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Abstract

Understanding how green hotels can gain marketing advantages could motivate hoteliers to adopt green practices
during construction and operation. This study investigates the mediation role of perceived psychological benefits on
consumers’ environmental concerns and their willingness to pay a measurable premium for green-label hotels. Data
gathered from 540 Chinese consumers revealed that a mismatch between the involvement of hotels and online travel
agencies (OTAs) hampers the relationship between environmental concerns and perceived psychological benefits
of booking green-label hotels on OTAs, further influencing consumers’ willingness to pay a premium. This research
uncovers an overlooked but crucial factor that reduces consumer satisfaction with the hotel-choice process and why
it makes consumers willing to pay a premium for green-label hotels. Drawing from the findings, recommendations are
also proffered for hoteliers to conceive and execute green marketing tactics.
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Introduction

As one of the largest industries in China, the hospitality
industry has been recognized as a key enabler of economic
development, contributing to 9.3% of China’s gross domestic
product in 2019 (Textor, 2021a). However, an investigation of
the carbon footprint in China showed that more than 20% of
total CO, emissions are caused by hospitality-related activi-
ties (L. Li et al., 2019). Therefore, the public has gradually
developed an expectation of sustainable practices in the
Chinese hospitality industry in recent years. Among sectors
within the hospitality industry, the lodging industry is the pio-
neer in applying green practices (Wang et al., 2018). As the
primary form of the lodging industry, hotels have been identi-
fied as the major energy- and water-intensive sector in day-to-
day operations (Verma et al., 2019). Some hoteliers have

gradually transformed their businesses into environmentally
friendly models to acknowledge consumers’ environmental
concerns and green demands. These are known as green
hotels, indicating that hoteliers consider the environmental
sustainability of their service to be the foundation of their
operations, and would like to adopt green practices to mini-
mize the operational impact on the natural environment (Lee
etal., 2010).

However, today, green hotels account for a relatively
small percentage of the entire lodging industry. LEED certi-
fication is one of the most recognizable certifications for sus-
tainability construction. Until October 2022, only 117
hospitality properties in the United States were certified by
Leadership in Energy and Environmental Design (LEED;
U.S. Green Building Council, 2022). In China, less than 10%
of hotels were certified as green hotels by the China
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Hospitality Association (Zou et al., 2021). Evidence shows
that cost is still one of the major challenges for hotel devel-
opers and hoteliers in adopting green practices, especially in
countries with less strict regulations (Liu & Hu, 2021;
Rahman & Reynolds, 2016). For example, Rah (2019) sug-
gested that building a green hotel may cost 10% more than
conventional construction. Another report suggested that sat-
isfying the LEED standard may cost as much as 30% above
conventional construction, especially in countries with a
relatively low regulatory standard for green practices
(Younis, 2019). As a result, it is crucial to convince hoteliers
of the potential benefits and competitive advantages of
investing in green practices.

According to previous studies, individuals with stronger
environmental concerns are more inclined to choose green
hotels as a way to express their beliefs and worldviews
(Suki, 2016). However, as the price premium of green hotels
increases, consumers’ enthusiasm for green hotels may
wane, due to the increased financial burden (i.c., they need
to sacrifice more on finance; S. Kang & Nicholls, 2021).
Social exchange theory holds that consumers are less likely
to choose products with premium prices unless they per-
ceive sufficient benefits from purchasing to justify (i.e.,
trade-off) the financial sacrifice (Jiang & Kim, 2015). In
particular, previous research has indicated that consumers
expect more psychological benefits from green purchases
than material benefits (Verma et al., 2019). For example,
consumers may feel the “warm glow of giving” when they
believe their green purchases will benefit the environment
(Andreoni, 1990).

Nevertheless, there is a gap in the existing literature when
it comes to using measurable costs to investigate the role of
psychological benefits in mediating the relationship between
consumers’ environmental concerns and their willingness to
pay a premium for green-label hotels. The general expres-
sion of price premium (e.g., more expensive) may increase
the generalizability of the study and could be applied in the
preliminary stages of the literature. However, this approach
does not provide an anchor for participants to estimate the
extra cost of green-label hotels, and participants will use
whatever anchor point is more salient when they are inter-
viewed (Simonson & Drolet, 2004). Therefore, based on
social exchange theory, this study incorporates a measurable
price (18%), suggested by the literature as an anchor, to add
new insight to the literature and provide more practical
implications. This study aims to examine the interplay
between consumers’ environmental concerns, perceived psy-
chological benefits, and willingness to pay more (18%) for
green-label hotels.

