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Abstract

With increasing public environmental awareness, accelerating green transformation
has become inevitable for enterprises to achieve long-term development. Sustainable
customer engagement (sustainable CE) is a core concept of consumer participation in
sustainable consumption. Based on partial least squares-structural equation model-
ing, this study establishes a prediction model for sustainable CE and explores the
impacts of service experience, green perceived value, and customer satisfaction on
sustainable customer engagement. This study collected 682 valid data points from
customers of green hotels and analyzed the relationships between sustainable CE
and its antecedent variables. The results showed that peace of mind and product
experience can directly promote sustainable customer engagement. Service experi-
ence can enhance sustainable CE through the serial mediation of green perceived
value and customer satisfaction. The conclusions enrich the existing knowledge in
the field of sustainable consumption and engagement marketing and provide effec-
tive suggestions for green hotel managers.

KEYWORDS

1 | INTRODUCTION

With the emergence and development of the concept of low-carbon
environmental protection, social awareness of green environmental pro-
tection has gradually strengthened (Shao & Liu, 2022). The trend of
green, low-carbon, environmental protection, and sustainable develop-
ment has not only changed the way of life but also brought about signifi-
cant changes in consumer behavior and business models. The increasing
awareness of environmental protection has made the market more con-
cerned with the sustainability of products and services. Under the pub-
lic's ardent concerns, reducing the consumption of resources and energy
and accelerating green transformation have become inevitable choices
for enterprises to achieve long-term development and gain competitive
advantage. More emphasis on green is an important consideration for

enterprises to create an excellent customer experience.

customer satisfaction, green perceived value, service experience, structural equation model,
sustainable customer engagement

Tourism plays an important role in economic development and is
an important part of tertiary industry. However, its multilink service
nodes, large-scale participation groups, and high-frequency consump-
tion make it an important source of resources and emissions (Ma
et al, 2021). According to data from the InterContinental Hotels
Group PLC, global carbon emissions from the hotel and accommoda-
tion industry account for approximately 1% of global carbon emis-
sions, and this figure is still rising. Energy consumption and carbon
emissions per unit area of the hotel industry remain high as one of the
three pillars of the tourism industry. To comply with the requirements
of green carbon reduction, hotels have implemented green transfor-
mation and provided green services such as adopting energy-saving
facilities, not providing disposable appliances, reducing the number of
towel changes, promoting green knowledge, using water-saving

equipment, and using new energy, etc. Under this background, the
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concept of green hotels came into being (Gao & Mattila, 2014). Green
hotels, also known as environment-friendly hotels, are eco-friendly
places that adopt sustainable operating concepts to reduce negative
impacts on the environment (Tang & Lam, 2017). Specific measures
include recycling, reusing energy, reserving resources, improving the
utilization of water, transportation, and other resources, purchasing
local ecological products, and providing customers with environmen-
tally friendly products and services (Merli et al., 2019). Saving natural
resources is a key attribute of green hotels for achieving the impor-
tant goals of maintaining ecological balance and saving funds
(X. Han & Chan, 2013). In this study, a green hotel refers to a hotel
that, in the process of planning, construction, and operation, adheres
to the concept of saving resources, protecting the environment,
safety, and health; takes scientific design, effective management, and
technical measures as the means; and takes the maximization of
resource efficiency and the minimization of environmental impact as
the goals to provide consumers with safe and healthy services.

In addition to the green transformation of hotels, customer
engagement (CE) plays an irreplaceable role in sustainable develop-
ment. CE refers to the interaction between customers and focus
objects beyond the transaction relationship and the input of cus-
tomers' cognition, emotion, and behavior (Hollebeek et al., 2016;
Sashi, 2012; van Doorn et al., 2010). From the perspective of service
ecosystem, the creation of customer experience requires not only the
efforts of product and service providers but also the personal partici-
pation of customers in the service context (P. Sharma et al., 2020).
Customers work with service providers and other customers to create
their own unique experiences in a special service environment
(M. Zhang et al., 2017). The interaction and co-creation of CE deter-
mine its importance in sustainable consumption. In recent years,
scholars have combined CE with sustainable consumption and pro-
posed the concept of sustainable CE. Sustainable CE refers to cus-
tomers' behavioral manifestations toward a firm that moves beyond
transaction, contributing to the sustainability of both environment
and online brand communities (Chuah et al., 2020). Its specific mani-
festations include paying high attention to the resource consumption
and environmental impact of products or services, changing the tradi-
tional consumption mode, accepting and adopting sustainable con-
sumption, advocating sustainable consumption, willingness to pay
higher prices for energy-saving products or services, spreading posi-
tive public praise for green products or services, actively responding
to the organization of green and sustainable public welfare activities,
and participating in green innovation.

Sustainable CE affects the green development of service industry
in many ways (Torres-Moraga et al., 2021). Customers' acceptance
and adoption behaviors toward sustainable consumption can affect its
breadth and depth of
Johnson, 2019; W. Jiang et al., 2023). Not all customers are willing to

sustainable consumption (Choi &
practice sustainable consumption, because it means that customers
need to limit their enjoyment needs in some aspects (Mak &
Chang, 2019). Consumer preferences for green services can encour-
age service providers to fully consider the direct and indirect impacts

of their practices on consumers' lives and the environment, thus

encouraging them to provide services with higher green content
(Leckie et al., 2021). Customers' continuous attention to environmen-
tal issues as external supervisors puts pressure on enterprises to
implement green behaviors (Cho & Yoo, 2021). By contrast, sustain-
able CE is a source of green innovation. Customers can coordinate
environmental pressures and provide knowledge and resources for
green innovation of enterprises (J. Chen & Liu, 2020).

In the field of service ecosystems, studies have been conducted
based on the service-dominant logic framework, and more discus-
sion has been conducted on the close relationship between service
experience and CE (Teixeira et al., 2012). The service ecosystem
view holds that there is a complex and close relationship between
service experience and CE. Service experience is an important driv-
ing factor in the formation and enhancement of CE
(Triantafillidou & Siomkos, 2018). In addition to directly affecting
CE, service experience also affects CE through mediating variables
such as customer satisfaction. The CE cycle theory and related
research reveal the causal chain of “service experience — per-
ceived value — customer satisfaction — customer engagement”
(X. Chen et al., 2020). In the field of sustainable consumption, stud-
ies have been conducted on both the supply and demand sides.
Demand-side research focuses on the two dimensions of attitude
and behavior of sustainable consumption and explores the relation-
ship and gap between subjective intention and the actual behavior
of sustainable consumption as well as their driving factors and con-
sequences (Hwang & Yeo, 2022).

By integrating the two research streams of service ecosystems
and sustainable consumption, we find that, first, although consumer
engagement in sustainable consumption has focused on green devel-
opment (Leckie et al., 2021), the combination of sustainable consump-
tion and CE has not been deeply explored. Academic research on the
theoretical system of sustainable CE is relatively rare and its relation-
ship with key concepts in the service ecosystem remains insufficient.
The experience, interaction, and co-creation of CE has not been
emphasized in sustainable service ecosystems. Second, the relation-
ship between perceived value, customer satisfaction, and CE in the
context of green services needs to be tested further, which is essen-
tial for encouraging customers and enterprises to create greater value
in sustainable consumption. Therefore, it is necessary to study the
relationship between service experiences and sustainable CE in
the context of sustainable consumption (Wasaya et al., 2021). The
promotion mechanism of the service experience for sustainable CE
requires further discussion. Third, the rapid growth of tourism is
accompanied by unsustainable consumption behaviors that threaten
natural resources and ecosystems, such as pollution, resource deple-
tion, climate change, and global warming (Trang et al., 2019). Con-
sumers also realize that their consumption behavior is directly or
indirectly related to current environmental issues, and they are willing
to spend more money to support hotels that adopt environmentally
friendly practices (H. Han et al., 2019). Therefore, it is important to
explore the influencing mechanism of service experience on cus-
tomers' perceived value, satisfaction, and engagement in the context

of green hotels.
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Considering the important role of tourism in economic develop-
ment and the increasing carbon emissions of the global hotel and
accommodation industries, this paper takes green hotels as the study
investigates the impact mechanism of service experience on sustain-
able CE and explores the relationship between service experience,
green perceived value, customer satisfaction, and sustainable CE. In
terms of theoretical contributions, this paper integrates the two
research streams of sustainable consumption and CE and discusses
the formation mechanism of sustainable customer engagement
behavior (SCEB) in the context of sustainable consumption. While
enriching the knowledge systems of the two fields, it also provides
ideas for research on their intersection of the two fields. In terms of
practical contributions, this study uses green hotels as an example to
reanalyze the relationship between the four key constructs of service
experience, green perceived value, customer satisfaction, and sustain-
able CE in the context of sustainable consumption, providing insights
for hotel operators to understand and manage customers' green
engagement behavior and give full play to customers' green value.
Simultaneously, by promoting sustainable CE, customers can pay
attention to, adopt, and advocate sustainable consumption to guide
more people to develop a low-carbon lifestyle, create green value,

protect the environment, and benefit society.

