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Predictors of willingness to pay a price premium for hotels’ water-saving
initiatives

Abstract

This study examines customers’ willingness to pay a premium to support hotels’ water-saving
initiatives and the effect of different explanatory variables: attitude toward water conservation,
water problem awareness, willingness to sacrifice, reported water-saving behavior, and
frugality. A Heckit model is applied to a sample of 681 tourists. Results show that 44.3% of
tourists would pay a premium to stay in a hotel that had installed water-saving devices in rooms.
The average price premium they would pay is 4.29 euros. These findings offer interesting
insights for hotel managers to identify tourists who could contribute to reducing the costs of

going green.

Keywords: willingness to pay, water-saving initiatives, hotel management, environmental
concern, price premium, problem awareness, willingness to sacrifice, reported behavior,

frugality, Heckit model



1. Introduction

Climate change is a global problem. Weather events are becoming more extreme as weather
patterns change, disrupting national economies and affecting lives (UN, 2020). Several authors
have highlighted the growing pressure on water resources as one of the consequences of climate
change (Gosling & Arnell, 2016). This pressure can lead to problems associated with water
scarcity. The Mediterranean is one specific region that will suffer an increase in water stress.
This trend is consistent across all climate change patterns leading to an increase in the average
global temperature (Gosling & Arnell, 2016). The year 2019 was the second warmest on record,
and 2010 to 2019 was the warmest decade ever recorded (UN, 2020). Water availability is
threatened not only by climate change but also by pollution, population growth, tourism, and
other factors (Aprile & Fiorillo, 2017; Gossling et al., 2012). To address some of these issues,
this study contributes to the stream of research on specific water conservation initiatives in the
tourism industry from a consumer perspective.

Introducing practices to lower hotels’ environmental impact involves substantial capital
investment. Accordingly, some hotel managers may be reluctant to “go green.” Despite the
expected reduction in operating costs due to lower energy or water consumption (Armas-Cruz,
2011), the cost of introducing sustainable management practices remains a major barrier to
adoption in the hotel industry (Yeh, Fotiadis, Huang, & Huan, 2017).

Hotels could consider introducing a price premium to help mitigate the costs of such
initiatives, as long as customers are willing to pay this premium for green accommodation.
Scholars have attempted to estimate hotel customers’ willingness to pay for such environmental
initiatives. However, the literature provides contradictory results. Some studies have shown that
tourists, motivated by a range of environmental attitudes and concerns, are willing to pay a price
premium (Dimara, Manganari, & Skuras, 2017; Susskind, 2014). However, other studies have
shown that tourists are not willing to pay more for hotels’ environmental initiatives. In fact,
tourists would actually want to pay less than for non-sustainable hotels, claiming that hotels
should bear the costs of such practices because these practices save hotels money (Baker, Davis,
& Weaver, 2014). Guests also allege that such practices would reduce their level of comfort
(Chia-Jung & Pei-Chun, 2014). Therefore, further research is needed to broaden the current
understanding of tourists’ commitment to sustainable consumption in hotels.

Previous research on willingness to pay a premium for specific sustainable practices has
examined hotels’ towel reuse programs (e.g., Dimara et al., 2017) and energy-related initiatives
(e.g., Kostakis & Sardianou, 2012; Susskind, 2014). However, the impact of hotels’ water-

saving measures remains unexplored. Hotels and destination managers are especially concerned



about water availability and sustainable water use (Gossling & Peeters, 2015; Gossling et al.,
2012). This concern is particularly strong in crowded and water-scarce destinations such as the
Mediterranean region (Roson & Sartori, 2014). Therefore, the first contribution of the current
study is to examine guests’ willingness to pay a premium for hotels’ water-saving initiatives.
The study divides tourists’ willingness to pay into two stages: first, the willingness to pay a
premium and, second, the amount of money the tourists would be prepared to pay. These
decisions are simultaneously estimated using a Heckit model because they are non-independent
and nested. Previous research has mainly focused on guests’ willingness to pay more to stay at
green or eco-friendly hotels. Thus, the second contribution of this study is to examine a sample
of non-green hotels.

The third contribution of this study is to examine the effect of cognitive, psychographic, and
behavioral variables on willingness to pay a premium for hotels’ water-saving measures.
Building on well-known theories within the environmental hospitality literature, this research
examines new variables that have not been tested in this context. Specifically, the study
considers willingness to sacrifice to save water, reported water-saving behavior, and frugality.
These variables are analyzed together with more common variables such as attitudes toward
water conservation and water problem awareness (e.g., Han, 2015). Thus, this study responds
to recent calls for further research into: (i) the effect of personal values and concerns on guests’
water conservation decisions while staying at hotels (Han & Hyun, 2018); (ii) eco-friendly
behavior in the hospitality industry by examining the effect of different combinations of
variables (Agag, Brown, Hassanein, & Shaalan, 2020); and (iii) frugal consumer identities
associated with pro-environmental behaviors (Gatersleben, Murtagh, Cherry, & Watkins,
2019). Finally, the study also controls for the effect of guests’ sociodemographic characteristics
(gender, age, education, income, and country of residence) and contextual factors (room price),
which have previously been considered in similar contexts (Dimara et al., 2017; Han, Hsu, Lee,

& Sheu, 2011).