Moreover, involvement measures consumers’ perceived
relevance of the decision behavior (Poiesz & de Bont, 1995).
Studies have shown that consumers enjoy the process of
making decisions when their involvement level is high,
whereas they prefer effortless decisions when their involve-
ment level is low (e.g., Hawkins & Hoch, 1992; Hoyer,

1984). In purchasing, a behavior can be described in terms
of product and channel (i.e., “where” and ‘“what”)
(Mallapragada et al., 2016). However, most hospitality stud-
ies have examined the product characteristic (i.e., product
involvement), and few have explored the channel character-
istic (i.e., channel involvement), let alone their interaction.
There is a possibility that customers may demonstrate high
involvement with a product but low involvement with a
channel, and vice versa. For example, in booking green-
label hotels on online travel agencies (OTAs), consumers
may be highly involved with hotel products and demonstrate
low involvement with the OTA channel. Such a conflict will
result in a phenomenon known as cognitive dissonance.
Based on cognitive dissonance theory, individuals feel psy-
chologically uncomfortable when two relevant cognitions
about the decision are inconsistent (Bawa & Kansal, 2008;
Festinger, 1957; Harmon-Jones & Mills, 2019). Therefore,
this study further explores the impact of the dissonance
caused by the conflict between the involvement of the hotel
and the OTA on the relationships between consumers’ envi-
ronmental concerns, perceived psychological benefits, and
willingness to pay a premium.

Literature Review

Environmental Concerns, Psychosocial Benefits,
and Willingness to Pay More

According to social identity theory and the theory of planned
behavior, consumers’ behaviors will be determined by their
beliefs and attitudes toward behaviors (Ajzen, 1991). In
addition, means-end theory and value-belief-norm theory
suggest that individuals would like to purchase products that
reflect their personal values and worldview (e.g., Gutman,
1982). Therefore, to satisfy consumers’ needs, the green
label has been widely adopted in the hospitality online book-
ing platform in promoting green hotels as quick catch clues
to suggest certified green practices (Vinzenz et al., 2019).
Several studies have indicated that environmental concerns,
the assessment of consumers’ emotional reactions, and psy-
chological needs for environmental practices, are positively
correlated with consumers’ responses to green labels, such as
willingness to pay for green-label hotels (Castro, 2006; Han,
2021; S. Kang & Nicholls, 2021).

However, unlike willingness to pay, willingness to pay a
premium requires financial sacrifice. The social exchange
theory indicates that consumers’ decision-making is a trade-
off between perceived benefits and sacrifices (Jiang & Kim,
2015). Specifically, the theory applies cost-benefit analysis to
explain consumers’ sacrifice behaviors, as consumers’ willing-
ness to sacrifice will be increased when they perceive more
benefits (Cropanzano & Mitchell, 2005). For example, Q. Li
and colleagues (2018) suggested that consumers who perceive
a high level of benefits concerning green housing will perceive
the risks associated with green housing purchasing, such as the
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functional and policy risks, as less important. In the hospitality
industry, Rahman and Reynolds (2016) also indicated that the
perceived benefits of booking green hotels might lead to the
financial sacrifice of paying extra for green hotels.

Nevertheless, green purchases in the hospitality industry,
such as booking green hotels, may not provide immediate
material benefits to consumers. In most cases, green pur-
chases produce psychological rather than direct material ben-
efits to consumers (Hartmann & Apaolaza-Ibanez, 2012). For
example, Verma and colleagues (2019) also suggested that
consumers’ concerns about water conservation in hotels are
altruistic rather than motivated by material benefits, like sav-
ing on travel expenses or water safety. Rahman and Reynolds
(2019) also indicated that some green practices may reduce
consumer convenience, such as not using disposable and sin-
gle-dose supplies.

Altruism, or the “warm glow of giving” (Andreoni,
1990), is a key psychological benefit of green purchasing.
This warm glow comes from the moral satisfaction of con-
tributing to society through eco-friendly actions, which can
lead to positive psychological effects (Kahneman &
Knetsch, 1992). Moreover, green purchases could also be
regarded as a self-expression of supporting eco-friendly
practices, which could increase consumers’ cognitive satis-
faction that benefits them psychologically (Aaker, 1999).
Hence, green purchases could fulfill consumers’ environ-
mentally relevant self-expressive or psychological needs for
altruism and enhance their psychological benefits (Peattie,
2001). The more psychological benefits consumers perceive
from booking green-label hotels, the fewer psychological
hassles they will face in paying a premium for those hotels
(Dhar & Wertenbroch, 2012). Therefore, the relationship
between consumers’ environmental concerns and willing-
ness to pay a premium for green-label hotels will be medi-
ated by their perceived psychological benefits. Hence, the
following hypothesis was proposed:

H,: Psychological benefits mediate the relationship
between consumers’ environmental concerns and their
willingness to pay a premium for green-label hotels.

Hotel Involvement and Online Travel Agency
Involvement

Involvement describes one’s perceived personal relevance
(Poiesz & de Bont, 1995). Consumer involvement occurs
whenever their behavior reflects how they perceive them-
selves (Petty et al., 1981). Depending on the strength of the
link and the importance of the behavior, the decision-making
process will vary (Bauer et al., 2006). Consumers with a high
level of involvement always engage in the choice process to
interact with their knowledge (H. H. Chang & Chuang,
2011). In contrast, individuals with a low level of involve-
ment engage less and make effortless decisions (Hawkins &
Hoch, 1992; Hoyer, 1984).