2 | LITERATURE REVIEW

2.1 | Sustainable customer engagement

There is no consensus in academia regarding the definition of
CE. Based on the dimensions of CE, the definitions in previous studies
can be divided into single and multidimensional definitions, among
which the multidimensional definition is dominant. According to this
multidimensional definition, CE is the comprehensive performance of
a customer's investment in cognition, emotion, and behavior in the
interaction process of value co-creation with the focus object
(Linda & Chen, 2014), in which cognition and emotion jointly reflect
the customer's psychological level. The single-dimensional definition
is divided into psychological and behavioral definitions. According to
the psychological definition, CE refers to the motivational psychologi-
cal state related to the focus object and the situation generated in the
process of interaction and co-creation of experience with the focus
object (Brodie et al., 2011; Hollebeek, 2011), which can be divided
into three dimensions: immersion, passion, and activation. The behav-
ioral definition considers CE as the behavioral performance of cus-
tomers who focus on brands or companies beyond transactions (van
Doorn et al., 2010). Specific manifestations are divided into consump-
tion and contributing (Triantafillidou & Siomkos, 2018).

With societal development, unsustainable consumption patterns
have negatively impacted the environment, and sustainable consump-
tion has gradually become the focus of scholars. The main goal of sus-
tainable consumption is to achieve overall harmony by harmonizing
consumer needs and environmental protection (Liu et al, 2017),

achieving a balance between environmental, social, and economic
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objectives and creating benefits for present and future generations
(Phipps et al., 2013). Advocating sustainable consumption, driving
consumption, and production to form a closed loop will help to form
sustainable development and lifestyle and implement the goal of car-
bon peak and carbon neutrality. CE is an important tool for promoting
sustainable consumption behavior such as reuse, reducing resource
consumption, and recycling behavior (Gilal et al., 2020). The impor-
tance of CE makes it applicable to sustainable consumption. Chuah
et al. (2020) integrate the two concepts of sustainable behavior and
CE and propose “sustainable customer engagement behavior,” includ-
ing pro-environment (transactional) and pro-community (nontransac-
tional) behaviors. They define SCEB as customers' behavioral
manifestations toward a firm that moves beyond transactions, con-
tributing to the sustainability of both the environment and online
brand communities. Piligrimiené et al. (2020) introduce the concept of
CE into the context of sustainable consumption, analyze the internal
factors (environmental attribute, perceived responsibility, and per-
ceived behavioral efficiency) and external factors (conditions for
sustainable consumption, social environment, and promotion of
sustainable consumption) of consumers' participation in sustainable
consumption, and reveal the important role of CE in sustainable
consumption and green purchase intention. Considering that sus-
tainable CE plays an important role in both sustainable consump-
tion and CE, we take it as the core concept of the interaction
between customers and service providers under sustainable con-
sumption and define sustainable CE as the behavioral input of cus-
tomers that goes beyond transaction and contributes to
environmental sustainability during the interaction with the focus
object. Sustainable CE behavior is an external manifestation of sus-
tainable CE that can create more nontransactional sustainable value
for enterprises than the cognitive and emotional dimensions.
Therefore, this study focuses on the behavioral dimension of sus-
tainable CE to explore its formation mechanism.

2.2 | Service experience

Pine li and Gilmore (1999) put forward the concept of customer expe-
rience earlier, defining customer experience as “events that engage
individuals in a personal way,” and dividing the evolution of enterprise
economic value into four stages: the first stage is to provide cus-
tomers with their own products, the second stage is to produce stan-
dardized products for customers, the third stage is to provide services
to customers, and the fourth stage is to create an experience for cus-
tomers. The core value added in the first two stages involves product
quality in the process of economic value development, while the latter
two stages emphasize providing value to customers through service
and experience, or co-creating value with customers. In the current
fierce market competition, it is difficult to win more customers and
tap into greater value by providing only high-quality products
and considerate services. Creating excellent customer experiences has
gradually become an important source of core competitiveness for

enterprises.
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Over the past few decades, the formation of service experiences
has shifted from a stimulation-based view to an interaction-based
view in the academic field (Lipkin, 2016). The stilus-organism-
response (SOR) theory in behavioral psychology is an important theo-
retical basis for the stimulation-based view (Mehrabian &
Russell, 1974). According to the SOR theory, the formation of a ser-
vice experience is realized through the path of an external stimulus-
internal state of organism response. With the advancement of this
theory, scholars have put forward another view of the service experi-
ence, which is the view based on interaction. The interaction-based
view extends the stimulation-based view, arguing that service experi-
ence is not only the internal subjective response of customers to ser-
vice elements but also includes individual participation and social
interaction activities (Pareigis et al., 2012). Customers not only act as
passive receivers of service experience but also play a greater role in
the formation of service experience as creators (Teixeira et al., 2012).
Drawing on the interaction-based perspective, this study defines
the service experience as the subjective response and interaction of
customers in direct and indirect contact with enterprises in terms
of communication, service, and consumption. Klaus and Maklan
(2012) developed a Multi-item Assessment Scale of Experience Qual-
ity (EXQ), which has been adopted and verified in several empirical
studies (Deshwal, 2016; Klaus & Maklan, 2013; Lashkova et al., 2019).
This scale classifies service experience into four dimensions: product
experience, outcome focus, moments of truth, and peace of mind.
Peace of mind (PM) refers to customers' perception and evaluation of
emotional benefits, which refer to the sense of ease and reassurance
that enterprises or brands bring to customers through professional
knowledge and service capabilities. Moments of truth (MT) reflects
customer perceptions and evaluations of the performance and flexibil-
ity of service restoration at critical moments of the accident. Outcome
focus (OF) refers to customers' perceptions and evaluations of the
realization of established goals in the experience. Product experience
(PE) refers to customer perceptions and evaluations of the freedom
and convenience of comparing and selecting products. PE and OF
focused more on the functionality of the service experience, whereas

MT and PM focused more on the emotions of the service experience.

2.3 | Customer satisfaction

Customer satisfaction is a measure of the gap between customer
expectations and actual feelings before and after experiencing prod-
ucts or services (Oliver, 1980) and mainly includes emotional and cog-
nitive components (Alnawas & Hemsley-Brown, 2019). Customer
satisfaction is an important indicator to measure the success of an
enterprise and has a significant impact on customer evaluation,
repurchase, and word-of-mouth communication (Islam et al., 2021).
As such, it is closely related to service experience, perceived value,
and CE (Hapsari et al., 2017). Customer satisfaction not only directly
affects CE (Simon & Tossan, 2018) but also mediates the relationship
between experience value and CE (Carlson et al., 2019). For the hotel

industry, improving customer satisfaction is a key factor in achieving

sustainable development (Cheng et al., 2019). Multidimensional per-
ceived value, namely self-satisfaction, price, quality, transaction, hedo-
nism, esthetics, and prestige, is an important antecedent to improving
hotel customer satisfaction (EI-Adly, 2019).