2. Literature review

2.1 Willingness to pay a price premium for hotels’ water-saving measures

Hotels’ environmental initiatives have grown because of two main factors. First, the hotel
industry has recognized the strategic benefits of going green, namely reducing operating costs
and enhancing corporate image. Hotels are also aware of the long-term impact of sustainability

on tourism competitiveness (Hu & Wall, 2005). Second, the hotel industry is under pressure



from stakeholders, particularly consumers, who are becoming more aware of environmental
problems and are demanding that firms adopt environmental practices (Martinez-Garcia de
Leaniz, Herrero-Crespo, & Gomez-Lopez, 2018). However, environmental practices are not
free for hotels (Kuminoff, Zhang, & Rudi, 2010). Charging a price premium is thus becoming
a strategic measure to attract pro-environmental consumers who are willing to pay more for
sustainable accommodation (Martinez-Garcia de Leaniz et al., 2018). The price premium
involved in positive willingness to pay can be defined as “the excess price paid over and above
the ‘fair’ price justified by the ‘true’ value of the product” (Rao & Bergen, 1992, p. 412).
Regarding guests’ reactions to hotels’ environmental practices, the literature explores
guests’ willingness to pay for green hotels (see Table 1). Most previous studies have examined
several sustainable initiatives simultaneously. However, this approach prevents the
extrapolation of the findings to the implementation of a specific measure or to the context of
non-green hotels, which would be of interest for hotel managers (Dimara et al., 2017).
Nevertheless, there are some exceptions. Certain specific measures have been considered, with
scholars examining the willingness to pay a premium for towel reuse or renewable energy
initiatives (Dimara et al., 2017; Kostakis & Sardianou, 2012; Susskind, 2014). Dimara et al.
(2017) focused on consumers’ willingness to reuse towels in hotels, finding that 44.1% of hotel
customers are willing to pay a premium for this initiative. Kostakis and Sardianou (2012)
examined the determinants of tourists’ intentions to pay more to stay in a hotel that used
renewable energy sources and showed that 45% of tourists were willing to pay more for
accommodation in such hotels. A similar result was reported by Susskind (2014) for hotels’
energy saving initiatives. The present study is aligned with this stream of research. It examines
guests’ willingness to pay a premium for hotels’ sustainable water use initiatives, thereby

addressing an under-researched context.

Insert Table 1 around here.

Previous studies have considered different theories to examine the effect of several variables
on guests’ propensity to pay a premium for a hotel’s sustainable measures (see Table 1). Recent
calls have been made for further research on eco-friendly behavior in the hospitality industry
to study the effect of different combinations of variables (Agag et al., 2020). In response to
these calls, this study examines guests’ willingness to pay a premium using cognitive,
behavioral, psychographic, and sociodemographic variables. All these variables have a

common link in that they specifically refer to the concerns and personal efforts of individuals



to conserve water in their daily lives and while traveling. The use of these variables constitutes
a novel approach. This approach meets the basic criteria of Ajzen’s (1985, 1991) theory of
planned behavior (TPB). According to the TPB, the relationships between environmental
beliefs and intentions (as immediate antecedents of behaviors) should be studied at a
corresponding level of specificity. In this study, this level of specificity refers to saving water.
The remainder of this section justifies the hypotheses regarding the effects of the proposed

variables on guests’ willingness to pay a premium for hotels’ water-saving initiatives.

2.2 Attitudes toward water conservation

Previous research has revealed a positive relationship between guests’ attitudes and willingness
to pay a premium in green hotels (Han, Hsu, & Lee, 2009) and ecotourism (Hultman,
Kazeminia, & Ghasemi, 2015). The theoretical foundation for this relationship is based on the
theory of planned behavior (TPB; Ajzen, 1991), as suggested by Kim and Han (2010).
According to this theory, the attitudes of individuals toward a specific behavior offer a strong
predictor of their behavioral intentions. Specifically, Untaru et al. (2016) found a positive
relationship between individuals’ attitudes toward water conservation and intentions to
conserve water in a hotel context. Similarly, having favorable attitudes toward saving water
while traveling could be expected to increase guests’ willingness to pay a price premium for
hotels’ water-saving initiatives. This expectation is in line with research by Hultman et al.
(2015), who reported a positive relationship between the affective component of ecotourism
attitudes (the emotions elicited by the possibility of engaging in ecotourism) and willingness to

pay for ecotourism. Therefore, the following hypothesis is proposed:

Hypothesis 1. Guests with a positive attitude toward water conservation are more

likely to pay a premium for hotels’ water-saving practices.