There has been a long-standing study of involvement in
the hospitality literature. Product involvement (e.g., wine
and hotel involvement), especially, has received the most
prevalent attention (Brown et al., 2007; Cox, 2009; Rahman,
2018). As the degree of product involvement determines the
individual’s association with the world through the product,
and the selection process can reflect their characteristics,
studies have suggested that consumers with a high level of
product involvement will enjoy the product selection process
(Bauer et al., 2006). In contrast, less involved consumers
may have less patience with the selection process and make
decisions based on the quick-catch (i.e., convenience) clues
(Charters & Pettigrew, 2006; Traylor, 1981).

Place-based cognition is also essential for evaluating the
experience and making decisions (Stedman, 2002). In other
words, consumers may respond differently to the same prod-
uct when it is sold in different places (i.e., channels or
“where”’; Mallapragada et al., 2016). Studies have suggested
that consumers may have different preferences and varying
levels of familiarity with the channels concerned, depending
on their personalities and backgrounds (Xie et al., 2016).
Thus, in addition to product involvement, Keaveney and
Parthasarathy (2001) emphasized the importance of under-
standing consumers’ channel involvement in the shopping
decision-making process. Like product involvement, chan-
nel involvement describes individuals’ perceived relevance
of purchasing through a specific channel, such as online
channels (Kim et al., 2007; Martin et al., 2011; Michaelidou
& Dibb, 2008). Also, consumers enjoy the choice process in
the high-involved channels, as they have the opportunity to
leverage their knowledge. In low-involved channels, they
engage less and prefer to make effortless decisions based on
quick-catch clues (Hoyer, 1984; Yang et al., 2019).

In the context of booking green-label hotels on the OTA
channel, consumer knowledge encompasses two distinct
dimensions: knowledge of hotels as products, which under-
lies the green practices behind the green labels, and channel
knowledge, which pertains to the certification process for
such labels (e.g., TripAdvisor Green Leaders). These dimen-
sions allow consumers to assess the meaningfulness of the
labels. Based on the previous reasoning, high-involved con-
sumers are likely to engage in a deliberative decision-making
process that draws upon their knowledge of the relevant sub-
ject (e.g., product and channel), whereas low-involved con-
sumers prefer to make effortless decisions.

Oshikawa (1969) emphasized that individuals will pos-
sess different cognitive elements regarding behavior (e.g.,
knowledge). According to cognitive dissonance theory
(CDT), whenever there is an unresolved conflict among cog-
nitive elements on a decision, individuals feel psychologi-
cally uncomfortable, also known as cognitive dissonance,
and then try to avoid making such a decision (Bawa &
Kansal, 2008; Festinger, 1957; Harmon-Jones & Mills,
2019). Thus, if the involvement of the OTA and the hotel is
mismatched, it can lead to cognitive dissonance and
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psychological discomfort. In other words, processing green
labels as quick-catch clues effortlessly is likely to be dis-
rupted by the needs produced from cognition of high involve-
ment from another characteristic. In this case, consumers
may feel discomfort about the decision-making process. As
psychological discomfort inhibits the perception of psycho-
logical benefits (Donsbach, 2009; Wan & Li, 2021), the rela-
tionship between environmental concerns and perceived
psychological benefits will be weakened and further decrease
their willingness to pay a premium (i.e., decision).

In contrast, when one involvement is followed by another
(i.e., both high and both low), consumers’ perceptions of the
psychological benefits of booking green-label hotels will not
be disturbed. Specifically, when consumers exhibit low lev-
els of involvement with both hotel and channel, consumers
are satisfied with making effortless decisions based on quick-
catch clues with less focus on the meaningfulness of green
labels. Conversely, with high levels of involvement for both
hotel and channel, consumers enjoy the deliberative deci-
sion-making processes that draw upon their knowledge, and
make informed choices. Hence, the following hypotheses
were proposed:

H,: Consumers’ environmental concerns, hotel involve-
ment, and OTA involvement interact to affect their per-
ceived psychological benefits of booking green-label
hotels. Specifically, the mismatched levels of OTA and
hotel involvement weaken the positive relationship
between environmental concerns and the perceived psy-
chological benefits of booking green-label hotels.

H,: Consumers’ environmental concerns, hotel involve-
ment, and OTA involvement interact to indirectly affect
their willingness to pay more for green-label hotels as a
result of their perceived psychological benefits of green-
label hotels through OTAs. Specifically, the mismatched
levels of OTA and hotel involvement weaken the positive
indirect relationship between environmental concerns and
willingness to pay a premium for green-label hotels due to
the perceived psychological benefits of booking green-
label hotels.

Figure 1 depicts the proposed reseach model and hypotheses.

