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Abstract: The aim of this study is to investigate differences in willingness to pay more for sustainable
hotels, analyzing whether consumers’ searches for information about sustainability, the importance
they assign to sustainability certifications, their previous experiences and sociodemographic variables,
are all features that influence consumer intentions. We thus contribute to the literature on the
importance of consumers’ concerns and awareness and how they influence consumer intentions
regarding sustainability in the hotel sector. Our results, based on a sample of consumers of various
nationalities, show that all the variables analyzed can explain the differences between consumers that
are willing to pay more for sustainable hotels and those that are not, except those variables capturing
sociodemographic characteristics. These results could help hotel managers to establish strategies
to retain more responsible consumers and increase awareness of sustainability, and should prompt
them to improve their sustainability practices.

Keywords: willingness to pay more; sustainability; hotel sector; previous experiences; searching for
information; certifications

1. Introduction

The study of the factors that influence consumers’ willingness to pay more (WTPM) for sustainable
hotels provides crucial information for hotel managers, as well as for society as a whole, which stands
to benefit if this sector improves its environmental, social and economic performance. The promotion
of responsible management requires the identification of factors that affect the behavior of the different
agents in the economy [1], and knowing consumers’ intentions should improve the comprehension
about their behavior. Thus, the main aim of this paper is to add to the knowledge on the factors that
positively influence WTPM. The hotel sector has a major impact on the three pillars of sustainability
due to its consumption of natural resources, its effect on the environment, and its economic and social
impact on the communities in which such establishments are located [2–4].

The literature on the hotel sector has usually emphasized the environmental aspect of sustainability
(e.g., [2,5,6]). Some authors (e.g., [7]) use the terms “sustainable hotel”, “green hotel” and “eco-friendly
hotel” interchangeably. However, given that sustainability covers aspects other than just environmental
issues, in this study, sustainable hotels are considered to be those that employ different practices to
address the social and economic as well as the environmental dimensions of the “triple bottom-line” [8].
As indicated by Boronat-Navarro and Pérez-Aranda [9], some examples of sustainable practices include
complying with regulations, cutting the consumption of natural resources, introducing policies to
improve work-life balance, or establishing funding programs that support disadvantaged groups
(see [9] for a more exhaustive list of corporate social actions).
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Consumers’ positive attitudes and intentions towards sustainability could prompt hotels to adopt
new sustainable practices and improve existing ones [3]. Making hotels more sustainable requires
small actions as well as major investments to adapt processes and infrastructure, which in turn could
cause hoteliers to raise their prices [2]. Indeed, one of the main concerns for consumers when deciding
whether to stay in more sustainable hotels is the higher price [10].

Scholars in the hospitality literature report conflicting findings about WTPM for sustainable
establishments [11–13]. Improving the knowledge on responsible consumers could be a critical
contribution to this literature.

Specifically, following the line of research that analyzes the relevance of customers’ awareness
of and concerns about sustainability [2,6,14], the aim of this research is to examine how consumers’
searches for information about sustainability, the importance they assign to sustainability certifications,
and their previous experience, as well as certain sociodemographic factors, influence consumers’
willingness to pay higher prices for sustainable hotels. This research therefore attempts to answer
the following research questions: (1) Do consumers who are more aware about a hotel’s Corporate
Social Responsibility (CSR) due to their searches about hotel practices show higher WTPM to stay in a
sustainable hotel? (2) Do consumers that attribute importance to a hotel’s sustainability certifications
show higher WTPM to stay in a sustainable hotel? (3) Do previous experiences with sustainable hotels
affect consumer’s WTPM to stay in a sustainable hotel? (4) How does consumers’ WTPM differ across
sociodemographic variables? This analysis is relevant for hotel managers [6], since the results can
help them to establish strategies to differentiate their services, to retain more responsible customers
and to raise awareness about the vital need for sustainability. In turn, the findings of this study could
reveal an opportunity for the hotel sector to mitigate its negative impacts on the environment and
society, and bolster its positive impacts. This is especially important in a country such as Spain, which
is the second most visited country in the world [3,15] and where the tourism sector accounts for 12% of
GDP [16]. The analysis of consumers’ WTPM for sustainable establishments may motivate hotels to
improve their sustainability [3].

The following section presents the literature review on which to base the hypotheses. To that
end, we first present the studies about willingness to pay (WTP) in the hotel sector, then explain our
choice of variables that influence consumer intentions, and finally propose our hypotheses. Then, in
the methodology section, we present the sample, the measurement and method used, before detailing
our results in the following section. We then discuss the results and finish with the conclusions.

2. Literature Review

2.1. Theoretical Background and WTPM

The present study lies within the framework of the theory of planned behavior [17,18] as it focuses
on consumers’ intentions and their predictors, and this theory provides a framework to analyze the
antecedents of consumers’ behavior. Within this framework, intentions can be seen as antecedents of
behavior, while predictors of intentions include attitudes, subjective norms and behavioral control.
The framework has been applied to the study of CSR and sustainability in the hospitality sector to
explain the antecedents of consumers’ sustainable behaviors (e.g., [2,3,19]).