24 | Green perceived value

Zeithaml (1988) proposed the theory of perceived value from the perspec-
tive of consumers, and defined it as “consumer's overall assessment of the
utility of a product (or service) based on concepts of what is received and
what is given.” Most scholars agree that customer perceived value is mul-
tidimensional (Suphasomboon & Vassanadumrongdee, 2022) and consists
of functional, social, emotional, cognitive, and conditional value (Sheth
et al,, 1991). Perceived value comes from the experience of products or
brands (Teng & Wu, 2019) and is considered an important factor in under-
standing customers' actual behaviors (Y. Jiang & Hong, 2023). Green per-
ceived value originates from perceived value and emphasizes environment
and sustainable development (Aditi et al., 2020). Green perceived value
refers to a comprehensive assessment of the green utility of a product
(or service) by comparing its perceived benefits and costs from the per-
spective of sustainable development (Y.-S. Chen & Chang, 2012). Similar
to perceived value, green perceived value is a multidimensional concept
comprising of emotional, functional, conditional, and social value
(Sangroya & Nayak, 2017). Green perceived value is closely related to ser-
vice experience, customer satisfaction, and CE behavior. Green perceived
value can not only directly affect CE behavior, such as advocacy, influenc-
ing, and feedback behavior (Leckie et al., 2021; J. Lin et al., 2017), but also
indirectly affect customers' repurchasing intention through the mediating
effect of customer satisfaction (Luo et al., 2022). In addition, the mediating
role of green perceived value in the relationship between green product
experience and customer loyalty has also been tested, which encourages
customers to continue to pay attention to and purchase corporate prod-

ucts or services (Mahama Braimah et al., 2023).

3 | HYPOTHESES AND
THEORETICAL MODEL

Some scholars have focused on CE under sustainable consumption
and have started to explore the antecedents of sustainable
CE. Piligrimien¢ et al. (2020) mainly focused on the influence of inter-
nal factors of customers and external factors of social environment on
CE behavior in the context of sustainable consumption. Chuah et al.
(2020) divided SCEB into customer loyalty and citizenship behavior
and discussed the influence of CSR brand fit on SCEB. Ullah et al.
(2018) emphasized the influence mechanism of customer experience
on SCEB in electric vehicle industry. Previous studies have analyzed
the internal and external factors of sustainable CE and have consid-
ered the important impact of customer experience on sustainable
CE. However, there has been insufficient discussion of the causes of
sustainable CE in service contexts, and the impact mechanism of ser-

vice experience on CE has not yet been analyzed. Unlike previous
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studies, this study attempts to construct a formation model of sustain-
able CE in the service context, considering the impact of service expe-
rience on sustainable CE in a sustainable consumption context, and
incorporating customer satisfaction and green perceived value as
mediating variables into the model.

The current research has two main theoretical foundations: the
integration theory of customer satisfaction and CE cycle theory, and
the SOR model. The former provides a theoretical basis for under-
standing the relationships between constructs, whereas the latter pro-
vides a theoretical framework for constructing the model.

The customer satisfaction theory is important in the field of mar-
keting, and its core viewpoint is that customers' perceived quality or
performance is a key antecedent driving their perceived value and sat-
isfaction (Oliver, 1980). Whether customers purchase products or ser-
vices, they make judgments about the quality of the products and
services after using them. With the development of the experience
economy, what promotes customer satisfaction is no longer an iso-
lated product or service quality, but comprehensive experience qual-
ity. CE cycle theory proposed by Sashi (2012) explains the generation
and development of a CE. This theory establishes a CE Cycle Model
and holds that the CE is repeated in the following order: connection,
interaction, satisfaction, retention, commitment, advocacy, and
engagement. X. Chen et al. (2020) further explained the CE Cycle
Model of Sashi (2012), and divided the CE development process into
four stages: perception, satisfaction, commitment, and engagement.
By integrating the two theories, it can be found that the customer sat-
isfaction theory reveals the impact of external stimuli on customer
psychology, while the CE cycle theory explores the impact of cus-
tomer psychological reactions on customer behavioral intentions. The
integration of the two can reflect the impact of perceived quality on
customer behavior. Specifically, perceived quality affects customer
satisfaction and drives engagement behaviors. The current study takes
this logical chain as its theoretical foundation and integrates it into
the research context, thereby constructing a new theoretical model.

The SOR theoretical model originated in environmental psychol-
ogy and was proposed by Mehrabian (Mehrabian & Russell, 1974) to
explain and predict the effects of different environmental stimuli on
people's cognition, emotion, and behavior. Among them, stimulus
refers to the external factors that can affect the individual; organism
refers to the internal state of the person, including feelings, emotions,
and cognitive behavior; and response refers to the behavioral deci-
sions of the organism that combine external stimuli with internal psy-
chological attitudes, including avoidance and approach behaviors
(Ettis, 2017; Kwon & Boger, 2021). Based on the SOR theoretical
model, this study considers service experience as the stimulus vari-
able, customer satisfaction and green perceived value as the organism
variables, and sustainable CE as the response variable, and studies the
mechanism of service experience on sustainable CE with customer
satisfaction and green perceived value as mediators.

In this study, the dimensions of service experience were consid-
ered separately, and a first-order model, rather than a second-order
model, was established to explore the differential effects of different

dimensions of service experience on green perceived value, customer
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satisfaction, and sustainable CE. The theoretical model is illustrated in

Figure 1.

3.1 | The direct impact of SE on SCE

Experience, interaction, and value co-creation are essential manifesta-
tions of CE (Brodie et al., 2011; Kumar et al., 2010; Vivek et al., 2014).
Superior SE generates and reinforces CE in both the short and long
term. Short-term effect refers to the partial effect of service experi-
ence and CE in a single interaction between enterprises and cus-
tomers (Ahn & Back, 2018). In the short term, if customers have a
good experience and develop brand attachment at the beginning of
interaction, an emotional engagement will be formed (X. Chen
et al,, 2019). In the long run, a unified and complete service experi-
ence helps customers establish long-term engagement with the brand
(Bilgihan et al, 2016). Brands transform core experiences and
customer self-perception by strengthening emotional connections
(task-based), establishing new connections (experience-based), and
promoting the formation of long-term CE (Harmeling et al., 2017). In
the context of sustainable consumption, service experience promotes
CE in both online and offline industries (Basu et al., 2022). For online
services, system design, safety guarantees, and interactive services
have a positive impact on CE behavior (Fan et al., 2022). On the
other hand, for offline services, product categories, store atmo-
sphere, and interpersonal communication are closely related to CE
behaviors (Mohd-Ramly & Omar, 2017). For example, the safety,
convenience, economy, and environmental friendliness of electric
vehicles can bring excellent experiences to customers, and cus-
tomers will generate engagement behaviors such as recommenda-
tions, feedback, loyalty, and repurchase options (Ullah et al., 2018).
Immersed in this green and sustainable atmosphere for a long time,
customers will further develop pro-environmental behaviors such as
actively participating in environmental protection initiatives, cultivat-
ing resource-saving lifestyles, and establishing sustainable develop-
ment concepts (Kwon & Boger, 2021), all of which are forms of
SCEBs. Based on the above discussion, we infer that an excellent
service experience can promote sustainable CE. Therefore, we pro-
pose the following hypotheses:

Hypothesis 1. SE has a significant positive impact on

SCE in sustainable consumption.

PM emphasizes customers' emotional value. Customers who gain
emotional value will have a higher intention to participate (Pierce
et al., 2003). When a product or service meets customers' psychologi-
cal needs, it provides emotional benefits and promotes CE (Franzak
et al., 2014). Based on these results, we assume that emotional value
promotes customer engagement in sustainable consumption and pro-
pose hypothesis H1a:

Hypothesis 1a. PM has a significant positive impact on

SCE in sustainable consumption.
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FIGURE 1 Theoretical model.