Methodology

Study Design and Instrument Development

A self-reported online survey was developed in English and
translated into Chinese, following the instructions suggested
by Hambleton (1993). Notably, the study was first translated
from English to Chinese by a native Chinese translator who
was proficient in both languages. Then a pilot test was con-
ducted with 30 Chinese native speakers recruited through a
snowball sampling to increase the readability and clarity of
the survey. Minor adjustments to wording and grammar were
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Figure |. Proposed Research Model and Hypotheses.

applied. Then the Chinese survey was back-translated from
Chinese to English by another native Chinese translator who
was proficient in both languages. A native English speaker
from a university writing center judged the translated survey
by comparing it with the original survey and confirming the
quality of the translation process.

In the survey, the participants were given a scenario where
they wanted to find a hotel for an upcoming vacation with
their family. While reviewing Ctrip.com (the largest OTA in
China), they found some green-label hotels. Bearing the sce-
nario in mind, the participants were then asked to answer
questions concerning hotel involvement, OTA involvement,
environmental concerns, the psychological benefits of book-
ing green label-hotels, and willingness to pay 18% more for
green-label hotels.

All measurement constructs were modified from previ-
ously examined scales and a 5-point Likert-type scale was
employed, ranging from 1 (strongly disagree) to 5 (strongly
agree). Specifically, as shown in Table 1, hotel involvement
(HI) was measured using four items adapted from Rahman’s
(2018) study. OTA involvement (OI) was measured using
five items adapted from Keaveney and Parthasarathy’s
(2001) study. Environmental concern (EC) was measured
using a scale with four items developed by Verma and col-
leagues (2019). The psychological benefits of booking
green-label hotels (PB) were measured using the instrument
with three items developed by Hwang and Choi (2018).

Upon reviewing studies on consumers’ maximum will-
ingness to pay for green hotels, literature shows that Asian
consumers are likely to be willing to pay a relatively high
price for green hotels. For example, a study conducted by
Manaktola and Jauhari (2007) suggested that consumers
from India would like to pay as much as 25% more for green
hotels. Based on a report by the industry, Chou and Chen
(2014) argued that environmentally conscious consumers
would pay an additional 18% for green hotels in the Greater
China region. Meanwhile, Gan and Nuli (2018) indicated
that most consumers in Singapore would pay a maximum of
20% more for green hotels. In Korea, Ham and Han (2013)
found that consumers may pay as much as 20% more for
green hotels. These studies suggested that 18% to 25%
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Table I. CFA Results (N=540).

Construct Item Factor Loading CR o
Ol While | am planning the trip, .84 .85
I will review OTA websites. .58
reviewing OTA websites is important to me. .70
reviewing OTA websites will impact my decision. .74
reviewing OTA websites means a lot to me. .80
reviewing OTA websites is relevant to the quality of the travel experience. 77
HI If | am planning the trip, which hotel to stay in (is)____ .79 79
important to me. 73
means a lot to me. .78
relevant to the quality of the travel experience. 75
EC | believe: .82 8l
the balance of nature is easily broken by humans. .64
humans are seriously and wantonly misusing environmental resources. .69
humans must maintain a balance with nature in order to survive. 8l
human destruction of nature often leads to disastrous consequences. 76
PB Through booking green hotels, | can a7 .77
feel good because they help to protect the environment. 74
feel | am contributing to the well-being of humanity and nature. 74
feel better because they do not harm the environment. .68
WTP If green hotels are around 18% higher than normal hotels on room rate (e.g., RMB 1,180 versus RMB 1,000), 9l 9l
I am still willing to pay more for green hotels. .85
it is acceptable to pay more for green hotels. .94
| am still willing to spend extra in order to stay in the green hotels. .87

Note. Ol= online travel agency involvement; HI= hotel involvement; PB= perceived benefit; EC=envormental concerns; WTP= willingness to pay more.

should be considered a reasonable maximum willingness to
pay for green hotels in Asian countries. Thus, this study
employed three items adapted from Hwang and Choi’s
(2018) research with appropriate modifications made to fit
the lower limit of the range (i.e., 18%) to measure willing-
ness to pay more for green label-hotels (WTP).

Additionally, demographic information (i.e., age, education
level, and gender) and travel frequency data were collected.
Qualification questions were applied to eliminate those who
had never booked hotels by themselves in the past 3 years and
those under 18 years old. Several screening strategies, such as
attention-check questions (e.g., if you are reading this ques-
tion, please select “agree”) or repeated checks on age and year
of birth, were utilized to increase data reliability.

Sampling and Data Collection

The study protocol was approved by the Institutional Review
Board of a university located in a southern region of the United
States. The target population of this study was general Chinese
consumers over 18years of age. The data collection was con-
ducted in July 2021 through an online research panel organized
by a third-party survey company owned by Tencent, one of the
largest technology support companies in China.