WTP refers to the maximum monetary value that consumers assign to, and are willing to spend on,
a product or service [20–24]. It indicates favorable future behavior towards the product or service [20],
since it reflects consumer intentions and their conscious predisposition [25] towards paying a certain
amount in the future. WTPM has been studied in the literature as a key indicator of intentions [26],
and intentions are central to the theory of planned behavior [18], wherein intentions are understood as
antecedents of behavior in the process of individual decision-making [27].

The literature has reported differing results regarding WTP for sustainable hotels, or specifically
for green hotels, since these studies focus mainly on environmental-friendly practices in hotels
(e.g., [2,5,6,13,28]). For example, Lee et al. [13] show that U.S. hotel guests who have previously stayed
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in a green hotel are less motivated to pay a premium for a hotel’s environmental sustainability. In the
study by Manaktola and Jauhari [28], Indian consumers are not willing to pay a premium for green
practices in hotels, while in the Millar and Baloglu [29] study, only 18% of the sample show higher
WTP for these practices. In the case of Kang et al. [2], they report positive WTP values but show that
U.S. customers staying at higher-rated hotels are more willing to pay for green practices than those
staying at more economical hotels. Fuentes-Moraleda et al. [3], in a study about how sociodemographic
variables and commitment affect WTP, find that more than the half of the consumers in their sample
(52.4%) are willing to pay a premium for hotels applying green practices. Tang and Lam [30], using a
sample of Generation-Y Chinese customers, find that positive WTP depends on different personal traits.

Therefore, in light of these conflicting findings, we perform an in-depth analysis of the factors
that could differentiate between consumers who are more and less willing to pay a premium for
hotels. We define sustainable hotels as those that implement practices relating to economic, social
and environmental aspects of sustainability. Other authors employ a similar definition of sustainable
hotels, such as Barber and Deale [31] in their study of sustainable behavior in U.S. hotel guests.

2.2. Analyzing Consumers’ WTPM for Sustainable Hotels

In the theory of planned behavior, behavioral intentions, such as WTP, are viewed as antecedents
of behavior [17,18], whereas attitudes are one of the crucial factors explaining the formation of these
intentions [17,32]. The other two determining factors proposed in the theory—namely subjective norms
or social pressure, and perceived behavioral control or the consumer’s perception of obstacles [14]
have been shown to have no effect in some contexts, such as fair-trade purchasing decisions [33].
Further developments based on this theory have incorporated other factors explaining consumer
intentions [9,14,34] that can increase the predictive power of the model [18,19,35]. For example,
studies applying this theory to the hotel sector have analyzed concerns, attitudes, commitment, or
awareness (e.g., [2,3,6]). Regarding the environmental side of sustainability, concerns are attitudes
about facts or behaviors that affect the environment [26,36], a concept that could be applied to concerns
about sustainability.

Taking into account the fact that price is one of the main barriers to green consumption [10,37], it
is worth studying whether more aware consumers show higher WTPM. This would enable us to add to
the knowledge obtained from other studies (e.g., [2,3,6]) and to offer hotel managers more information
about which factors influence consumers’ intentions about sustainability. Specifically, information
and awareness have been proposed as one of the factors that can improve the consumer’s sustainable
intentions and behaviors [14]. Third-party certifications, such as environmental certifications, are a
means of providing accurate information to consumers and other stakeholders about hotels’ application
of sustainable practices [38]. In fact, such information has been analyzed as a factor that modifies the
relationships between the variables proposed in the theory of planned behavior [39]. Furthermore,
the importance of previous experiences in the formation of intentions is also highlighted in the
theory of planned behavior [6,40–42]. Therefore, in this study, we analyze consumers’ search for
information about sustainability, the importance of hotels’ certification, and consumers’ previous
experiences as factors determining sustainable intentions. The analysis also incorporates consumers’
sociodemographic characteristics, since they could influence individuals’ cognitive processes or
resources, which in turn can affect intentions [3,6].

2.2.1. Consumers’ Search for Information about Hotels’ Sustainability

Concern about sustainability is an attitude regarding one’s own and others’ behavior in terms of
the consequences it has for sustainability [26,36]. Studies about consumers’ concern about sustainability,
which mainly focus on the environmental aspect of sustainability, show that more concerned consumers
are willing to pay more for environmentally-friendly products or services (e.g., [43–45]).

Consumers that are conscious of the importance of sustainability are more likely to take this
variable into account as a factor in their purchase decisions, as they attempt to make sustainable
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choices [6]. For effective decision-making, consumers need information about the firm; in this case,
about hotel practices. In this regard, Manaktola and Jauhari [28] show that customers’ awareness of
sustainable hotel practices influences their preference for this type of establishment. This awareness has
also been analyzed in the marketing literature as a requisite for consumers’ positive reactions [46,47].
Consumer searches for information about hotel CSR could even modify the relationship between
the importance of the different dimensions of CSR and consumers’ support for sustainability [9].
Information processing theory [48] explains the relevant role of information as key to understanding
human behavior and decision-making. According to this theory, consumers’ awareness of hotel
practices regarding sustainability is crucial for decision-making based on sustainable practices [45].