2.3 Water problem awareness

Environmental awareness can be defined as an individual’s knowledge of the existence of

environmental problems (Hurst, Dittmar, Bond, & Kasser, 2013). It has been considered a

critical factor in explaining pro-environmental behaviors and intentions (Stern, 2000). Previous

studies have shown a positive relationship between environmental problem awareness and

intentions to visit green or eco-friendly hotels (Cheng & Tung, 2014; Kim & Han, 2010).
Recent research has examined how people’s environmental awareness of the negative effects

of the hotel industry on the environment (namely water scarcity and pollution) affects their



water-saving intentions at a hotel (Han, Chua, & Hyun, 2019). Kang, Stein, Heo, and Lee (2012)
found that hotel guests with higher degrees of environmentalism were more willing to pay a
premium for hotels’ green initiatives. The authors drew upon social identity theory (Tajfel &
Turner, 1986) and means-end theory (Gutman, 1982) as the theoretical foundations
underpinning this positive relationship. Social identity theory would help explain why
customers with high environmental concern identify more with companies that engage in
environmental initiatives and why they are more willing to pay a premium for these initiatives.
In contrast, means-end theory would explain why individuals with environmental concern are
more willing to pay a premium for companies’ environmentally friendly initiatives to satisfy
their personal values (self-esteem). Kostakis and Sardianou (2012) also pointed out that
environmental awareness affects willingness to pay more when staying in a hotel that uses
renewable energy sources. Based on the existing evidence, it is posited that when guests are
more aware of tourism-related water problems, they are more willing to pay a price premium

for hotels’ water-saving initiatives. Therefore, the following hypothesis is proposed:

Hypothesis 2. Guests with a high level of water problem awareness are more prone

to pay a premium for hotels’ water-saving practices.

2.4 Willingness to sacrifice to save water

Willingness to sacrifice for the environment can be defined as the desire to put the well-being
of the environment before one’s own most immediate individual interests (Davis, Le, & Coy,
2011). The theoretical framework supporting this idea is Schwartz’s (1977) norm-activation
theory, where the assumption is that individuals have a sense of personal obligation (moral
responsibility) to care about others. Examining pro-environmental decisions in a hotel context,
Rahman and Reynolds (2016) found that willingness to sacrifice for the environment was a
significant predictor of guests’ willingness to pay more for a green hotel. Regarding water
conservation behavior in hotels, Han and Hyun (2018) also found that guests’ willingness to
sacrifice for the environment had a positive influence on intentions to conserve water and
intentions to recommend water conservation. Moreover, individuals who are strongly engaged
in relationships are more willing to accept the monetary costs of maintaining that relationship
(Rahman & Reynolds, 2016; Van Lange, Agnew, Harinck, & Steemers, 1997). Based on the
above, it is expected that guests who are strongly committed to saving water while staying at
hotels will be more likely to pay a premium for hotels’ water-saving initiatives. Therefore, the

following hypothesis is proposed:



Hypothesis 3. Guests with a high level of willingness to sacrifice to save water are

more likely to pay a premium for hotels’ water-saving practices.

2.5 Reported water-saving behavior

Of the wide range of activities related to water consumption in hotels, those related to
consumption in guests’ rooms are among the most important (Untaru et al., 2016). In-room
water use includes behaviors that are directly related to water use, such as taking showers,
flushing the toilet, and brushing teeth, as well as behaviors such as bed linen and towel
replacement. Thus, reported water conservation behavior refers to any individual effort aimed
at saving water in relation to these uses (Marandu, Moeti, & Joseph, 2010). This behavior can
be explained by goal-framing theory (Lindenberg & Steg, 2007), assuming that people’s
motives to save water while traveling are mainly normative (to act appropriately). These
proactive measures while traveling can be seen as a type of environmentally conscious behavior
(Han et al., 2010; Kim & Han, 2010). Guests who strive to save water during their stay show
an obvious interest in or concern for environmental issues. Chan (2013) also found evidence
that guests are willing to participate in green practices while staying at green hotels. Finally,
Kim and Han (2010) showed that environmentally conscious behavior increases willingness to

pay for an eco-friendly hotel product. Therefore, the following hypothesis is proposed:

Hypothesis 4. Guests with a high level of reported water-saving behavior are more

likely to pay a premium for hotels’ water-saving practices.