A total of 644 responses were collected. After eliminat-
ing 104 disqualified responses (i.c., failed the screening or
attention-check questions), the remaining 540 data were

used for further analysis. Most participants were females
(n=394, 72.96%) and 18 to 25 years old (n=399, 73.89%).
Most participants had an associate or bachelor’s degree
(n=402, 74.44%) and reported a monthly income range of
above RMB 8,000 (equivalent to 1, 100 USD; n=269,
49.81%). The participants were from 28 provinces in China.
Guangdong (n=110, 20.37%), Jiangsu (n=41, 7.59%),
Beijing (n=37, 6.85%), Shandong (n=37, 6.85%), and
Zhejiang (n=35, 6.48%) were the top five provinces, which
was similar to the distribution of domestic tourists in China
before COVID-19 (Textor, 2021b).

Data Analysis

SPSS software was used for data cleaning and descriptive
analysis (e.g., frequency, percentages, mean, and standard
deviation [SD]). R-4.2.1 was used for hypotheses testing.
Specifically, the Lavaan package (Version 0.6-5) was utilized
to assess the measurement reliability and validity via confir-
matory factor analysis (CFA) and explore the hypothesized
conceptual model, including mediation relationship, via
structural equation modeling (SEM) with the bootstrapping
technique (N=1,000; Preacher & Hayes, 2008; Rosseel,
2012). The bruceR package was employed to examine the
proposed moderation role of the mismatched levels of the
hotel and OTA involvement (i.e., the conditional moderation
effect; Bao, 2022).
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Results

For the sake of brevity, in this section, abbreviations have
been used for the following parameters: hotel involvement
(HI), OTA involvement (OI), environmental concern (EC),
psychological benefits of booking hotels with a green label
(PB), and willingness to pay 18% more for green-label hotels
(WTP).

Measurement Model

CFAs were performed in R-4.2.1 using the Lavaan package
(Version 0.6-12; Rosseel, 2012). With a factor loading lower
than .5, one item of the HI scale (“If I were booking a hotel,
I would like to pay a higher price for a better hotel”) was
removed (Hair et al., 2013). After removing this item, the
revised model demonstrated a good fit to data:
%2(125)=477.00, p <.01, comparative fit index (CFI)=.92,
Tucker-Lewis index (TLI)=.91, root mean square error of
approximation (RMSEA)=.07, and standardized root mean
square residual (SRMR)=.05. The factor loadings for the
included items are shown in Table 1. Moreover, Harman’s
one-factor test was utilized to test whether the common
method variance (CMV) might be a potential concern (S. J.
Chang et al., 2010; Harman, 1976). The result indicated that
the one-factor model was significantly worse than the five-
factor model (Ay2=2263.38, Adf=10, p<<.01), indicating
that CMV should not be a concern in the current study.

The instrument reliability was tested by calculating com-
posite reliability (CR) and Cronbach’s alpha (o). CR ranged
from .77 to .91, and o values ranged from .77 to .91, indicating
acceptable internal consistencies of the measurements. The
constructs’ -values of factor loadings were used to check the
convergent validity, and all values were statistically signifi-
cant. Hence, convergent validity was confirmed (Bagozzi &
Yi, 1988). Additionally, a discriminant validity check was per-
formed by comparing the squared pair-wise correlations
among the constructs and the average variance extracted
(AVE) values for each latent variable (Fornell & Larcker,
1981). As shown in Table 2, all AVE values were above 0.5
and greater than the squared correlations for each construct.
Accordingly, the discriminant validity was confirmed.

Hypotheses Testing (Structural Model)

As shown in Table 2, income level and age were significantly
correlated with PB and WTP, indicating the need to control
these two variables in subsequent hypotheses testing (Spector
& Brannick, 2011). Hypotheses were tested using the SEM
model, conducted in R-4.2.1 with the Lavaan package
(Version 0.6-12; Rosseel, 2012). The bootstrapping
method was utilized to test mediating effects, with 5,000
resamples to obtain confidence interval estimates
(Preacher & Hayes, 2008). The model exhibited adequate
fit to data: x2(49)=179.34, RMSEA=.07, CFI=.95,

Table 2. Correlation Coefficients Squared Pair-Wise
Correlations and Variance Extracted Value.

(@]] HI EC PB WTP
Gender .04 .04 -0l .04 -.06
Age .10* 20%* .08 3 3
Education .07 7% |4 .07 -.02
Income | 5% (| 5%* .07 4% .0l
Ol .53 .23 .07 .18 .06
HI A48* .56 .18 A3 .05
EC 27k 4k 51 .28 .06
PB A3 36 53k .52 24
WTP 24 22k 24%F 49k .78

Note. Variance extracted values are bold, squared pair-wise correlations
are italic.

Ol= online travel agency involvement; HI= hotel involvement; PB= perceived
benefit; EC=envormental concerns; WTP= willingness to pay more.
*p<.05. ¥p<.0l.