Information has been also studied in the context of the theory of planned behavior; for example,
Pérez and García de los Salmones [14] propose a model, also incorporating other theories, in which
the gap between intentions and behavior can be explained by information asymmetries. Behavioral
intentions such as WTPM for sustainable establishments could be influenced by consumers’ awareness
of the hotel’s practices. Pomering and Dolnicar [47] and Sen et al. [49] show how firms’ implementation
of CSR practices helps generate more positive consumer attitudes and intentions. However, for CSR to
have an influence on their decisions, consumers must be aware of these practices [45]. Therefore, we
propose that consumers that search for a hotel’s CSR practices are more willing to pay for sustainable
practices. Thus, the following hypothesis is proposed:

H1. WTPM for a sustainable hotel is higher among consumers who search for information about the hotel’s CSR
practices.

2.2.2. Importance of Hotel Certifications for Consumers

Certifications are standardized schemes aimed at fostering the adoption of sustainability practices
and are a way of promoting a voluntary approach to include, measure and report good practices
regarding the environmental, social and economic pillars of sustainability. They indicate a firm’s
voluntary commitment to sustainable principles. These management systems enhance firms’ ability
to achieve sustainability [50] by establishing predefined processes and objectives that firms need to
accomplish in order to obtain the certification [51]. They could even be considered as an indicator of
the sustainability achieved [38].

Most of these certification schemes are focused specifically on pro-environmental actions while
others include a wider range of aspects related to the different dimensions of sustainability (e.g., ISO
26000). Regarding the tourism industry, Geerts [52] and Martínez-Perales et al. [38] enumerate the
different benefits of environmental certifications, such us eliminating practices that produce negative
environmental effects, cost savings, appealing to more environmentally conscious consumers, and
even acting as a means of providing accurate information to consumers about hotels’ environmental
performance. Martínez-Perales et al. [38] analyze the correspondence between certifications and the
three pillars of sustainability. Even the ISO 14001 scheme, which promotes environmental management
systems, aims to achieve a balance between the environmental, social and economic dimensions, and is
therefore aligned with the idea behind sustainability [38].

Certification is a way of offering more information, transparency and credibility about firm
practices; therefore, it simplifies the search for information [14]. It implies third-party auditing
and therefore enables consumers and other stakeholders to gain verified information about hotels’
application of sustainable practices [38], providing a guarantee of firms’ quality and reliability [26,53].

More conscious consumers that search for hotels’ sustainability information would thus consider
it relevant whether or not hotels hold these certifications. Following studies that suggest certifications
are a way for hotel establishments to appeal to more conscious customers [26,54], we propose that
consumers who attribute importance to the hotel’s certification are also more likely to have positive
intentions regarding this establishment; specifically, they could be more willing to pay a higher price
for sustainable hotels. Hence, we propose the following hypothesis:
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H2. WTPM for a sustainable hotel is higher among consumers who attribute importance to hotel certifications.

2.2.3. Previous Experience with Sustainable Hotels

More recent developments in the theory of planned behavior suggest that previous experience
may influence intentions [40–42]. Authors testing the validity of the theory of planned behavior have
found that past experiences predict intentions and behavior (e.g., [55–58]). Previous experiences play a
fundamental role for hotel customers [6].

A number of different studies have proposed the influence of previous experiences on intentions [40–42],
and they may be an even stronger determinant in the case of services. For example, Buhalis [59], in
an analysis of travelers and destinations, found that, among other variables, past experiences are
associated with behavior. Additionally, behavioral intentions have been shown to be influenced by
previous experience in the case of intangible products or services [20,40,60]. The intangible nature
of services means that it is harder for customers to predict the service if they do not have previous
experience of it [61].

When the customer has previous experience with sustainable hotels, they are more aware of the
kind of sustainable practices and services hotels can include and have more knowledge about the
associated benefits; as a consequence, this positively affects their intentions towards these hotels. On
the contrary, non-experienced consumers may not know, for example, which different services, and
even actions, sustainable hotels offer [6,20]. Therefore, experienced consumers may be more willing to
pay a higher price for sustainable hotels [6]. Hence, we propose the third hypothesis:

H3. Consumers that have previous experience with sustainable hotels are willing to pay more for a sustainable hotel.

2.2.4. Consumers’ Demographic Characteristics

According to the literature, the sociodemographic variables typically used to analyze customers’
decision-making in the hospitality sector should also be included in the analysis of sustainable attitudes
and intentions [3,6].

The arguments proposed in the literature to explain the influence of demographic variables such as
gender are based on the differences between men and women in how they process information [62,63],
or in the importance they give to values [64], or even, according to the social theory [65], because
they behave in an different way in society [66]. Nevertheless, the findings are inconsistent, with some
studies showing women are more willing to pay more for green initiatives (e.g., [64]), others showing
men are (e.g., [2]), while others report a non-significant relationship (e.g., [67]).