MT is a key stage in achieving an unexpected experience and
inducing CE behaviors, such as re-purchasing and recommenda-
tions (Homburg et al., 2015). The characteristics of services make
service accidents inevitable. The method of carrying out service
remediation at critical moments is crucial for changing customers'
negative emotions and re-establishing a good relationship (Fang
et al., 2012) and can increase the likelihood of customers participat-
ing in interactions. Therefore, we propose H1lb for sustainable

consumption.

Hypothesis 1b. MT has a significant positive impact on
SCE in sustainable consumption.

OF conveys goal-oriented customer behavior that reduces cus-
tomers' desire to find new service providers (Benhamza
Nsairi, 2012). In other words, it involves reducing transaction costs
for customers (Raina et al., 2019). The reduction in transaction
costs will increase customers' repurchase intentions, encourage
customers to choose the same service provider, and promote CE
(Che et al., 2015). Based on these results, we propose
hypothesis H1c for sustainable consumption.

Hypothesis 1c. OF has a significant positive impact on

SCE in sustainable consumption.

In this study, PE refers to the convenience and freedom perceived
by customers when comparing and selecting products/services. Ade-
quate choices and convenient comparison methods can promote posi-
tive customer behavior. Convenient comparison methods can make
customers more willing to grasp product and service information and
deepen their interaction (J. Z. Zhang et al., 2022). The freely selectable
service options can enable customers to balance their hedonic and
environmentally friendly tendencies, leading to greener consumption
(Mathmann et al., 2017). Based on these results, we propose
hypothesis H1d for sustainable consumption.

Hypothesis 1d. PE has a significant positive impact on
SCE in sustainable consumption.

3.2 | SE — GPVandCS — SCE path

Tabaku and Kruja (2019) found that “service experience-perceived
value-satisfaction” is a three-factor model for predicting customer
behavior; that is, service experience is not sufficient to directly predict
customer behavior, and only when it is transformed into perceived
value or satisfaction can it drive customer behavior intention. In the
context of sustainable consumption, research has tested the positive
impact of green product experience on the perceived value of green
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products (Mahama Braimah et al., 2023), because green product expe-
rience can enable customers to focus on green products and form a
dependency on green products (Ahmad & Zhang, 2020) and emotional
well-being (Syarifuddin & Alamsyah, 2017). Specifically, in the green
hotel industry, the hotel service experience primarily includes atmo-
sphere, design, interaction, and social factors, which have a positive
impact on customers' green perceived value (T. Y. Chang & Lin, 2022).
This is a healthier and more pleasant experience that non-green hotels
cannot provide (Millar & Baloglu, 2011). In addition, Abdou et al.
(2022) found that the environmental protection behavior of enter-
prises has a significant positive impact on the green perceived value
of consumers, such as improving the utilization rate of energy and
water resources and adopting recycling policies. Based on this discus-
sion, we infer that a good service experience contributes to the for-
mation of customers' GPVs. Therefore, we propose the following
hypotheses:

Hypothesis 2. SE has a significant positive impact on

GPV in sustainable consumption.

Kato (2021) found that emotional benefits have a greater
influence on customers' purchase intentions than functional
benefits. In other words, customers attach importance to the plea-
sure and happiness obtained in the interaction with products or
services, which further influences value perception and evaluation
of products or services (Kusmarini et al., 2020). Based on
these results, we propose hypothesis H2a for sustainable

consumption.

Hypothesis 2a. PM has a significant positive impact on
GPV in sustainable consumption.

The attribution, stability, and controllability of services at criti-
cal moments are important for customer perception value
(Gremler & Gwinner, 2000). When an accident occurs, the speed,
initiative, and effectiveness of the service provider will also directly
affect customer trust and value perception (Barari et al., 2020).
Therefore, we propose hypothesis H2b regarding sustainable
consumption.

Hypothesis 2b. MT has a significant positive impact on

GPV in sustainable consumption.

OF refers to customer perceptions and evaluations of a product
or service to achieve a set goal. Service providers can create a better
experience for customers (Demangeot & Broderick, 2006). In the
hotel service industry, the degree to which customers achieve their
goals positively affects their perceived value (Saut & Bie, 2022). Based
on these results, we propose hypothesis H2c for sustainable

consumption.

Hypothesis 2c. OF has a significant positive impact on

GPV in sustainable consumption.
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PE can enhance customers' perceived value as an important
dimension of service experience (Woodruff, 1997). When service pro-
viders present customers with the convenience of comparing prod-
ucts or sufficient product options, customer-perceived costs, such as
time or knowledge costs, are reduced (C. Y. Wang & Wu, 2012). In
other words, PE can enhance customer perceived value. Based on
H2d for sustainable

these results, we propose hypothesis

consumption.

Hypothesis 2d. PE has a significant positive impact on
GPV in sustainable consumption.

The traditional CS focuses on the post-consumption evalua-
tion stage. According to expectation inconsistency theory, the dif-
ference between customers' expectation before consumption and
the perceived quality after consumption directly determines the
level of CS. With the deepening of research, the role of SE in pro-
moting CS has been widely recognized (Brakus et al., 2009;
Chahal & Dutta, 2015). CS is the comprehensive result of emo-
tional and psychological accumulation after a customer's percep-
tion experience (Y. H. Lin, 2015; Meyer, 2007; White & Yu, 2005).
In the context of sustainable consumption, green product quality
and green corporate image are important factors that affect cus-
tomer satisfaction (N. J. Chang & Fong, 2010), this conclusion has
also been tested in the green hotel industry. When customers rec-
ognize the services of green and non-green hotels, they are more
satisfied with green hotels (Gao & Mattila, 2014). Green hotels
conform to the social concerns of sustainable development and
provide additional pleasant experiences to customers (Heung &
Gu, 2012). Previous studies have found that the factors affecting
customer satisfaction include green perceived quality, green
expectations, and green perceived value by building an eco-hotel
customer satisfaction index model (Shih, 2018). Specifically, green
hotels can provide better water quality, recycling of towels and
linens, and provide customers with a good service experience,
which significantly affects customer satisfaction (Yu et al., 2017).
Based on this discussion, we infer that an excellent service experi-
ence can improve customer satisfaction. Therefore, we propose
the following hypotheses:

Hypothesis 3. SE has a significant positive impact on

CS in sustainable consumption.

Customers can improve their emotional benefits and achieve cus-
tomer satisfaction based on their perceived experiences of service
providers (Krishna & Deshwal, 2016). PM can maintain long-term
friendly relationships between customers and service providers by
increasing customer trust and customer satisfaction (SinEié Cori¢ &
Jeli¢, 2015). Based on these results, we propose hypothesis H3a in

sustainable consumption:

Hypothesis 3a. PM has a significant positive impact on

CS in sustainable consumption.
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MT is an important indicator to evaluate customer experience
(Juttner et al., 2013), involving cognitive, behavioral, emotional, and
social aspects (Lemon & Verhoef, 2016). MT of customer experience
is crucial to improve customer satisfaction (Raina et al., 2019). There-

fore, we propose hypothesis H3b in sustainable consumption:

Hypothesis 3b. MT has a significant positive impact on

CS in sustainable consumption.

Williams et al. (2020) found that companies such as Amazon, Uber,
and Netflix provide customers with user-friendly and smooth purchasing
experiences, thereby making them more clear about what they want and
easier to obtain. The key to the success of these strategies lies in improv-
ing customer satisfaction by focusing on customer needs and expecta-
tions (Demangeot & Broderick, 2006). Achieving customer goals is a
prerequisite for customers to achieve satisfaction. Based on these

results, we propose hypothesis H3c for sustainable consumption.

Hypothesis 3c. OF has a significant positive impact on

CS in sustainable consumption.