TLI=.93, SRMR=.04. The partial mediation model (a
saturated model) was also tested, with the regression path
from PB to WTP being added to the theoretical model. This
model also demonstrated a good fit: ¥2(48)=179.09,
RMSEA=.07, CFI=.95, TLI=.93, SRMR=.04. However,
compared to the hypothesized (full mediation) model, the
model fit of the partial mediation model did not significantly
increase (Adf=1, Ax2=.25, p=.62). Hence, for the sake of
parsimony, it is rational to keep the original model. The SEM
results showed that EC was positively associated with PB
(estimate=.52, p<<.01), and PB was positively associated
with WTP (estimate=.50, p <.01). Mediation analysis dem-
onstrated that EC was positively related to WTP via PB (esti-
mate=—.25, 95% CI [.24, .46]), supporting H,.

Moderation and mediated moderation analyses were con-
ducted in R using the bruceR package (Bao, 2022). The nor-
mality of EC, HI, and OI was examined first. As all the
statistical values of skewness and kurtosis were lower than 1,
EC, HI, and OI were normally distributed (George & Mallery,
2012). Thus, EC, HI, and OI were centralized and included in
the regression. As shown in Table 3, the effect of the three-
way interaction on PB was significant (coefficient=.26,
p<.01). (Aiken & West, 1991).

Simple slope tests were performed to compare the slope
of the relationships between EC and PB among four condi-
tions of the interaction between HI and Ol (i.e., high OI and
high HI, high OI and low HI, low OI and high HI, and low OI
and low HI) at mean = 1 SD (high and low levels) for HI, OI,
and EC. As shown in Table 4, the relationship between EC
and PB was not significant in the condition of low OI and
high HI (simple slope=.15, p=.13). Although the simple
slope in the condition of high OI and low HI (simple
slope=.32, p<.01) was lower than that in the condition of
high OI and high HI (simple slope=.45, p <.01) and the con-
dition of low OI and low HI (simple slope=.44, p <.01), the
simple slope differences were not statistically significant
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Table 3. Model Summary for Moderation Analysis. Table 4. Simple Slope Comparison and Conditional Indirect
Effects of EC through PB on WTP.
(Outcome: PB; N=540)
] Simple Indirect
Effect Estimate SE Slope SE  Effect  95% Cl
Constant 3.95% 03 High Ol & High HI (1) 045% 009 21  [II,.32]
EC 347 05 High Ol & Low HI 2) ~ 032% 0.0 .15  [-02,.29]
ol 22 05 Low Ol & High HI 3)  0.15 0.10 .07  [-04,.18]
H 05 05 Low Ol & Low HI (4)  044% 009 21 L13,.31]
EC*OI .07 .08
ECHHI -.06 .07 <0l
OI*HI -.07 .06
* X sk
ECTHIOI 25 08 particularly enhanced when a vague concept is used to
Income level .05 .03 d ibe « » rather th i bl 1
Age ol ol escribe “more” rather than providing a measurable value

Note. AR?=.0275, F (1, 556) =8.582.
wkp < 01,

(difference=.13, p=.27; difference=—12, p=.26). The
results also indicated that there was no significant difference
between the high OI and high HI condition and the low OI
and low HI condition (difference=.01, p =.93). Hence, H,
was partially supported.

Moreover, as shown in Table 4, the results of the condi-
tional moderated mediation indicated that the mediation
effect of the perceived benefit on the relationship between
EC and WTP was not significant in the conditions of high
HI and low OI (estimate=.15, 95% CI [-.02, .29]) and low
HI and high OI (estimate=.07, 95% CI [-.04, .18]). In the
conditions of high HI and high OI (estimate=.21, 95% CI
[.10, .32]) and low HI and low OI (estimate=.21, 95% CI
[.12, .31]), the mediation effect of PB on the relationship
between EC and WTP was significant. Hence, H, was fully
supported.

Discussion

The study aimed to identify the factors influencing consum-
ers’ willingness to pay a premium for green-label hotels, thus
encouraging hoteliers to invest in green hotels and adopt
green operations (Abidin & Powmya, 2014). Moving beyond
previous research, with a measurable (18%) price premium,
540 valid responses revealed more nuanced relationships
between environmental concerns, psychological benefits,
and willingness to pay a premium for green-label hotels. The
finding was consistent with social exchange theory; how-
ever, it may slightly differ from previous studies that sug-
gested a direct relationship between environmental concerns
and willingness to pay a premium (e.g., S. Kang & Nicholls,
2021; K. H. Kang et al., 2012; Nelson et al., 2021). In par-
ticular, the finding emphasizes the importance of monetary
value in determining willingness to pay a premium. In the
literature, the tendency to overestimate willingness to pay for
green products is a pervasive bias caused by response bias,
such as the social desirability bias (Frederick, 2012) and con-
sensus bias (Bennett & Blaney, 2002). The bias may be

(i.e., an anchor) to justify the price increase since it may
lessen the perceived pain associated with sacrifice. It has
been argued that using a specific number to measure the pre-
mium may limit its generalizability, but, as a pioneer, it pro-
motes the progress of the literature by providing different
insights, and the result is more relevant to industry
professionals.