Furthermore, customers’ cognitive processes may change over their lifetime [68]; therefore, age
has also been proposed as an important variable that affects CSR concerns [69]. Some studies have also
found that the information processing abilities differ depending on age, and could imply that younger
people have more access to different information about sustainability issues [6,20]. Nevertheless, Turley
and Cabaniss [70], did not find gender and age to have a significant influence on price awareness.
Similarly, Kuchinka et al. [71] found no differences in attitudes towards sustainability in consumers
depending on age or gender, while Namkung and Jang [20] only found differences in the case of age.

Han et al. [6], among others, also claim that education and income play a relevant role in
the formation of eco-friendly intentions, arguing that higher levels of both facilitate responsible
behavior, although they do not find a significant effect. Fuentes-Moraleda et al. [3] confirmed the
positive influence of higher incomes on intentions, but did not find a positive relationship in the
case of education. Some others even found a negative relationship (e.g., [2]) offering the explanation
that low-income customers are more affected by environmental problems and therefore show more
sensitivity to these issues.

Cultural differences among countries or cultural distance is another variable that has been
included in tourist studies analyzing attitudes and intentions regarding sustainability. Although
the use of nationality as a proxy for culture is not free from criticism (e.g., [72]), several studies
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have revealed differences between tourists from different countries. Kang and Moscardo [73] found
differences in attitudes regarding responsible behavior. Cordano et al. [74], Hudson and Ritchie [75],
and Maignan [76] also found differences in pro-environmental or sustainable attitudes and behavior
across countries. Nevertheless, Kuchinka et al. [71] or Takayama et al. [77] are examples of studies that
did not find these differences across countries.

Therefore, the studies that have analyzed the effect of sociodemographic characteristics on
consumer intentions and behaviors regarding sustainability and CSR show dissimilar results; as such,
the influence of these variables needs to be further tested. Thus, we include them in our analysis by
proposing the following series of hypotheses:

H4. WTPM for sustainable hotels differs according to the consumer’s sociodemographic traits.

H4a. WTPM for sustainable hotels differs according to the consumer’s gender.

H4b. WTPM for sustainable hotels differs according to the consumer’s age.

H4c. WTPM for sustainable hotels differs according to the consumer’s monthly income.

H4d. WTPM for sustainable hotels differs according to the consumer’s nationality.

3. Methodology

3.1. Data

We collected a convenience sample, gathering data from foreign tourists in Barcelona, a large
iconic Spanish city. We chose Barcelona in order to obtain a sample that includes tourists from different
countries to test our hypotheses, since it is the most visited city in Spain and the fifth most visited
in Europe. In addition, it ranked 25th in the “Top 100 city destinations ranking” published in 2015
by Euromonitor International, based on data from arrivals in 2013 [78]. Given the difficulties in
accessing the complete sampling frame, as 7,874,941 foreign tourists stayed at least one night in a
Barcelona hotel in 2014, according to official figures [79], a convenience sampling technique was
considered suitable (e.g., [80,81]). Following the procedures of other studies in this area (e.g., [19,82–85]),
trained interviewers randomly intercepted tourists in Barcelona outside four of the main tourist spots;
according to official data [86], these include the Sagrada Família Basilica, Park Güell, Poble Espanyol
de Montjüic, and El Born. Tourists were first asked whether they had stayed at least one night in any
hotel in the city. Those who answered affirmatively were informed about the purpose of the study and
asked if they would be willing to participate by answering the interviewers’ questions. They were also
told that their responses would remain anonymous in an aggregate treatment of the data [87].

The questionnaire was prepared in Spanish and translated into four languages: English, French,
Italian and German. Each survey lasted an average of 15 min (it includes more questions since it
is part of a wider research project, including, for example, questions aimed at assessing consumers’
perception about different dimensions of CSR; for details see [88]). In terms of the structure of the
questionnaire, after the presentation of the study, the first part asks about WTPM, which allows us
to measure our dependent variable. This was included in the first part to reduce potential problems
due to priming effects [87], since the second part of the questionnaire includes other questions about
CSR dimensions. The following section contains questions aimed at capturing data about information
searches, previous experiences and hotel certification, while the questions about sociodemographic
variables are included in the final section.

The fieldwork was carried out between June and September 2015, a year which could be considered
as falling within the post-economic crisis period. As such, it could help provide an understanding of
consumers’ intentions regarding sustainable behavior following such episodes, where the tourism
industry is particularly adversely affected. Understanding which factors affected consumer intentions
in the past could help open up new lines of research to further investigate these relationships and to
raise awareness about sustainability issues.