With the prosperity of businesses, customer needs and expectations
are becoming increasingly complex. Customers hope to have ample
options when choosing goods and services. Service providers provide
customers with sufficient choices to cover their diverse preferences and
satisfy them through their experience (Ahani et al., 2019). Based on these

results, we propose hypothesis H3d for sustainable consumption.

Hypothesis 3d. PE has a significant positive impact on
CS in sustainable consumption.

In the general service context, there is a direct positive correlation
between perceived value and customer satisfaction (Cronin
et al., 2000; Keh & Sun, 2008). In the context of sustainable consump-
tion, when environmental and sustainable development expectations
and green needs are met, customers perceive green value, thereby
generating a sense of satisfaction (Y.-S. Chen, 2010; Ullah
et al,, 2021). Compared to perceived value, green perceived value has
a more significant impact on customer satisfaction (Y.-S. Chen, 2013).
The functional, social, conditional, and emotional values of green per-
ceived value significantly affect the satisfaction with and purchase
intention of green energy (Jabeen et al., 2021; Sangroya &
Nayak, 2017). Based on the above discussion, we infer that green per-
ceived value is closely related to customer satisfaction. Therefore, we

propose the following hypotheses:

Hypothesis 4. GPV has a significant positive impact on
CS in sustainable consumption.

SCEB is specifically manifested as paying close attention to resource
consumption and the environmental impact of products or services,
changing traditional consumption patterns, accepting and adopting sus-

tainable consumption, advocating sustainable consumption, willingness

to pay higher prices for energy-saving products or services, spreading a
positive reputation for green products or services, actively responding to
the organization of green and sustainable public welfare activities, and
participating in green innovation. Previous studies have shown that cus-
tomers' perceived value affects a series of subsequent behaviors such as
customer cognition, choice, purchase, and satisfaction (V. M. Sharma &
Klein, 2020). In the context of sustainable consumption, when customers
perceive green value, they exhibit more CE behaviors toward green
brands (Ullah et al., 2021). Specifically, they are willing to pay additional
fees for green products (de Medeiros et al., 2016), help enterprises
improve their products or services (Roy et al., 2018), actively provide
feedback to enterprises (J. Lin et al., 2017), recommend and purchasing
behaviors (Roman-Augusto et al., 2022), encourage customers to spread
positive word of mouth (Y.-S. Chen, 2013), and participate in green initia-
tive advocacy behaviors (Koller et al., 2011). Based on the above discus-
sion, we infer that green perceived value can promote sustainable
CE. Therefore, we propose the following hypothesis:

Hypothesis 5. GPV has a significant positive impact on

SCE in sustainable consumption.

Many studies have discussed and tested the positive impact of
CS on CE (Hapsari et al., 2017; Pansari & Kumar, 2017; Youssef
et al., 2018). A high long-term degree of satisfaction will make cus-
tomers pay more attention to the focus object (Petzer & Van
Tonder, 2019), actively participate in brand interaction, and achieve
CE (X. Chen et al., 2020; Sashi, 2012). Green fields also support the
relationship between customer satisfaction and sustainable
CE. Previous studies have proven that customer satisfaction can
enhance customers' willingness to buy green products (Luo
et al., 2022), such as green detergent brands (Papista et al., 2018) and
hybrid vehicles (Hur et al., 2013). From the perspective of enterprises,
the implementation of WOS (White Ocean Strategy, a corporate strat-
egy that creates competitive advantage by focusing on environmental
concerns) can improve customers' green value, emotional value, and
customer satisfaction, and further influence CE behavior (Hartini
et al., 2022). From an individual's perspective, the higher the satisfac-
tion with green behavior (such as waste sorting), the more time and
energy they are willing to invest, which is one of the manifestations of
sustainable CE behavior (Q. L. Wang et al., 2020). Based on the above
discussion, we infer that customer satisfaction is closely related to

sustainable CE. Therefore, we propose the following hypothesis:

Hypothesis 6. CS has a significant positive impact on

SCE in sustainable consumption.

4 | METHODS

41 | Measures and data collection

The scales of this survey were determined based on existing literature

and expert interviews. We propose a preliminary survey scale based
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on the existing literature. The EXQ scale developed by Klaus and Maklan
(2013), which includes 19 items and has been empirically tested in sev-
eral contexts, was used to measure service experience. A 4-item scale
proposed by Riva et al. (2022) and S. Y. Chen and Lu (2016) was used to
measure GPV, and a 3-item scale developed by Edward et al. (2010) was
used to measure CS. Sustainable CE was measured using the scale pro-
posed by So et al. (2014). These scales from the literature were adapted
to the research and Chinese contexts. Subsequently, we organized four
academic tourism experts, hoteliers of green hotels, and two customers
to review the scale's content validity. Additionally, professional transla-
tors translated the questionnaire into Chinese. Simultaneously, another
professional translator translated the Chinese questionnaire back into
English to ensure that there were no semantic differences between the
two English questionnaires.

The questionnaire comprised of three parts. We provided a clear
explanation of green hotels at the beginning of the questionnaire to
ensure that they were familiar with the concept of green hotels. The
respondents were then asked to recall their most impressive experiences
in green hotels. Next, the respondents were asked questions about SE,
CS, GPV, and SCE in relation to their experiences in the hotel. The ques-
tions were answered on a 7-point Likert scale. The final part of the ques-
tionnaire consisted of questions about the respondents' age, gender,
hotel brand level, purpose, and frequency of stay in green hotels.

To ensure the reliability and validity of the scale, we conducted a
pretest survey with 79 respondents prior to the main survey. Most
respondents were college students from Shandong Province.
Table A1 in Appendix presents the adjusted scale.

The target respondents of the main survey were customers who
had stayed at green hotels in China. Green hotels have developed rap-
idly in China in recent years. According to the “2022 Overview of the
Social Responsibility of China's Hotel Industry” released by CHINA
HOSPITALITY ASSOCIATION, China has established around 1500
green hotels, with individual hotels accounting for 72% and interna-
tional brand hotels accounting for 19%. Because the population is
unknown, non-probability convenience sampling is adopted in the
cross-sectional survey of this study (Dandis et al., 2022). The ques-
tionnaires were distributed and collected using a professional online
questionnaire platform (https://www.wjx.cn/). To ensure the repre-
sentativeness of the sample, questionnaires were distributed through
social media and randomly pushed by the platform. We screened the
respondents using the question, “Have you ever stayed in a green
hotel?” A total of 741 questionnaires were received, and 59 invalid
guestionnaires were eliminated according to the following rules: ques-
tionnaires with a response time of less than 60 seconds and question-
naires with the same options for all questions. Finally, 682 retained
questionnaires were used for data analysis. The demographic informa-
tion of the respondents is presented in Table 1.

Common method bias can affect the accuracy of the analytical
results. To check for common method bias, two methods were used in
this study: first, “Frequency of staying” was set as a marker variable
according to Chin et al. (2013), and it was found that there was no signifi-
cant change in R? values with or without this marker variable in the model.
Second, according to Lindell and Whitney (2001), the correlation between
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TABLE 1 Sample statistics.

Measure Items Percentage

Gender Male 54.9
Female 45.1

Age <18 0.9
18-25 34.1
26-30 34.3
31-40 17.6
41-50 8.2
51-60 4.9

Education High school 11.9
College or university 41.8
Graduate school 46.3

Hotel brand level Premium brand 34.8
Medium brand 57.0
Low brand 8.2

Purpose For travel 75.6
For business 11.6
Other 12.8

Frequency of staying Less than 2 times per year 38.3
3-5 times per year 53.7

6 or more times per year 8.0

the marker variable and the other constructs was not significant, with cor-
relation coefficients of less than 0.1. Therefore, the common method bias

did not affect the results of the data analysis in this study.