2.6 Frugality

In identity theory, it is assumed that individuals have many identities that shape their behaviors
because people tend to act in a way that is congruent with these identities (Oyserman, 2009).
Consumer identities have been reported to significantly influence pro-environmental behavior
(Gatersleben et al., 2019). Of these identities, frugality appears to be particularly strongly linked
to specific behaviors aimed at reducing consumption, such as water conservation. As stated by
Goldsmith and Flynn (2015), frugality refers to the individual actions aimed at avoiding the
waste of resources, goods, and services. Previous research has examined the relationship
between frugality and pro-environmental attitudes and behaviors (Fujii, 2006; Gatersleben,
Murtagh, & Abrahamse, 2014; Gatersleben et al., 2019). Gatersleben et al. (2019) found that

frugality is linked to lower environmental impact more than other consumer identities such as



thriftiness or morality. The authors also found that frugality is an important consumer identity
for behaviors such as energy conservation. They called for “more research evidence on the
context-dependence of identities related to pro-environmental behavior” (Gatersleben et al.,
2019, p. 45). Fujii (2006) showed that attitudes toward frugality positively affect the reduction
of gas and electricity use, based on results for a sample of Japanese respondents. Again, further
research in different cultural contexts was encouraged. Conversely, Gatersleben et al. (2014)
did not find an effect of frugality on the pro-environmental intentions of avoiding car use, not
flying to holiday destinations, buying fair trade coffee and tea, and recycling. To date, no study
has examined the impact of frugality in relation to water-saving. Walcher and Ihl (2020)
emphasized that several value shifts are expected in the coming years, such as the shift from
indulgence to frugality. These shifts could have a direct, positive impact on willingness to pay
a price premium. This change in values would reflect social responsibility, which is directly

linked to willingness to pay. Therefore, the following hypothesis is proposed:

Hypothesis 5. Frugal guests are more likely to pay a premium for hotels’ water-saving

practices.

3. Research design

3.1. Method

A Heckit model was employed to test guests’ willingness to pay a premium for hotels’ water-
saving initiatives. This model has been applied to tourist behavior (e.g., Nicolau & Mas, 2005).
It has also been used to estimate the willingness to pay for sustainable products (e.g., Sellers &
Nicolau, 2016). The underlying idea of this model is to divide tourists’ intentions into two steps:
first, willingness (or lack of willingness) to pay a premium to stay at a hotel with water-saving
practices and, second, the amount of money the tourist would be willing to pay. The model is

represented by the following two equations:

b; *=Yr_1¥r T1; + U (1)
M; = Z§=1 Bs T2, + €; observed only if b* > 0 0)

Here, Tl consists of r variables. These variables represent the sociodemographic and
psychographic characteristics of tourist i that determine the decision to pay a price premium to

stay at a hotel with water-saving devices in its rooms (b;). The term . denotes the coefficients



associated with these variables. The term b; is a binary variable that takes the value 1 when the
latent variable is greater than zero (b;* > 0), and 0 otherwise. The term 72;s represents a set of
s sociodemographic and psychographic characteristics associated with deciding how much
money (M;) the tourist would be prepared to pay. The term S reflects the effect of these
variables. The error terms u; and & follow a bivariate standard normal distribution with standard
deviations oy and o and covariance ox. Full information maximum likelihood was employed

to calculate the parameter estimates.

3.2. Research context and measures

The hypothesized relationships were examined in the context of hotel guests in Benidorm
(Spain). Benidorm is one of the most important “sun and sand” tourist destinations in the
Mediterranean region, a perfect example of mass tourism. Benidorm received more than 11
million tourists in 2018, and it is the fourth biggest tourist destination in Spain (INE, 2019).
The area where Benidorm is located suffers from water scarcity and intense pressure from
tourism-related water demand (Casares-Blanco, Ferndndez-Aracil, & Ortufio-Padilla, 2019).
These characteristics make this destination an exceedingly interesting setting for the purposes
of the present investigation.

The constructs used in the study were adapted from previous studies. The dependent
variable, willingness to pay, was operationalized as a dummy variable. This variable took the
value 1 if the tourist would be willing to pay a premium, and 0 otherwise. The money that the
tourist would be willing to pay was operationalized as a quantitative variable. This approach of
decomposing tourists’ willingness to pay into two variables has been employed by Kang et al.
(2012) in the hotel context. Details of the independent variables are shown in Table 2.
Cronbach’s alpha values (where applicable) were higher than the generally accepted threshold

of 0.70. Scores on all the items were averaged for the purposes of subsequent analysis.

Insert Table 2 around here.

The method also controlled for several sociodemographic variables and the contextual
factors of room price. These variables were operationalized as follows: Gender (1 = men; 0
otherwise); Age (measured in years); Income (measured by monthly income in euros);
Education level (ordinal variable with four categories); Country of residence (1 = tourists living

in Spain; 0 otherwise); and Price per room per night (in euros).
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3.3 Data collection

