thus, we hypothesize that 
 

H4: Destination competitiveness (natural resources) will exert a direct influence on tourists’ future intention.  
 

RESEARCH METHODOLOGY  
 

Target populations are Thai tourists who have experiences staying in hotels in Koh Samet.  Derived from 

indefinite population formula for determining sample size, the calculated sample size for this study is 400. The list 

of hotels in Koh Samet was prepared, including 30 hotels. The quota sampling method was employed to collect data 

from qualified respondents. The criterion of selecting respondents is based on quotas by recruiting 13-14 

respondents per hotel from the predetermined list of 30 hotels. The first draft of the questionnaire was subjected to 

pretesting with total respondents of 40. The reliability coefficients of the measurement scales from the pretest 

demonstrated high internal consistency with reliability coefficients exceeding the threshold level of 0.70 (Nunnally, 

1978). 
 

MEASURES 
 

Twelve measures are adapted to measure attitudes toward the hotel‟s environmental concern.   This twelve 

–item scale asked questions about the consumers‟ attitudes towards hotels‟ environmental concern. Subjective 

norms was operationalized on the basis of six items developed by Ajzen (2006) and Francis et al. (2004). Similarly, 

perceived value was measured using a four-item scale adapted from previous studies by Parasuraman (1997). The 
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scale for measuring destination competitiveness was adapted from Dwyer and Kim (2003).  With regards to future 

intentions, the four-item scale developed by Pritchard et al. (1999) was employed in this study. The measure of 

environmental concern was adapted from the study of Finisterral & Mario Linos (1980).  All measurement scale 

demonstrated substantial internal consistency with high reliability estimates in the previous study. 
 

All of the items were measured by a 7-point Likert scale (1 = strongly disagree and 7 = strong agree). The 

original English instrument was translated into Thai and then back-translated into English in order to permit a 

comparison of meaning of the questions. The final self-administered questionnaires were then given to respondents 

to complete concerning their attitudes towards a focal hotel.  
 

RESULTS 
 

Respondent profile 
 

Total number of valid questionnaires obtained was 400. The split-group analysis procedure (high versus 

low on the environmental concern variable) (Osterhus, 1997) was conducted to examine the differences between the 

high and low environmental concern groups from the total sample of 400 respondents. Then the total sample was 

divided into two groups on the basis of the degree of environmental concern by using high versus low median splits 

on the environmental concern variables. As a result, the high environmental concern group consists of 218 

individuals whereas the low environmental concern group consists of 149 individuals. 

 

 
Table 1: Respondent Profile of Tourists 

Demographic 

High environmental concern 

group (n=218) 

Low environmental concern 

group (n=149) 

Frequency % Frequency % 

Gender     

   -  Male 107 49.10 79 53.00 

   -  Female 111 50.90 70 47.00 

Age     

   -  Less than 25 Years 77 35.30 75 50.30 

   -  25-34 Years 123 56.40 62 41.60 

   -  35 Years and over 18 8.30 12 8.10 

Marital status     

   -  Single 180 82.60 128 85.90 

   -  Married/Living together 38 17.40 21 14.10 

Level of Education     

   -  Less than Bachelor Degree 28 12.80 16 10.70 

   -  Bachelor Degree 162 74.30 106 71.10 

   -  Higher than Bachelor Degree 28 12.80 27 18.10 

Occupation     

   -  Professionals  11 5.00 8 5.40 

   -  Administrative/Managerial 13 6.00 11 7.40 

   -  Commercial  27 12.60 28 18.80 

   -  Government/State Enterprise 47 21.60 16 10.70 

   -  Retired/Unemployed/Housewives  10 4.60 3 2.00 

   -  Students 55 25.20 52 34.90 

   -  Entrepreneurs 19 8.70 7 4.70 

   -  Others 36 16.50 24 16.10 

Monthly Household Income     

   -  Less than 450 US$. 58 26.60 45 30.20 

   -  450-900 US$. 71 32.60 45 30.20 

   -  901-1,500 US$. 40 18.30 22 14.80 

   -  1,501-1,950 US$. 10 4.60 19 12.80 

   -  1,951-2,400 US$. 10 4.60 7 4.70 

   -  2,401US$. and over. 29 13.30 11 7.40 

Total 218 100 149 100 
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Regarding the high environmental concern group, it can be indicated that there is almost equal split in the 

gender of respondent (50.90% are female; 49.10% are male). 56.40% of them are 25-34 years old. The majority of 

them are single (82.60%) and hold at least a bachelor‟s degree (74.30%). Most of them are students (25.20%) and 

have an income level between 450-900 US$ or 15,000-29,999 Baht (32.60%).  