Sustainability 2020, 12, 3730 7 of 17

Compared to other methods, face-to-face surveys have featured more prominently in consumer
studies in the past (e.g., [89]), although they are more expensive to carry out. We therefore predefined
an acceptable sample size of between 700 and 800 surveys, taking into account cost efficiency and time
effectiveness issues [90]. We obtained 760 surveys and after removing 11 invalid answers, we ended
up with 749 usable responses. Moreover, the sample size is considered large enough as it is well above
the minimum threshold of 10 cases for each independent variable, in line with multiple regression
guidelines [91]. Our ratio of valid cases to the number of independent variables (749/8) is 93.6, far
above the 10 cases required. Our sample also exceeds the number required for ANOVA tests for the
medium and large effect size [92].

Regarding the demographic characteristics of the sample, 47.53% are female and 52.47% male;
55.5% of the sample are aged between 18 and 29 years old, 21.8% between 30 and 39 years old, and 22.7%
are 40 or over; 17.2% of the sample have completed high school or a lower level of education, 26.2%
have a vocational qualification, 40.9% are college graduates, and 15.1% have completed a master’s or a
doctoral degree; regarding their net monthly income, 20.5% of the sample have no income at all, 27.0%
have an income under 1500 euros, 28.4% have between 1501 and 2500 euros, 14.4% between 2501 and
3500 euros, and 9.7% earn over 3500 euros a month; 25.0% of the sample are French tourists, 25.6% are
British, 19.6% are Italian, 21.8% are German, and 8.0% are a variety of different nationalities including
Portuguese, Russian, Chinese and American.

3.2. Measurement of Variables

3.2.1. Willingness to Pay More for a Sustainable Hotel

This variable is measured with the following item: “I am willing to pay more for a responsible
hotel”. It ranges from 1 (totally disagree) to 5 (totally agree). Other studies that also analyze WTPM
for green or sustainable hotels measure this variable in a similar way (e.g., [2,3]). A sustainable
hotel is defined in the survey as those that implement practices relating to the economic, social and
environmental aspects of sustainability.

3.2.2. Search for CSR Information

Following similar approaches in the literature (e.g., [93,94]), we measure this variable with an
item that asks about tourists’ search for information about hotels’ CSR practices. Scores range from 1
to 5, with the lowest indicating that they never search for information about hotels’ CSR practices, and
the highest meaning that they always search for information about a hotel’s CSR practices when they
search for hotel information or characteristics.

3.2.3. Importance for Consumers of Hotel’s Sustainability Certification

This variable is coded as dichotomous, with 0 indicating that the tourist does not attribute any
importance to the hotel’s sustainability certification and 1 indicating that they do attribute importance
to these certifications. When asking these questions, interviewers mention different examples of
certifications, such as IQNet SR10, ISO 26000, ISO 14001, EMAS, EFQM or OSHAS 18001.

3.2.4. Consumer’s Previous Experience with a Sustainable Hotel

In this case, following the study of Han et al. [6], this is a dichotomous variable where 0 indicates
that the tourist had not previously paid to stay in a sustainable hotel and 1 indicates that they had
already stayed in a sustainable hotel.

3.2.5. Demographic Variables

Gender is a dichotomous variable (male/female).
Age is divided into the following ranges: 18–29 years old, 30–39 years old, and 40 or over.
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The variable Educational level includes the following categories: completed high-school level or
below, vocational qualification, college graduate, and master’s or doctoral degree.

The Level of monthly income is categorized in the following groups: no income, under 1500 euros,
between 1501 and 2500 euros, between 2501 and 3500 euros, and over 3500 euros.

Respondents were asked also about their nationality. Given the fact that the vast majority
of respondents are from France, the United Kingdom, Italy and Germany, we codify the variable
Nationality into the following categories: French, British, Italian, German, and Others. The category
Others (8.0% of the total sample) includes Portuguese, Russian, Chinese and American.

3.3. Methods

We analyze differences in WTPM for sustainable hotels for each proposed variable. Following the
procedures outlined in other studies on this topic (e.g., [2]), in order to investigate how consumers’
WTPM differs based on their searches for CSR information, the importance they assign to sustainability
certifications, their previous experience with a sustainable hotel, and their sociodemographic variables,
we first perform a univariate analysis of WTPM, analyzing mean differences in WTPM for each variable.
In the case of the dichotomous variables, Previous experience with a sustainable hotel, Importance
of hotel’s sustainability certifications, and Gender, we perform an independent t-test that allows
the comparison in means in two groups, to analyze group differences in WTPM for each of these
dichotomous variables. For the rest of the variables, which include more than two categories or values,
requiring thus the comparison in means of more than two groups, we employ the analysis of variance
(ANOVA). This analysis is performed to investigate whether or not WTPM differs across each one of
these multiple categorical variables.

We then retain the significant variables from this analysis and carry out a multiple regression
analysis to confirm the results.