For the data collection, an interviewer-administered questionnaire survey was used. The data
were collected by a professional market research institute (www.likert.eu). The questionnaire
was distributed to tourists staying in five 4-star hotels and one 3-star hotel of a mid-sized hotel
chain located in Benidorm (Spain). Quotas were defined for the sample design using the key
tourism variables of age, gender, and country of origin, based on previous data on incoming
tourists to Benidorm (GVA, 2016). As explained by Podsakoff et al. (2003), similarity in self-
reported measures may lead to common methods bias (CMB) because interviewees may be
susceptible to social desirability bias (Kormos & Gifford, 2014). This form of bias is a common
problem in studies of sustainable tourism (Juvan & Dolnicar, 2017). To reduce the likelihood
of CMB, the following well-established recommendations were applied. First, all interviewers
received detailed training on the questionnaire to reduce tourists’ reluctance to answer, improve
response quality, and avoid the bias traditionally associated with this method in the field of
sustainability and tourism (Dahlgren & Hansen, 2015). Second, interviewers approached
tourists in the hotel and explained that a study was being conducted to examine the water
consumption of guests during their stay. No more specific details were given to reduce self-
report bias. Respondents were assured of the anonymity and confidentiality of their responses
and were reassured that there were no correct or incorrect answers. Third, the order of the
questions on the questionnaire was designed not to reveal the exact purpose of the study earlier
than necessary to avoid social desirability bias. Fourth, instead of asking about generic pro-
environmental behavior, specific items linked to the actual water behavior of guests in their
hotel rooms were employed to avoid the limitations of self-reported pro-environmental
behavior (Kormos & Gifford, 2014). Fifth, some scales employed reverse items to prevent
extreme response and acquiescence response biases (Baumgartner & Steenkamp, 2001). Sixth,
the questionnaire was pretested with an initial sample of tourists under the same conditions as
the final sample to improve and refine the item wording (Krosnick, 1999). Only guests that had
already spent at least three nights at the hotel were selected. Data were collected between July
and August 2019 (summer season). On average, the questionnaire was completed on the fifth
day of the stay and took 8 minutes to complete. After data cleaning of the initial sample of 758
respondents (questionnaires with repeat responses and incomplete questionnaires were
removed) only 681 responses were found to be valid. Table 3 presents the descriptive statistics

for the sample. The average room price paid per night was 115.72 euros (SD = 27.59).
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Insert Table 3 around here.

4. Results

To identify the drivers of tourists’ willingness to pay a premium (both the decision to pay and
the amount), a Heckit model was used (Table 4). First, multicollinearity was tested by
examining the correlation and calculating the variance inflation factor (VIF). All values were
below the threshold of 10 (Neter et al., 1985). For Model 1 and Model 2, the correlation (Rho)
between the disturbances of the decision to pay a premium and the amount was significantly
different from 0. This result confirms the advantage of using a Heckit model for this analysis
because this model allows the error terms to co-vary. More importantly, consumer decisions
can be broken down into a two-step process: first, the decision to pay a premium and, second,
the amount of money that consumers would pay. The results indicate that 44.3% of tourists
would pay a premium to stay in a hotel that had installed water-saving devices in its rooms. The
average reported premium per stay was 4.29 euros (SD = 1.78). Of the guests who would not
pay a premium (55.7%), most (56.61%) argued that it should be the hotel (or the government)
that should bear the cost. Many guests (18.52%) stated that they could not be sure that the extra

money they paid would be used for that purpose.

Insert Table 4 around here.

Contrary to the hypothesized relationship, the estimation of Model 1 shows that attitudes
toward water conservation do not have an impact on willingness to pay a premium for water-
saving measures. Accordingly, Hypothesis 1 is rejected. However, the other hypothesized
relationships are supported. Water problem awareness (H2), willingness to sacrifice to save
water (H3), reported water-saving behavior (H4), and frugality (H5) positively and significantly
affect willingness to pay a premium. Regarding the control variables, only age, level of
education, and country of residence affect guests’ willingness to pay a premium for hotels’
water-saving initiatives.

Model 2 can be used to examine the determinants of the amount of money that tourists would
pay. Willingness to sacrifice to save water and reported water-saving behavior have significant
and negative coefficients. Seemingly, tourists who are prepared to make sacrifices and report
having tried to save water during their stay at the hotel would pay a lower premium than

consumers who do not behave or think that way. The price paid for the room also has a positive
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and significant coefficient, indicating that tourists who have paid more for their rooms would

pay a higher price premium.

5. Discussion and conclusions

Sustainable water use is becoming an increasingly important part of tourism (Hadjikakou et al.,
2015). Reducing the water used by hotels is desirable. However, the cost of such initiatives
might mean higher accommodation prices. Therefore, guests’ collaboration is essential. The
present study examined guests’ willingness to pay a premium to stay at a hotel that has
implemented water-saving initiatives. It thus addressed an under-explored stream of research.
Benidorm, a Mediterranean “sun and sand” mass tourism destination where water is a scarce
resource, was chosen as the study setting.

The results show that 44.3% of tourists would pay a premium to stay in a hotel with water-
saving practices. This finding is consistent with previous research indicating that some tourists
are willing to financially support initiatives by sustainable hotels (Dimara et al., 2017; Kang et
al., 2012; Kostakis & Sardinou, 2012). Tourists believe that by paying a premium for
sustainable initiatives, they are contributing to the environment and society. The average
premium per stay they would pay is 4.29 euros.