4.2 | Data analysis procedure

Owing to the complexity and exploratory nature of the theoretical
model, this study used partial lease square structural equation model-
ing (PLS-SEM) instead of covariance base structural equation
modeling (CB-SEM) for model analysis (Ringle et al., 2012), using
Smart PLS 3.3.2 software to analyze the data. There are two reasons
for this. First, the model developed in this study includes seven struc-
tural variables, and PLS-SEM can handle complex structural equation
models composed of multiple constructs for better data analysis. Sec-
ond, this study develops a new path by adding GPV as a mediating
variable based on existing theories, and PLS-SEM is more suitable
than CB-SEM for theoretical exploration and extension to predict the

relationship between constructs.

5 | RESULTS

51 | Analysis of the measurement model
In this study, the measurement model was analyzed using the PLS
algorithm of the Smart PLS software. The computational settings

were as follows: the weighting scheme was path, the maximum
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TABLE 2

Constructs
PM

MT

OF

PE

CS

GPV

SCE

Corporate Social Responsibility and ™
Environmental Management

Reliability and convergent validity.

Cr. Alpha
0.936
0.949
0.905
0.882
0.951
0.915
0.924

CR.

0.950
0.961
0.933
0.919
0.968
0.940
0.946

YAN ET AL.

AVE

0.758
0.831
0.778
0.739
0.911
0.796
0.814

Abbreviations: AVE, average variance extracted; Cr. Alpha, Cronbach's
alpha; CR, composite reliability; CS, customer satisfaction; GPV, green
perceived value; MT, moment of truth; OF, outcome focus; PE, product
experience; PM, peace of mind; SCE, sustainable customer engagement.

TABLE 3

PM1
PM2
PM3
PM4
PM5
PM6
MT1
MT2
MT3
MT4
MT5
OF1
OF2
OF3
OF4
PE1
PE2
PE3
PE4
GPV 1
GPV 2
GPV 3
GPV4
cs1
cs2
cs3
SCE1
SCE2
SCE3
SCE4

Reliability and convergent validity.

PM

0.836
0.898
0.878
0.888
0.903
0.820
0.763
0.798
0.777
0.788
0.787
0.716
0.690
0.705
0.657
0.655
0.515
0.719
0.651
0.681
0.736
0.661
0.724
0.818
0.811
0.798
0.666
0.768
0.705
0.532

MT

0.763
0.751
0.731
0.762
0.741
0.736
0.896
0.903
0.907
0.927
0.925
0.664
0.590
0.655
0.632
0.691
0.587
0.732
0.707
0.710
0.750
0.703
0.723
0.798
0.808
0.802
0.719
0.781
0.744
0.625

OF

0.656
0.674
0.657
0.760
0.738
0.606
0.639
0.639
0.697
0.640
0.669
0.901
0.861
0.912
0.854
0.609
0.433
0.633
0.581
0.612
0.687
0.592
0.665
0.738
0.750
0.732
0.600
0.737
0.641
0.465

number of iterations was 5000, and the ending criterion (107) was
seven. Evaluation of the measurement model included reliability, con-
vergent validity, and discriminant validity. As shown in Table 2, the
Cronbach's a coefficients of the latent variables ranged from 0.882 to
0.951, all of which exceeded 0.7. The composite reliability ranged
from 0.919 to 0.968, all of which exceed 0.7. Therefore, the data indi-
cated that the measurement model is sufficiently reliable.

The convergent validity of the measurement model was evaluated
with reference to the AVE values and factor loadings. As shown in
Table 2, the AVEs of all the latent variables ranged from 0.739 to
0.911, which exceeded 0.5 (Fornell & Larcker, 1981). In addition, the
factor loadings of the question items exceeded 0.717, indicating
strong convergent validity (Carmines & Zeller, 1979). Table 3 presents

the factor loadings of the revised scale.

PE GPV (&) SCE

0.677 0.722 0.797 0.676
0.663 0.693 0.773 0.636
0.660 0.669 0.712 0.634
0.620 0.714 0.754 0.691
0.639 0.690 0.732 0.664
0.630 0.602 0.645 0.596
0.726 0.729 0.747 0.734
0.710 0.762 0.734 0.755
0.691 0.713 0.792 0.679
0.750 0.741 0.769 0.745
0.739 0.742 0.790 0.730
0.538 0.658 0.733 0.616
0.604 0.577 0.678 0.529
0.582 0.673 0.696 0.632
0.623 0.616 0.624 0.644
0.864 0.631 0.720 0.612
0.794 0.528 0.548 0.619
0.896 0.692 0.730 0.677
0.881 0.652 0.679 0.698
0.630 0.897 0.725 0.753
0.670 0.896 0.775 0.734
0.654 0.895 0.728 0.807
0.659 0.882 0.790 0.703
0.767 0.810 0.951 0.800
0.732 0.808 0.956 0.796
0.746 0.803 0.955 0.798
0.690 0.763 0.745 0.929
0.721 0.807 0.874 0.908
0.680 0.772 0.759 0.922
0.638 0.675 0.611 0.848

Abbreviations: CS, customer satisfaction; GPV, green perceived value; MT, moment of truth; OF, outcome focus; PE, product experience; PM, peace of
mind; SCE, sustainable customer engagement.
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The discriminant validity of the measurement model was assessed
using cross-factor loadings and the Fornell-Larcker criterion (Fornell &
Larcker, 1981). As shown in Table 3, the factor loadings (bold values in
Table 3) of each construct were greater than the cross loadings (other
values in the corresponding columns and rows in Table 3). As shown in
Table 4, according to the Fornell-Larcker criterion, the square roots of
the AVEs of the constructs (bold values in Table 4) were all greater than
the correlation coefficients with the other variables below (other values
in the corresponding columns in Table 4). Therefore, the discriminant

validity of the measurement model used in this study was acceptable.

5.2 | Analysis of the structural model

521 | Path coefficient analysis

The path coefficient analysis was performed using the bootstrapping
algorithm of Smart PLS. As shown in Table 5, PM and OF have no sig-
nificant positive effect on SCE (the reason we choose to reject Hla is

TABLE 4 Discriminant validity by Fornell-Larcker criterion.

PM MT OF

PM 0.871

MT 0.859 0.912

OF 0.785 0.721 0.882
PE 0.745 0.794 0.663
GPV 0.785 0.809 0.717
CS 0.848 0.841 0.775
SCE 0.748 0.799 0.686

Environmental Management

because the value of g is negative, contrary to the positive effect
assumed previously, and the absolute value of  is less than 0.1), while
MT and PE have positive effects on SCE. The four dimensions of ser-
vice experience have significant positive effects on CS and GPV.
Among them, MT has the largest effect on GPV (8= 0.382,
p <0.000), and PM has the largest effect on CS (8= 0.235,
p < 0.000). GPV had a significant positive effect on CS. GPV had a sig-
nificant positive effect on SCE. Last, CS had a significant positive

effect on SCE. The results of the test model are shown in Figure 2.

5.2.2 | Mediating effect test
Since the total effect of PM on SCE is not significant (8 = 0.067,
p = 0.204), the indirect effect of PM on SCE will not be discussed.
The results of the mediating effect test were obtained using the boot-
strapping algorithm of Smart PLS, as shown in Table 6.

As there was no significant direct effect OF on SCE, GPV and CS
completely mediated the effect of OF on SCE. GPV and CS partially

PE GPV (&) SCE
0.860

0.732 0.892

0.784 0.846 0.954

0.758 0.840 0.836 0.902

Abbreviations: CS, customer satisfaction; GPV, green perceived value; MT, moment of truth; OF, outcome focus; PE, product experience; PM, peace of

mind; SCE, sustainable customer engagement.