4. Results

Table 1 shows the results regarding the main variables. All of them show statistically significant
differences in WTPM for a more sustainable hotel (see Table 1 where t-values are shown for comparison
in dichotomous variables and the F-value for the variable, Search for hotel’s CSR information).
Experienced tourists register higher mean values for WTPM than non-experienced tourists (Mexperienced

= 3.142 vs. Mnon-experienced = 2.828). Likewise, consumers that attribute importance to the fact that
the hotel has some kind of certification for their sustainability practices are more willing to pay a
premium for a sustainable hotel than those customers that do not attribute any importance to the
hotel’s certification (Mcertification importance = 3.357 vs. Mcertification not important = 2.934). In the same
regard, more informed consumers are more willing to pay more, and the mean value of the variable
rises as the variable represents more informed consumers. Specifically, the highest mean value is
shown for the consumers that always search for the hotel’s CSR information when they are looking for
a hotel (Malways = 3.745), followed by those that often search for CSR information (Moften = 3.584), and
sometimes (Msometimes = 3.196), with low values in the case of consumers that almost never search
for this information (Malmost never = 2.713), and those that never search registering the lowest value
(Mnever = 2.361).

As in the previous table, Table 2 shows the results for the comparison of means with the t-value or
the F-value (depending on the type of the variable analyzed); in this case, indicating the differences in
WTPM for a sustainable hotel for the sociodemographic variables. Only the Gender variable shows
significant differences (F = 2.526; p = 0.012). Women show higher mean values for WTPM for a
responsible hotel than men (Mfemale = 3.122 vs. Mmale = 2.898). The youngest sector of the sample
shows the highest mean score (Mbetween 18 and 29 year = 3.000) but there are no significant differences
according to the ANOVA test (F = 0.201; p = 0.818). In the case of Education, college graduates show
the highest mean score (Mcollege graduates = 3.085), but again, the differences are not significant (F =

0.925; p = 0.428). Likewise, no significant differences are found in the analysis of monthly income (F =



Sustainability 2020, 12, 3730 9 of 17

1.494; p = 0.203) or nationality (F = 1.045; p = 0.383). Therefore, except for gender, the sociodemographic
characteristics do not appear to be determinants of consumers’ WTPM for a more sustainable hotel.

Table 1. Results of t-Test and ANOVA for the effect of different variables on willingness to pay more
(WTPM).

Variable Variable Coding Mean Std. Deviation t-Value p-Value

Previous experience
with a sustainable hotel Yes 3.142 1.202 3.595 *** 0.000

No 2.828 1.186
Importance of hotel’s

sustainability
certifications

Yes 3.357 1.272 2.966 *** 0.003

No 2.934 1.222

Variable Variable Coding Mean Std. Deviation F-Value p-Value

Search for hotel’s CSR
information Always 3.745 1.406 24.368 *** 0.000

Often 3.584 1.085
Sometimes 3.196 1.093

Almost never 2.713 1.125
Never 2.361 1.047

(*) p-value < 0.10; (**) p-value < 0.05; (***) p-value < 0.01.

Table 2. Results of t-Test and ANOVA for the effect of demographic variables on WTPM.

Variable Variable Coding Mean Std. Deviation t-Value p-Value

Gender Female 3.122 1.186 2.526 0.012 **
Male 2.898 1.204

Variable Variable Coding Mean Std. Deviation F-Value p-Value

Age 18–29 years 3.000 1.387 0.201 0.818
30–39 years 2.792 1.250
40 or over 2.960 1.428

Education High school or
lower 2.977 1.221 0.925 0.428

Vocational
qualification 2.984 1.224

College graduate 3.085 1.178
Master’s or

doctoral degree 2.870 1.208

Monthly income No income 2.822 1.144 1.494 0.203
Under 1500 euros 3.098 1.211
1501–2500 euros 3.157 1.171
2501–3500 euros 2.986 1.165
Over 3500 euros 3.188 1.249

Nationality French 2.989 1.187 1.045 0.383
British 2.899 1.248
Italian 3.140 1.072

German 3.056 1.209
Other 2.881 1.403

(*) p-value < 0.10; (**) p-value < 0.05; (***) p-value < 0.01.

We then perform a multiple regression analysis retaining only the significant variables (i.e., Search
for hotel’s CSR information, Importance of hotel’s certifications, Previous experience with sustainable
hotels, and Gender). Results are shown in Table 3.
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Table 3. Results of the regression on WTPM.

Variable Standardized Coefficient t-Value p-Value

Search for hotel’s CSR information 0.268 5.147 *** 0.000
Importance of hotel’s

sustainability certifications 0.123 2.443 *** 0.015

Previous experience with a
sustainable hotel 0.087 1.751 * 0.081

Gender 0.061 1.284 0.200
F-value 15.156 ***

Adjusted R-square 0.127

(*) p-value < 0.10; (**) p-value < 0.05; (***) p-value < 0.01.