 

In terms of the low environmental concern group, 53% of them are female, 50.3% of them are aged less 

than 25 years old. The majority of them are single (85.90%) and have bachelor degree (71.10%). Their income is 

less than 450 US$ (30.20%) and 450-900 US$. (30.20%). Most of them are students (34.90%). The details of 

respondent profile are shown in Table 1. 
 

Scale purification 
 

The preliminary analysis revealed that the measurement scales of all constructs had acceptable internal 

consistency, which was evidenced by high Cronbach‟s alpha ranging from 0.87 - 0.96 which exceeded the threshold 

value of 0.70 (Nunnally, 1978). In addition, exploratory factor analysis (EFA) using principal component analysis 

with varimax rotation was carried out to purify the measurement scales and to examine the dimensionality of the 

items. The findings revealed that only one factor was extracted as expected, which explained approximately 65- 83 

percent of the total variance as summarized in Table 2. The findings indicated that all constructs satisfied the criteria 

of unidimensionality and reliability. 
 

 

Table 2: Variance Explained and Reliability Results 

Construct No. of 

factors 

Variance explained Eigenvalue Reliability 

coefficient 

Attitude toward the hotel‟s 

environmental concern 

1 68.79% 8.25 0.96 

Subjective norms 1 83.44% 5.00 0.96 

Perceived value 1 80.57% 3.22 0.92 

Destination competiveness 1 77.10% 3.08 0.90 

Future intentions 1 80.46% 3.22 0.92 

Environmental concern 1 65.42% 3.27 0.87 

 

 

Before estimating the hypothesized conceptual model, it is highly recommended to identify the correlation 

problem or multicollinearity among independent variables (Hair et al., 1998; Tabachnick and Fidell, 2001). 

Theoretically, the correlation values between constructs exceeding 0.90 can be indicative of multicollinearity (Hair 

et al., 1995).The findings reveal that the correlation coefficients between the predictor variables are less than 0.90, 

indicating little or no problem of multicolinearity. Table 3 reports the results of the correlation analysis for the 

variables hypothesized to be related to future intentions, along with means and standard deviation of each variable. 
 

 

Table 3: Means, Standard Deviations and Intercorrelations among Constructs 

 Means SD. Y1 X1 X2 X3 X4 

Future Intentions (Y1) 4.75 1.434 1.00     

Attitude toward the hotel‟s environment concern (X1) 4.27 1.238 .429** 1.00    

Subjective norms (X2) 5.57 1.296 .182** .233** 1.00   

Perceived value (X3) 4.49 1.255 .513** .435** .104* 1.00  

Destination competiveness (X4) 4.98 1.110 .360** .325** .264** .311** 1.00 

Note: ** Correlation is significant at the 0.01 level (2-tailed), **Significant at p < .01 

*Correlation is significant at the 0.05 level (2-tailed), *Significant at p < .05 

 

 

Hypotheses Testing  

 

The relationships hypothesized in H1 to H4 were tested by using multiple regression analysis with tourists‟ 

future intentions as the dependent variable. Hypotheses H1 predicted a positive relationship between attitude toward 
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the hotel‟s environment concern and future intentions. The multiple regression results revealed that attitude toward 

the hotel‟s environment concern, as hypothesized, was found to significantly influence future intentions only in the 

high environmental concern group ( = .234, p < 0.01). In contrast, H1 was not supported in the low environmental 

concern group ( = .109, p > 0.05) due to the statistically insignificant coefficient.  

 

Hypotheses H2 stated that subjective norms will be positively associated with future intentions. The 

regression results show that the beta coefficients of both high and low environmental concern groups were 

statistically insignificant (high group:  = .025, p > 0.05, low group:  = .108, p > 0.05). It should be noted that 

counter to the author‟s predictions, the relationship between subjective norms and future intentions was statistically 

insignificant. Hence, no support was found for the hypotheses H2 in both groups. 

 

Hypotheses H3 predicted a positive relationship between perceived value and future intentions. The results 

were consistent with this prediction as evidenced by positive and significant path coefficients towards future 

intentions in the high environmental concern group ( = .387, p < 0.01) and the low environmental concern group ( 

= .381, p < 0.01). The positive association between perceived value and future intentions was consistent with 

previous studies of Cronin, Brady and Hult (2000) and Oh (2000) wherein perceived value was found to be the 

indicator of repurchase intentions.  Thus, this result complemented past research and was supportive of H3. 

 

Hypotheses H4 proposed a positive relationship between destination competiveness and future intentions.   