TABLE 5 Path coefficient analysis Hypothesis

results.
Hla PM — SCE
Hi1b MT — SCE
Hilc OF — SCE
Hid PE — SCE
H2a PM — GPV
H2b MT — GPV
H2c OF—GPV
H2d PE — GPV
H3a PM — CS
H3b MT — CS
H3c OF—CS
H3d PE — CS
H4 GPV — CS
H5 GPV — SCE
Hé CS — SCE

B values T statistics p Values Decision

-0.099 2.120 0.034 Unsupported
0.173 3424 0.001 Supported
0.017 0.571 0.568 Unsupported
0.158 4.658 0.000 Supported
0.191 4.423 0.000 Supported
0.382 10.203 0.000 Supported
0.181 4.603 0.000 Supported
0.167 4.602 0.000 Supported
0.235 4941 0.000 Supported
0.147 3.512 0.000 Supported
0.152 4.444 0.000 Supported
0.159 5.018 0.000 Supported
0.317 8.589 0.000 Supported
0.389 6.310 0.000 Supported
0.308 5.502 0.000 Supported

Abbreviations: CS, customer satisfaction; GPV, green perceived value; MT, moment of truth; OF,
outcome focus; PE, product experience; PM, peace of mind; SCE, sustainable customer engagement.
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FIGURE 2 Tested model.

mediated the effects of MT and PE on NCE. This study compared the
magnitudes of the mediating effects of the variables in a multiple
mediation model. CS and GPV mediate the effects of the three dimen-
sions of service experience (MT, OF, and PE) on SCE. In particular,
GPV plays greater mediating roles in these three sets of relation-
ships (MT — SCE, OF — SCE, and PE — SCE) compared to
CS. Moreover, SE (MT, OF, and PE) — GPV — CS — SCE is signifi-
cant, indicating that GPV and CS play the serial mediating roles
between SE and SCE.

523 | Model fit

In this study, insignificant paths were removed based on the results of
the path coefficient analysis, and the model was revised and recalcu-
lated. The results of the model fitness indices are listed in Table 7.
The R? values of GPV, CS, and SCE were 0.709, 0.832, and 0.776,
respectively, which are all greater than 0.67, indicating that the inde-
pendent variables have strong explanatory power. The f2 values for
GPV on the CS and SCE were 0.173 and 0.165, respectively, indicat-
ing that GPV had a moderate influence on the CS and SCE
(Chin, 1998). The other independent variables had a weak influence
on the dependent variables (Chin, 1998). Q? was calculated using the
bindfolding algorithm of Smart PLS. As the table shows, the Q2 values

B =0.167,p = 0.000_

perceived
value

are all greater than zero, indicating that the model has predictive rele-
vance (Geisser, 1975). The goodness of fit (GOF) value of the modi-
fied model was 0.780, which exceeded the critical value of 0.36,
indicating good model fitness (Wetzels et al., 2009). The results show
that the SRMR of the modified model is 0.051, which is less than
0.08, indicating a good fitness (Hu & Bentler, 1998). Therefore, the
data indicated a good fit for the model in this study.

6 | DISCUSSION

These increasingly prominent environmental issues have made sus-
tainable consumption an inevitable choice for the society. The popu-
larization of sustainable consumption requires joint efforts on the
supply side and on the demand side (Sivapalan et al., 2021). Sustain-
able CE is the interaction between customers and enterprises or other
customers in a sustainable consumption context that can create signif-
icant sustainable value. This study links service experience in service
ecosystems with CE in a sustainable consumption context and exam-
ines the direct impact of different dimensions of service experience
on sustainable CE, as well as the mediating effect of green perceived
value and customer satisfaction. Next, we discuss the results of the
main model, implications, limitations, and directions for future
research.
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TABLE 6 Results of the intermediary effect test.
p values T statistics p Values
PM — GPV — CS 0.060 3.685 0.000
MT — GPV — CS 0.121 7.004 0.000
OF — GPV — CS 0.057 3.793 0.000
PE — GPV — CS 0.053 3.992 0.000
PM — GPV — SCE 0.074 3.358 0.001
MT — GPV — SCE 0.149 5.869 0.000
OF — GPV — SCE 0.070 3.425 0.001
PE — GPV — SCE 0.065 3.320 0.001
PM — CS — SCE 0.072 3.477 0.001
MT — CS — SCE 0.045 3.055 0.002
OF — CS — SCE 0047 3.573 0.000 612 |
PE — CS — SCE 0.049 3.605 0.000
GPV — CS — SCE 0.098 4.524 0.000
PM — GPV — CS — SCE 0.019 3.001 0.003
MT — GPV — CS — SCE 0.037 4.149 0.000
OF — GPV — CS — SCE 0.018 3.053 0.002
PE — GPV — CS — SCE 0.016 3.437 0.000

Abbreviations: CS, customer satisfaction; GPV, green perceived value; MT,
moment of truth; OF, outcome focus; PE, product experience; PM, peace
of mind; SCE, sustainable customer engagement.

6.1 | Discussion of model results

6.1.1 | Path analysis

The sustainable CE model established links between the four dimen-
sions of service experience and sustainable CE. The test results of
H1la-H1d indicate that it cannot be assumed, in general, that the ser-
vice experience in the context of sustainable consumption can defi-
nitely generate and promote sustainable CE. In other words, the direct
effect of service experience on sustainable CE is partially validated.
Previous studies verified the direct impact of service experience on
CE. Basu et al. (2022) validated that both online and offline dimen-
sions of service quality positively promote customer green citizenship
behaviors. Ullah et al. (2018) and Fan et al. (2022) believe that all
dimensions of service-experience quality enhance CE. The results of
the different effects of the different dimensions of service experience
in this study differ from those of Ullah et al. (2018), Fan et al. (2022),
and Basu et al. (2022). In this study, moments of truth and product
experience have positive effects on sustainable CE, consistent with
Santini et al. (2020) and Jin et al. (2020), whereas peace of mind and
outcome focus have no positive effects.

In terms of the test results of H2a-H2d, H3a-H3d, the four
dimensions of service experience have significant positive effects on
green perceived value and customer satisfaction, which is in line with
the findings of many previous studies in the context of green hotel
(Yu et al, 2017), tourism (Wu et al, 2018), retailing (Mainardes
et al., 2019), and eco-smart hotels (Shih, 2018). The results for H4

indicate that green perceived value has a significant positive impact
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on customer satisfaction, which is consistent with previous relevant
studies by Ullah et al. (2021) and Jabeen et al. (2021). This shows that
customer-perceived value remains an important driving factor for pro-
moting customer satisfaction in the context of green services. More-
over, H5 is supported by the data. Green perceived value has a
significant positive impact on sustainable CE, further validating and
enriching the views of Roman-Augusto et al. (2022), Roy et al. (2018),
and V. M. Sharma and Klein (2020). In addition, the results for H6 indi-
cate that customer satisfaction can promote sustainable CE, which is
consistent with many previous researches (Papista et al., 2018; Pet-
zer & Van Tonder, 2019; Q. L. Wang et al., 2020).

Mediating effect of GPV and CS

According to the results of the mediation test, green perceived value and
customer satisfaction mediate the connection between service experi-
ence and sustainable CE separately. This result is in line with the research
findings of Carlson et al. (2019), Ananda et al. (2022), and Mahama Brai-
mah et al. (2023). Unlike previous studies, this study also verifies the
existence of the chain mediating path of “service experience — green
perceived value — customer satisfaction — sustainable customer
engagement.” In addition to independent customer satisfaction and inde-
pendent green perceived value, service experience also affects sustain-
able CE by successively influencing green perceived value and customer

satisfaction.

6.2 | Implication

This paper can make several contributions to the existing researches.