The model fits well with an F-value of 15.156 (p-value < 0.000), and an adjusted r-square of
0.127 (similar to values reported in other studies on the topic, such as Kang et al. [2]). Results in
Table 3 confirm the previous results except in the case of the demographic variable Gender, which
is non-significant. Therefore, the factors explaining WTP are the Search for hotel’s CSR information
(β = 0.268; p-value < 0.01), Importance given to hotel’s sustainability certifications (β = 0.123; p-value
< 0.01), and Previous experience with a sustainable hotel (β = 0.087; p-value < 0.10). Therefore, the
analyses performed allow us to confirm Hypotheses 1, 2 and 3. Nevertheless, we cannot confirm
the series of hypotheses regarding the demographic variables (Hypothesis 4). In the t-test analysis
(Table 2), Gender was significant, but in the regression analysis (Table 3), it is non-significant.

5. Discussion

The results of this study confirm the findings of previous literature analyzing the effect of consumers’
awareness on their behavioral intentions regarding sustainability (e.g., [28,43–45]). Specifically, we
confirm differences in WTPM for a sustainable hotel between more and less informed consumers,
between more and less experienced consumers in terms of previous stays in sustainable hotels, and
between consumers that view sustainability certifications as important and those that do not.

Our study finds that consumers who are more aware of and concerned about sustainability, and
who specifically make the effort to search for information about the hotel’s CSR practices, register
higher values for WTPM for sustainable hotels. Similarly, consumers who value a hotel’s sustainability
certifications are willing to pay more for a sustainable hotel, which corroborates the previous result
about more informed consumers, since certification is also a way of providing more reliable information
to stakeholders, including consumers. These results confirm and extend previous studies that point to
the important role played by consumer awareness and information in intentions about sustainability
(e.g., [14]). Manaktola and Jauhari [28] claim that when customers are aware of a sustainable hotel’s
practices they prefer to stay in such hotels, and our results show that consumers are even willing to
pay more for these hotels. This is in line with findings about the need for awareness of CSR practices
in order for consumers to have positive reactions to them ([46,47]). These results also confirm previous
findings about the importance of certifications in attracting more responsible consumers [38,54].

Furthermore, more concerned consumers that have already stayed in a sustainable hotel—meaning
they know about and have specifically searched for this type of hotel—are also more willing to pay
higher prices for these establishments. This is in line with the literature that analyzes the importance of
previous experiences on intentions [6,40–42]. Specifically, our study corroborates the results reported
by Han et al. [6], who tested this effect in a sample of 422 U.S. hotel customers.

All these variables are shown to play a more relevant role than the sociodemographic variables in
differences in consumers’ WTPM for a sustainable hotel. Indeed, the only relevant sociodemographic
variable is gender, albeit only partially because the regression analysis has not confirmed this result.
This is in line with the results obtained in the study by Han et al. [6], in which gender was the only
significant demographic variable, while age, income, and education did not show a relevant effect on



Sustainability 2020, 12, 3730 11 of 17

WTP. Our results point in the same direction as those reported by Han et al. [6], since women register
higher mean values for WTPM for sustainable hotels.

Although there is a lack of consensus in the empirical studies about the effect of demographic
variables on intentions (e.g., [2,20,71]), our analysis specifically corroborates the results reported by
Kang et al. [2] and Han et al. [6], showing that gender is the only demographic variable that has an effect
on WTPM for a sustainable hotel. The two aforementioned studies analyze WTP, both with a sample
of customers in U.S. hotels. Our study is set in a European context but reaches the same conclusions
regarding these sociodemographic variables. However, the direction of the relationship with gender is
different in the study of Kang et al. [2], in which male customers show higher values for WTPM. These
conflicting results indicate that Gender is a variable that needs further study in the analysis of WTPM
for sustainable hotels. The more recent study by Fuentes-Moraleda et al. [3] finds differences regarding
Income and Age in WTPM, but no differences regarding Gender and Education. Nevertheless, the
context of study in the latter was customers of boutique hotels with an environmental management
system, which could imply a particular segment of customers with a specific profile. It is interesting
that our results show no differences between nationalities regarding intentions about sustainability.
The fact that most of the tourists in our sample come from European countries could be an explanation
for these results, since the cultural distance may not be so great as to have different effects on intentions
regarding sustainability. Kim et al. [95] found differences between U.S. and Korean consumers of
fair-trade products, arguing that these results were due in part to the different level of knowledge
about these products in the two countries. In our sample, it seems that these differences are not so great
between different countries, but rather within countries between more and less informed customers.

Overall, these results imply that variables other than the demographic ones play a more relevant
role in the analysis of WTPM for sustainability in the hotel sector. Specifically, the differences between
more and less informed consumers, between those that attribute importance to hotel certifications and
those that do not, and between customers who have experience with sustainable hotels and those that
do not, are relevant variables in the analysis of consumers and their WTPM for a sustainable hotel.