Moreover, the study confirmed the inhibiting role of the
psychological discomfort caused by the mismatch between the
hotel involvement and OTA involvement on the relationship
between environmental concerns and the perceived psycho-
logical benefits of booking green-label hotels on OTAs, fur-
ther reducing consumers’ willingness to pay a premium for
green-label hotels. Specifically, consumers with low OTA
(channel) involvement and high hotel (product) involvement
perceived fewer benefits of booking green-label hotels that
would meet their environmental concerns and were less will-
ing to sacrifice for those hotels. For consumers with high OTA
involvement and low hotel involvement, the indirect relation-
ship between environmental concern and perceived benefits
decreased significantly. The relationship between environ-
mental concern and perceived benefits of booking green-label
hotels was also reduced, but not statistically significantly. This
is because the advantage of OTAs, such as easy comparison
(Kim et al., 2020), may mask their discomfort. Still, the results
suggested that they were less willing to sacrifice because of
perceived benefits. The findings were consistent with CDT
since consumers perceive psychological discomfort if they
cannot have internal cognition agreement (i.¢., self-consistent)
on the purchase decision, which affects their benefit percep-
tions and sacrifice intentions. The findings were also aligned
with the cognitive dissonance theory (Oshikawa, 1969) and
demonstrated the importance of understanding the where and
what of a purchase behavior (Mallapragada et al., 2016).

Theoretical Implications

This study makes important contributions to the hospitality
management literature. First, the study responds to prior
studies’ suggestions and considers the role of environmental
concerns when investigating consumers’ green purchasing
intentions (Han, 2021; Verma et al., 2019; Yadav et al.,
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2019). Nevertheless, it is common that previous studies
failed to describe the financial sacrifices of green hotel pur-
chases in monetary value (i.e., provide an anchor to evaluate
the extra cost) in measuring customers’ willingness to pay
more. By summarizing the literature in the region, this study
applied 18% more as an anchor to measure the premium of
green hotels (L. Li et al., 2021). The result slightly varies
from previous studies as the study suggests that the relation-
ship between environmental concerns and willingness to pay
more is fully mediated by the perceived psychological ben-
efits when green hotels are 18% more expensive. Since the
study is grounded on social exchange theory, this finding is
more precise and emphasizes the importance of the anchor in
assessing willingness to pay a premium for green products.

Another takeaway from this study is that conflict between
the hotel and OTA involvement may produce psychological
discomfort with green label-based green purchase decisions,
inhibiting the perceived benefits of such decisions. “What”
(Product) and “Where” (Channel) are two main characteris-
tics in describing purchasing behaviors (Mallapragada et al.,
2016). Product involvement, such as hotel involvement and
wine involvement, has been a widely studied construct in the
hospitality literature (Rahman, 2018). Nevertheless, the
influence of channel involvement on consumer decision-
making has received inadequate attention. Especially, the
interaction between channel involvement and product
involvement is unexplored. While it is important to use cau-
tion when generalizing the findings of this study to other
product categories (e.g., restaurants and cruises) or distribu-
tion channels (e.g., official websites and emerging channels),
the present investigation underscores the need for future
research to examine the impact of channel involvement on
consumer purchasing behavior.

Furthermore, cognitive dissonance theory has been recog-
nized as the main factor that impacts consumers’ choice-pro-
cess satisfaction in online retailing, and triggers their
unexpected behaviors, such as shopping cart abandonment
(Huang et al., 2018). This study proposed another condition
that would reduce consumer choice-process satisfaction. The
findings indicated that the conflict between hotel involve-
ment and OTA involvement would produce psychological
discomfort toward booking green-label hotels on OTAs,
resulting in a reduced willingness to pay a premium. The
study provides some significant implications of cognitive
dissonance theory in choice-process satisfaction in the hospi-
tality literature.

Practical Implications

The findings of this study also provide important practical
implications for green hotel marketing. First, this study offers
empirical evidence that perceived psychological benefits
fully mediated the relationship between consumers’ environ-
mental concerns and their willingness to pay more for green
hotels. This finding suggests that, if marketing managers of

green hotels could apply strategies to enhance consumers’
perceived psychological benefits of booking green hotels,
they could gain higher revenue through a premium price.
According to previous studies, “warm glow,” self-expressive
benefits, and nature experiences, are consumers’ common
psychological needs in green purchasing (Hartmann &
Apaolaza-Ibanez, 2012). Hence, green hotel’s online market-
ing strategies should focus on satisfying these needs.
Specifically, many studies have suggested using advertising
messages to stress how the community might appreciate a
consumer’s environmental contribution and how others might
be proud of their green behaviors, triggering their reception of
gratitude (e.g., Liao et al, 2020; Spielmann, 2021).
Furthermore, as mismatched involvements may weaken the
relationship between environmental concerns and perceived
psychological benefits, the amplification of psychological
benefits from supplementary sources may serve to counter-
balance this negative effect. For instance, Chipotle’s recent
advertisement “Can a Burrito Change the World?” revealed
how a purchase from Chipotle could help reverse the crisis in
the agricultural industry (Creative Digital Agency, 2021).
Another intelligent strategy is to manifest the social status of
individuals who prefer green hotels, known as conspicuous
conservation (Caniéls et al., 2021). Some examples include
uniquely designed airport shuttles and souvenirs. This
approach may be particularly effective when marketing novel
channels, such as Metaverse.