The second objective of the study was to test the effect of several explanatory variables on
guests’ willingness to pay. The findings show that the effect of attitudes toward water
conservation on willingness to pay a premium for water-saving measures is not statistically
significant. This result contradicts previous findings such as those of Han et al. (2009), who
found that customers with more favorable attitudes toward eco-friendly behaviors in their
everyday lives are willing to pay more to stay at a green hotel. However, previous studies have
shown a weak association between attitudes toward water conservation and actual water
conservation behavior (Miller & Buys, 2008). A possible explanation for this gap between
attitudes and behavior might be the travel context, where individuals may care more about
comfort levels (hedonic motivations) than awareness (Dolnicar, Cvelbar, & Griin, 2019).

Nonetheless, the analysis shows a positive and significant relationship between water
problem awareness and willingness to pay a premium. This finding is in line with previous
studies that have shown an association between awareness of environmental problems and
individuals’ pro-environmental behaviors (e.g., Chen & Tung, 2014; Han et al., 2019; Kang et
al., 2012; Kim & Han, 2010). The willingness to sacrifice to save water also positively affects
the willingness to pay a premium. This finding is in line with previous results showing a

relationship between willingness to sacrifice for the environment and willingness to pay more
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(Rahman & Reynolds, 2016). Moreover, guests who have been actively involved in saving
water in the past are more willing to pay a premium to support those activities. This result
indicates that the past environmental behaviors of conscious, committed guests influence their
future decisions (i.e., willingness to pay). Frugal guests are also more willing to pay a premium
for water-saving initiatives. This finding is in line with previous research showing that frugality
is strongly associated with energy conservation behaviors (Gatersleben et al., 2019).

Regarding the control variables, age has a positive and significant effect. Hence, older
individuals are more willing to pay a price premium. This result is in line with the findings of
Kostakis and Sardianou (2012) and Susskind (2014). The level of education is also significant.
People with higher levels of education are more willing to pay a price premium, echoing the
findings of Dimara et al. (2017). Country of residence has a negative and significant coefficient,
indicating that people living in Spain have a lower propensity to pay a premium. This finding
is in line with those of Dimara et al. (2017), who found that foreign tourists are more inclined
to adopt towel reuse programs in hotels. However, the results suggest that gender and household
income do not affect guests’ willingness to pay more for water-saving practices. Han et al.
(2011) also reported no effect of income on customers’ intentions to pay more for a green hotel.
In contrast, they did find that women were more likely to pay more than men. Differences in
results may be because the present study examined non-green hotels.

This study contributes to the literature by examining a combination of cognitive,
psychographic, behavioral, and sociodemographic variables in the under-researched context of
willingness to pay a premium for hotels’ water-saving initiatives. The findings show that guests’
personal concerns and efforts regarding water conservation play a more important role than
attitudinal determinants in explaining guests’ willingness to pay a premium to promote water
conservation. The commitment of individuals to water conservation is reflected by their
reported problem awareness, water conservation behavior, and willingness to sacrifice. This
commitment translates into a higher likelihood of accepting a price premium while traveling,
as long as the sustainable use of water is guaranteed. Furthermore, the study expands existing
knowledge about the effect of consumer identities on pro-environmental behavior. Specifically,
the study examined frugality as a determinant of willingness to pay a premium for hotels’ water-
saving initiatives. Whereas other consumer identities have received much attention, frugality

remains less well understood (Gatersleben et al., 2019).

5.1 Managerial implications
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In general, these results highlight the importance for hotel managers of considering tourists’
environmental behaviors, concerns, and awareness when seeking to implement water-saving
measures that raise the price of accommodation. Therefore, hotel managers could emphasize
and appeal to these factors when communicating their offerings. Hotels could try to enhance
guests’ destination problem awareness to indirectly promote a positive willingness to pay.
Hotels usually focus their communication strategies on perceptions of functional and hedonic
value dimensions. However, they should also raise tourists’ awareness by providing
information on the environmental problems of the destination (i.e., water scarcity). Hotel
managers should also be aware that consumers who are willing to sacrifice to save water and
who report water-saving behaviors would pay a lower premium. Seemingly, the implementation
of water-saving measures should not cause any inconvenience to customers, especially if they
have already tried to reduce their ecological footprint by reducing their water consumption.
Thus, water-saving strategies that require guests’ collaboration must be as simple and easy to
use as possible (e.g., dual flush buttons in toilets). This simplicity can help convince tourists
that their comfort and well-being will not be threatened. These tourists are willing to pay extra.
However, if they behave in a more environmentally friendly fashion while at the hotel, they
will be willing to pay a smaller premium. Therefore, the price premium should be balanced
with the customer’s perceived self-involvement or sacrifice. The results also indicate that
specific identities can promote specific (beneficial) pro-environmental behaviors. Thus, a focus
on frugality could be of great interest to successfully promote water-saving measures.
Additionally, hotel managers should be aware that older tourists are most willing to pay a
price premium. Similarly, international visitors have a higher propensity to pay a premium. This
finding might act as an incentive to focus on this tourist segment. Although hotels can reap the
financial benefits of reducing water consumption, these practices often create a financial burden
in the short term. This financial burden is one of the biggest barriers to their implementation.
Hotels targeting elderly and international tourists might have greater incentives to implement
water-saving measures and to charge room prices that reflect the cost of these initiatives.
Moreover, the price paid for the room also has a positive and significant coefficient,
indicating that hotel managers could charge a higher premium for more expensive rooms.
Interestingly, most of the guests who would not pay a premium argue that the hotel (or the
government) should bear the cost. Many of these guests state that they cannot be sure that the
extra money they pay will actually be used for the right purpose. Thus, hotel managers should