6. Conclusions

This study extends the line of research that analyzes the importance of consumer concerns and
awareness in order to enhance consumers’ positive intentions regarding sustainability in the hotel
sector. Adding to the knowledge about the factors that have a positive influence on the WTPM for
a sustainable hotel, this paper provides empirical support for the importance of searching for CSR
information, consumer perceptions of hotels’ certification, and previous experience with sustainable
hotels as relevant factors characterizing consumers with positive intentions in terms of WTPM. In light
of the results obtained, we can answer the research questions set out in the introduction, concluding
that consumers that search for information about hotel CSR practices, and who are thus more aware
about hotels’ sustainability, show higher WTPM to stay in a sustainable hotel. Likewise, consumers
that attribute importance to a hotel’s sustainability certifications also register higher WTPM for more
responsible hotels. In addition, consumers’ previous experiences with sustainable hotels are also a
factor that positively influence their WTPM for a sustainable hotel. Nevertheless, sociodemographic
variables do not appear to have any explanatory power for consumers’ intentions towards sustainable
hotels; the only one that shows any influence is gender.

In this vein, our results confirm recent developments of the theory of planned behavior and
information processing theory, in which different authors have proposed previous experiences and
consumer’s awareness and information as relevant factors that influence intentions (e.g., [6,14,20,40,60]).
Adding to previous analyses of the hotel industry under this theory, our findings show that the formation
of intentions depends on different factors and that awareness of hotels’ sustainable practices—whether
through knowledge based on hotels’ certifications, on previous experiences, or specific searches for
information about sustainable practices—plays a crucial role in this process. In line with other research
(e.g., [14,39]), we conclude that awareness must be included in the model in studies that analyze
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consumers’ intentions. The addition of new variables could improve the framework proposed in the
theory of planned behavior [35].

We thus contribute to the understanding of the factors that influence consumers’ intentions.
Nova-Reyes et al. [1], in a recent review on the topic of socially responsible consumer behavior,
state that the change to a more sustainable consumption model and to the promotion of responsible
management and growth requires an understanding of consumers’ behavior, and that this can be
obtained through academic research on related trends. By providing more data about the factors that
affect consumers’ intentions regarding sustainability, we contribute to this aim.

Our study confirms and extends the results of Kang et al. [2], Han et al. [6] and Fuentes-Moraleda
et al. [3], which specifically analyze the effect of different antecedents on consumers’ WTPM for
sustainable hotels. Each of those studies analyzes different customer concerns or attitudes, and
we enrich this analysis by confirming that information, certifications and previous experiences also
influence consumers’ WTPM for sustainable hotels. If consumers do not know about the hotel’s
practices regarding sustainability, it is harder for them to assign a value to these actions.

Sociodemographic characteristics do not have strong explanatory power for WTPM for hotels
with sustainable practices. In light of our results, only gender can be said to have some influence, but
further analysis is required. There is no consensus in the literature about the direction and effect of
these factors, although similar results are reported in the studies by Kang et al. [2] and Han et al. [6].

Therefore, the arguments related to cognitive processes and the different information processing
abilities depending on age, to the resources related with education and income, or to the cultural
distance between different nationalities, proposed in previous literature, could have an influence on
other factors, such as the antecedents of the intentions analyzed here; however, although they merit
further research, they do not have an effect on the WTPM for a sustainable hotel.

Therefore, managers in the hotel sector could derive important lessons from our results. First,
given the importance of consumers being aware of CSR practices, we would recommend increasing
communication about and facilitating access to the information about the hotel’s CSR practices,
since more informed consumers are more willing to pay a premium for sustainable hotels. Second,
certification schemes also play an important role for consumers, since they provide external guarantees
about the practices applied by hotels and could also be a source of information for stakeholders.
Hotels should thus make information about certifications easily accessible to potential customers.
Furthermore, efforts should be made to retain customers that have sustainability concerns, since
customers with experience with sustainable hotels are more willing to pay extra for a hotel engaging
in these practices. These efforts could yield higher returns than segmenting customers according to
sociodemographic variables.

Enhancing consumers’ intentions regarding sustainable practices could also reinforce hotels’
voluntary adoption of practices that protect the environment and positively affect society, while also
boosting their own competitiveness. In turn, this will generate positive effects for all actors in society.

This study has certain limitations that constitute avenues for further research. First, although the
analysis allows us to study factors affecting WTPM for sustainable hotels, the lack of a causal analysis
due to the cross-sectional nature of the sample can be improved in future studies by developing a
panel data that would allow these effects to be tested. In addition, more recent periods should be
included, in order to analyze the evolution in intentions and test whether there are any changes in
the relationships proposed. Second, although we collected extensive data that included tourists from
different countries, the survey was only administered to visitors in a single Spanish city. It would be
interesting to compare these results with analyses of visitors to other areas or countries, or even to
specific hotels, in order to compare customer intentions and behaviors in different hotel types and
in hotels with different levels of CSR practices. Third, further research should also analyze whether
sociodemographic variables have some explanatory power in other factors that affect intentions, for
example, on the way consumers access the information to raise awareness of sustainability issues.
Finally, including the number or frequency of previous experiences and distinguishing between the
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effects of different kinds of sustainability certificates, would allow us to refine the analysis of the
relationships under study here. In order to further examine the elements of the theory of planned
behavior, future research should include all of them in the same model to analyze their joint effects,
while also seeking to determine how consumer intentions are ultimately reflected in their behavior
towards firms.
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