Although the importance of channels has received much
attention in hospitality revenue management, the joint influ-
ence of product involvement and channel involvement has
not received adequate attention. Hotels today apply green
labels on OTA platforms, such as TripAdvisor, as quick-
catch clues for consumers to identify green hotels easily and
thus gain marketing advantages, such as premium prices
(Costa et al., 2018; Guo et al., 2020). However, the findings
of this study revealed that this strategy is risky and counter-
productive. Particularly, those with high involvement in
hotels and low involvement in OTA channels (or high
involvement in channels but low involvement in hotels) will
be drawn to the green labels because of their low involve-
ment characteristics (either hotel or channel). Despite their
high involvement characteristics, they feel psychologically
uncomfortable about the decision made based on the quick-
catch clues. Today, if consumers want to know the detailed
meaning of green labels, they have to jump to another page
in most cases. Therefore, to satisfy customers’ different
needs, hotels should provide easy access to their green prac-
tices’ details in the screening process (Hu & Yang, 2020). For
example, website designers might add a tooltip (e.g., when
hovering over the green label, the text box displaying details
of the green practices will appear), or hotel marketing man-
agers might highlight the green practice in their featured
images. In this case, even if the decision was made based on
quick-catch clues, consumers could be satisfied with easy
access to green practice details.
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Limitations and Future Research

Although the present study has generated several contribu-
tions to the literature and hotel practitioners, it is not free of
limitations. First, the results focused on Chinese consumers,
and most respondents were female. Thus, the generalization
of the results should be approached cautiously. Second, the
results only reflected Chinese consumers’ tolerance for pay-
ing 18% more for green hotels. According to the anchoring
effect, a lower anchor point (i.e., a bigger price gap) may
decrease the willingness to pay a premium, and a higher
anchor point may increase the willingness to pay a premium
(Tanford et al., 2019). Thus, future research may compare
the moderation role of different price gaps. Third, the study
only examined lodging products (i.e., hotels) and the OTA
channel. Although, as a pioneer, this study offers new insights
into—and a better understanding of—the concept and func-
tionality of consumer involvement, further research is neces-
sary to examine whether the findings can be applied to other
hospitality products and other channels. Fourth, the current
study’s design focused solely on the results of the general
search engine, neglecting the effects of advanced functions,
such as filtering and sorting. Loosschilder and colleagues
(2017) indicated that these advanced functions on OTA plat-
forms could influence users’ hotel selection by suggesting
choices that tailor to their needs and wants. Although green
practices are not part of the criteria for sorting or filtering
functions in prominent OTAs like Ctrip or Expedia, the esca-
lating demand for environmentally sustainable practices may
necessitate their inclusion. Consequently, additional research
should be conducted to validate the potential impact of this
practice on consumer decision-making and assess the feasi-
bility of implementing such functions. Fifth, the cognitive
dissonance assumption of this study was developed based on
CDT; therefore, future research may apply experimental
design to confirm the causation. Last, previous studies have
suggested that factors such as green knowledge and peer
pressure may also impact the willingness to pay a premium
for green hotels (Mei et al., 2012). Future studies could
expand the scope by incorporating these variables.

Conclusion

This study contributes to the existing literature on green
hotel marketing by emphasizing the importance of the
anchor in measuring willingness to pay a premium. It also
extends the understanding of the impact of cognitive disso-
nance on consumers’ decision-making processes. The
hypothesis model was examined using panel data collected
in China. The results show that the relationship between
consumers’ environmental concerns and willingness to pay
a premium for green-label hotels is fully mediated by their
perceived psychological benefits. The conflict between the
hotel and OTA involvement further inhibits the relationship.
Results should be interpreted with caution regarding hotels

booked through OTA channels and an extra 18% charge as
an anchor for extra costs associated with green-label hotels.

After taking into consideration the limitation of this study
focusing only on Chinese consumers, hoteliers could also ben-
efit from our findings. In particular, while marketing green
hotels, managers should implement strategies that could pro-
vide consumers with additional resources to perceive psycho-
logical benefits (e.g., the warmth of giving, gratitude, and
social identity) from green purchasing. The study also high-
lights the importance of providing easily accessible informa-
tion to support the use of quick cues, such as green labels, to
make a decision.
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