provide clear and unambiguous messages that remind tourists of the need for collective
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sustainable behavior and to assure guests that the price premium will help support the cost of

implementing water-saving devices.

5.2 Limitations and future research

This study has some limitations that could provide the basis for future research. First, this paper
focuses on water-saving initiatives. These initiatives are just one of the many types of eco-
friendly initiatives that hotels might implement to improve their long-term sustainability.
Second, the study context was limited to a sample of four-star hotels in a Mediterranean “sun
and sand” tourist destination. Further research is needed in other destinations (e.g., urban) and
other lodging contexts (e.g., rental accommodation) to generalize the findings. Third, the
willingness to pay is estimated through contingent valuation. Hotel managers should not forget
that the intention to pay does not always translate into actual real behavior. Future studies could
also explore the effect of other factors on willingness to pay a premium. Notable examples
include both individual factors (e.g., customers’ emotions) and contextual factors (e.g., place
attachment). Fourth, the data were collected only during the summer season. Therefore, the data
might fail to cover the full range of guest profiles. For instance, the sample might under-
represent elder tourism, which is one of the most important target markets of Benidorm during
the low season and the mid-season. Focusing specifically on this tourist segment could offer an
interesting avenue for future research. Despite these limitations, the present study offers a new
and highly relevant perspective that could help managers and scholars understand hotel guests’

water consumption behaviors.
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Table 1. A summary of empirical studies focusing on guests’ willingness to pay a premium
for hotels’ sustainable initiatives from 2010 to 2020

Authors (year)

Sustainable initiative
(general vs. specific)

Theory

Explanatory variables

Chang, Hsiao, Nuryyev,
& Huang (2015)

Dimara, Manganari, &
Skuras (2017)

Gonzalez-Rodriguez,
Diaz-Fernandez, & Font
(2020)

Han, Hsu, Lee, & Sheu
(2011)

Kang, Stein, Heo, & Lee
(2012)

Kim & Han (2010)

General: green hotels -

Specific: towel reuse -

program

General: Social identity theory

environmentally Value-belief-norm

friendly theory

practices/hotel

General: green Theory of planned

practices/hotel behavior (modified)
Social theory (gender)

General: Social identity theory

environmentally Means-end theory

sustainable hotel

Theory of planned
behavior (modified)

General: green hotel

Sociodemographics (age,
gender, marital status,
occupation, family status)

Motivation (physiological,
safety, love and belonging,
esteem, self-actualization)

Constraints (personal,
interpersonal,
environmental)

Sociodemographics (age,
family size, education,
domestic vs. foreign
tourists)

Psychographic
(environmentalism: daily
conservation practices)

Behavioral/Travel-related
(prior experience, high vs.
low-priced hotels, duration
of stay)

Environmental concern scale
(egoistic, social-altruistic,
biospheric)

Hotel environmental image
and practices

Eco-friendly attitudes in daily
life

Sociodemographics (gender,
age, education, household
income, experience)

New ecological paradigm
scale (NEP)

Sociodemographics (gender,
income, age, education,
marital status, children,
work experience in a hotel)

Hotel type

Environmental concerns

Perceived customer
effectiveness

Environmentally conscious
behavior

Behavioral, normative, and
control beliefs

Attitude toward the behavior

Subjective norm

Perceived behavioral control
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Authors (year) Sustainable initiative ~ Theory Explanatory variables
(general vs. specific)
Kostakis & Sardianou Specific: energy - Sociodemographics (gender,
(2012) conservation age, marital status, children,
education, individual
income)
Travel-related factors
(duration of stay, average
holiday cost)
Daily life (energy
conservation at home)
General and specific problem
awareness
Previous satisfaction
Martinez Garcia de General: Image theory Green practices
Leaniz, Herrero-Crespo,  environmentally Green image
& Gomez-Lopez (2018) certified hotels Environmental consciousness
Rahman & Reynolds General: green hotel Value theory Biospheric value orientation
(2016) Commitment model Willingness to sacrifice for the
Interdependence environment
theory
Susskind (2014) Specific: energy - Sociodemographics (gender,
saving changes age, income)
Yarimoglu & Gunay General: green Theory of planned Attitudes toward green hotels
(2019) practices/hotel behavior (extended) Subjective norms

Perceived control

Environmentally friendly
activities

Overall image

Visit intention

25



Table 2. Reliability and average means of the explanatory variables.