The finding revealed that destination competiveness was found to significantly affect future intentions in both high 

( = .137, p < 0.05) and low environmental concern group ( = .170, p < 0.05), both at the significance level of 0.05, 

providing support for H4.  Results of the hypotheses testing of both groups are demonstrated in Table 4. 
 

 

Table 4: Summary of Hypotheses Testing Results 

Hypotheses 

High Environmental 

Concern Group 

Low Environmental 

Concern Group 

Standardized 

Coefficients 

(Beta) 

t Sig. Results 

Standardized 

Coefficients 

(Beta) 

t Sig. Results 

H1: Attitude toward the hotel‟s 

environment concern 

     Future intentions 

.234** 3.635 .000 Supported .109 1.390 .167 Not 

supported 

H2: Subjective norms 

    Future intentions 

.025 0.439 .661 Not 

supported 

.108 1.408 .161 Not 

supported 

H3: Perceived value 

      Future intentions 

.387** 6.169 .000 Supported .381** 4.745 .000 Supported 

H4: Destination competiveness 

     Future intentions 

.137* 2.319 .021 Supported .170* 2.131 .035 Supported 

R2 .346 .329 

Adj.R2 .334 .311 

F-value 28.16 17.67 

Notes: Dependent Variable: Tourists‟ Future Intentions 

*p <0 .05; ** p < 0.01 

 

 

In summary, the most powerful predictor of future intentions in the high environmental concern group was 

perceived value (  = .387), followed by attitude towards the hotel‟s environmental concern (  = .234) and 

destination competiveness (  = .137) respectively. Contrary to our expectation, subjective norms insignificantly 

influenced future intentions. For the low environmental concern tourists, the most powerful predictor of future 
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intentions was perceived value (  = .381), followed by destination competiveness (  = .170). In addition, the 

attitude towards the hotel‟s environmental concern and subjective norms exerted no significant effect on future 

intentions.    

 

 

Subjective Norms

Destination

Competitiveness 

Perceived Value

Future Intentions

Attiude towards

 the Hotel‟s 

Environmental 

Concern

H1: .234** / .109 (H / L)*

H2: .025 / .108 (H / L)

H3: .387** / .381** (H / L)

Figure 1: Conceptual Model

H4: .137* / .170* (H / L)

*(H / L): ( High / Low environmental concern group)

 
 

 

DISCUSSION AND CONCLUSION  

 

As hypothesized, the empirical results indicate that service loyalty, in terms of future intentions, is 

determined by the extent of customers‟ attitude towards the hotel‟s environmental concern, but solely in the high 

environmental group. This finding is consistent with the preceding literature review (e.g. Hu and Wall 2005) 

supporting the notion that attitude is regarded as essential precursors of behavior. Moreover, this finding is 

consistent with the findings of Baldinger and Rubinson (1996) that customers tend to stay loyal if their attitude 

towards a brand is positive. Contrary to expectations, subjective norms exerted no effect on future intentions in both 

environmental concern groups. This finding is partly due to Thai consumers‟ lack of motivation to comply with the 

views of the others and commitment in conserving the environment. (Lodorfos and Dennis 2008).  Extending prior 

research, the replicated investigation of the relationships between perceived value and future intentions supports the 

strong value-loyalty relationship in both environmental concern groups. This finding is consistent with previous 

study of Cronin et al. (2000) and  Petrick (2004) who suggested that value is regarded as one of the most powerful 

prerequisites of loyalty. This study showed strong empirical evidence that tourists holding favorable value were 

more likely to develop loyalty towards hotels holding environmental concern. Lastly, the significant and positive 

relationship between destination competitiveness and future intentions is well supported in both groups. Consistent 

with previous studies (e.g., Crouch and Ritchie, 1999). the finding supports the idea that destination competitiveness 

contributes to boosting customer loyalty. 

 

MANAGERIAL IMPLICATION 

 

Based on the findings discussed above, they highlight the importance of consumers‟ perceived value,  

attitudes towards the hotel‟s environmental concern, and destination competitiveness in influencing on service 

loyalty towards hotels in Koh Samet. First and most important indicator of loyalty, marketing practitioners should 

concentrate their efforts on developing marketing strategies and programs enhancing customers‟ perceived value in 

terms of fair price and good bargain.  Secondly, hotel marketers should make a commitment to environmental 

responsiveness by developing sustainable business initiatives through the consensus of stakeholders. Lastly, tourism 
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marketers should incorporate the local authorities in developing the sustainable projects with an aim to conserve and 

improve the natural resources of Koh Samet.   
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