Scale items (7-point scales) Cronbach’s
alpha

Mean
(SD)

Attitude toward water conservation
(Adapted from: Han, 2015) 0.783
For me, saving water in hotels when I’m traveling is:
ATTI. (1 = Very bad; 7= Very good)
ATT2. (1 = Not important; 7 = Very important)
ATT3. (1 = Very unpleasant; 7 = Very pleasant)
ATT4. (1 = Very useless; 7= Very useful)
ATTS. (1 = Very harmful; 7 = Very beneficial)

Water problem awareness 0.762
(Adapted from: Han, 2015; Steg & de Groot, 2010)

WPAL. The tourism industry can cause natural resources such as water to run out

(1 = strongly disagree; 7 = strongly agree)

WPA2. I am concerned about the amount of water that the hotel industry

consumes (1 = strongly disagree; 7 = strongly agree)

WPA3. The environmental damage to water (scarcity, pollution, etc.) caused by

tourism is very serious (1 = strongly disagree; 7 = strongly agree)

Willingness to sacrifice to save water 0.873
(Adapted from: Davis et al., 2011; Han & Hyun, 2018)

WTSI. I'm willing to give up things I like doing if they are bad for water

resources (1 = strongly disagree; 7 = strongly agree)

WTS2. Even when it’s inconvenient, I’'m willing to do what I think is best to save

water (1 = strongly disagree; 7 = strongly agree)

WTS3. I’'m willing to take on responsibilities to help save water (1 = strongly

disagree; 7 = strongly agree)

Reported water-saving behavior

(Adapted from: Gabarda-Mallorqui, Fraguell, & Ribas, 2018)
RB1. How often have you done something to save water during your stay? (1 =
never; 7 = all the time)

Frugality

(Adapted from: Gatersleben et al., 2019)
FR1. I am a consumer who avoids waste of any kind such as energy or water (a
frugal consumer) (1 = strongly disagree; 7 = strongly agree)

4.429
(0.821)

5.106
(1.207)

4.748
(1.492)

471
(1.511)

5.22
(1.479)
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Table 3. Descriptive statistics (N = 681)

Variable Frequency Percentage
Gender Female 343 50.4
Male 337 49.5
Age 18-24 36 53
25-34 58 8.5
35-44 90 13.2
45-54 132 19.4
55-64 170 25
>= 65 190 27.9
Education No studies 44 6.5
Primary education 96 14.1
Secondary education 324 47.6
University education 215 31.6
Income Under 900 euros 57 8.4
900-1,200 euros 48 7
1,201-1,800 euros 176 25.8
1,801-2,400 euros 240 35.2
> 2,400 euros 155 22.7
Country of residence  Spain 303 44.5

Other 378 55.5




Table 4. Results of the Heckit estimation models.

Estimate SD z p value

Model 1
Intercept —4.234%* 0.549 —7.712 0.000
Gender 0.104 0.107 0.9720 0.331
Age 0.010* 0.004 2.585 0.010
Income 0.024 0.030 0.7802 0.435
Room price 0.002 0.002 0.7395 0.460
Education level 0.117%** 0.067 1.736 0.083
Country of residence —0.452* 0.123 —3.662 0.000
Attitude toward water conservation 0.110 0.088 1.252 0.211
Willingness to sacrifice to save water 0.127* 0.046 2.786 0.005
Water problem awareness 0.133* 0.050 2.637 0.008
Reported water-saving behavior 0.128* 0.045 2.863 0.004
Frugality 0.113* 0.043 2.629 0.009

Model 2
Intercept 14.032* 3.539 3.965 0.000
Gender 0.357 0.452 0.791 0.429
Age —0.009 0.017 —0.539 0.590
Income —0.0409 0.134 —0.3009 0.764
Room price 0.034* 0.009 3.853 0.000
Attitude toward water conservation 0.298 0.382 0.779 0.436
Willingness to sacrifice to save water —0.459** 0.218 —2.108 0.035
Water problem awareness —0.344 0.229 —1.503 0.133
Reported water-saving behavior —0.787* 0.202 —3.891 0.000
Frugality —0.012 0.174 —0.068 0.946
lambda —2.211%* 0.954 —2.316 0.021

Sigma 3.874

Rho -0.571

logL -1128.513

* p value < 0.01; ** p value < 0.05; *** p value <0.1.
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