6.2.1 | Theoretical implications

This study has important theoretical implications for research on CE
and sustainable consumption in the context of service ecosystems.
The main theoretical contribution of this study is to construct and val-
idate a formation model of sustainable CE that is different from the
existing researches (Chuah et al., 2020; Piligrimiené et al., 2020; Ullah
et al., 2021) based on sustainable consumption scenarios. First, it links
the service experience of service ecosystems with sustainable CE of
CE theory and explores the direct impact of service experience on
sustainable CE. The study found that in contrast to other scenarios
(Basu et al., 2022; Fan et al., 2022; Ullah et al., 2018), the impacts of
different dimensions of service experience on sustainable CE are het-
erogeneous in sustainable service scenarios. Second, this study vali-
dates and expands the mediating role of green perceived value and
customer satisfaction. This study verified that green perceived value
and customer satisfaction separately mediate the impact of service
experience on sustainable CE in green hotels (Ananda et al., 2022;
Carlson et al., 2019; Mahama Braimah et al., 2023). Finally, this study

expanded the mediating role of green perceived value and customer
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R? Q? PM MT OF PE GPV cs
GPV 0.709 0.561 0.026 0.105 0.042 0.034
CS 0.832 0.753 0.065 0.024 0.050 0.051 0.173
SCE 0.776 0.624 0.017 0.035 0.165 0.070

Abbreviations: CS, customer satisfaction; GPV, green perceived value; MT, moment of truth; OF,
outcome focus; PE, product experience; PM, peace of mind; SCE, sustainable customer engagement.

satisfaction and found that service experience can enhance green per-
ceived value, thereby promoting customer satisfaction and ultimately
affecting sustainable CE. These findings have enriched the theoretical
system of CE in the context of sustainable consumption in the service
ecosystem and have established a theoretical framework and empiri-
cal conclusions for scholars to further carry out research on
sustainable CE.

6.2.2 | Practical implications

This study has practical implications for green hotel managers. Sus-
tainable CE is important for green hotels to achieve sustainable devel-
opment. The research results show that an important means of
improving customer participation is to make customers perceive a
higher level of green service value in the context of green hotels. Cus-
tomer satisfaction remains an important driving factor of sustainable
consumer engagement. The root cause of both is that green hotels
should create excellent green service experiences for customers. Sec-
ond, green hotels should selectively distract attention from other
unrelated aspects and focus on creating core green service experi-
ences (especially emotional experiences), improving customers' green
perceived value and customer satisfaction, promoting sustainable CE,
paying attention to, adopting, and advocating sustainable consump-
tion, participating in sustainable consumption innovation, and jointly
creating green value. Finally, for both developed and developing
countries, establishing green hotels can guide more people to develop
low-carbon lifestyles, adopt low-carbon behaviors, enhance overall
environmental awareness, and reduce carbon emissions, thus achiev-

ing the goals of protecting the environment and benefiting society.

6.3 | Limitations

First, considering the severe situation of energy conservation and
emission reduction faced by Chinese hotels, this study considered
Chinese hotel customers as the object of investigation. Future
research should consider regional differences in sustainable consump-
tion and investigate hotel consumers in different countries. Second,
this study builds a prediction model of sustainable CE based on the
SOR theory, without considering the influence of individual cultural
characteristics. Future research could analyze the strengthening or

weakening effects of cultural awareness on the relationships between

research models.

7 | CONCLUSIONS

First, not all dimensions of the service experience directly affect sus-
tainable customer engagement. Moments of truth and product experi-
ence positively affect sustainable CE, whereas peace of mind and
outcome focus have no positive effects. This indicates that the drivers
of sustainable and traditional customer engagements are inconsistent.
Although service experience is an important construct in the service
ecosystem that promotes positive psychology and behavior among
customers, the heterogeneity of its internal structure (i.e., the differ-
ent effects of different service-experience characteristics) cannot be
ignored in the context of sustainable consumption. The findings show
that if green hotels can fully give customers the right and convenience
of choosing services freely and can make flexible and effective reme-
dies in case of service accidents, customers will be more willing to
accept sustainable consumption and participate deeply in it and create
sustainable value with the hotel.

Second, the service experience directly promotes perceived green
value and customer satisfaction. Peace of mind had the greatest effect
on customer satisfaction, and moments of truth had the greatest
effect on perceived green value. This reveals that the emotional
dimensions of the service experience are more important than the
functional dimensions in the context of green hotel services, which
can enhance customer green perceived value and promote customer
satisfaction. In addition, the positive effects of green perceived value
and customer satisfaction on sustainable customer engagement
remain significant in the context of sustainable consumption.

Third, customer satisfaction and green perceived value mediate
the effects of moments of truth, outcome focus, and product experi-
ence on sustainable customer engagement. In addition to acting as
separate mediators, green perceived value and customer satisfaction
mediate the relationship between service experience and sustainable
customer engagement through a serial path. In other words, service
experience can enhance sustainable customer engagement through
the serial mediation of green perceived value and customer satisfac-
tion. For customers who practice sustainable consumption, high-
quality green services provided by green hotels directly affect their
perception and evaluation of green value, thus improving customer



YAN ET AL.

Corporate Social Responsibility and

satisfaction and ultimately promoting sustainable participation behav-
jor intention.

The conclusions enrich the existing knowledge in the field of sus-
tainable consumption and engagement marketing and provide effec-
tive suggestions for green hotel managers. Green hotels should not
distract attention from other unrelated aspects but should focus on
creating core green service experiences, improving customers' green
perceived value and customer satisfaction, effectively promoting sus-
tainable customer engagement, and creating more green value
together.

ACKNOWLEDGMENTS

This work was supported by the National Natural Science Foundation
of China (grant number 72072104) and the Research Initiation Foun-
dation of Shandong Technology and Business University (grant num-
ber BS202325).

ORCID

Dongwei Yan (I https://orcid.org/0000-0003-4704-5129

Decheng Wen (2 https://orcid.org/0000-0002-9179-5704

REFERENCES

Abdou, A. H., Shehata, H. S., Mahmoud, H. M., Albakhit, A. I, &
Almakhayitah, M. Y. (2022). The effect of environmentally sustainable
practices on customer citizenship behavior in eco-friendly hotels: Does
the green perceived value matter? Sustainability, 14(12), Article 7167.
https://doi.org/10.3390/s5u14127167

Aditi, B., Nani, J., Surya, E., & Manullang, S. (2020). Green trust mediates
the effect of green perceived value and green perceived risk against
green repurchase intention. International Journal of Advanced Science
and Technology, 29(9s), 354-365.

Ahani, A., Nilashi, M., Yadegaridehkordi, E., Sanzogni, L., Tarik, A. R.,
Knox, K., Samad, S., & lbrahim, O. (2019). Revealing customers'
satisfaction and preferences through online review analysis: The
case of Canary Islands hotels. Journal of Retailing and Consumer
Services, 51, 331-343. https://doi.org/10.1016/j.jretconser.2019.
06.014

Ahmad, W., & Zhang, Q. Y. (2020). Green purchase intention: Effects of
electronic service quality and customer green psychology. Journal
of Cleaner Production, 267, 122053. https://doi.org/10.1016/j.jclepro.
2020.122053

Ahn, J., & Back, K.-J. (2018). Antecedents and consequences of customer
brand engagement in integrated resorts. International Journal of Hospi-
tality Management, 75, 144-152.

Alnawas, I., & Hemsley-Brown, J. (2019). Examining the key dimensions of
customer experience quality in the hotel industry. Journal of Hospitality
Marketing & Management, 28(7), 833-861. https://doi.org/10.1080/
19368623.2019.1568339

Ananda, S., Kumar, R. P., & Singh, D. (2022). A mediation analysis of per-
ceived service quality, customer satisfaction and customer engage-
ment in the banking sector. Journal of Financial Services Marketing,
28(3), 570-584.

Barari, M., Ross, M., & Surachartkumtonkun, J. (2020). Negative and posi-
tive customer shopping experience in an online context. Journal of
Retailing and Consumer Services, 53, 9. https://doi.org/10.1016/j.
jretconser.2019.101985

Basu, D., Chakraborty, K., Mitra, S., & Verma, N. K. (2022). Customer reci-
procity in greening: The role of service quality. International Journal of
Quality and Service Sciences, 14(2), 238-257. https://doi.org/10.1108/
1JQSS-08-2021-0116

Environmental Management

Benhamza Nsairi, Z. (2012). Managing browsing experience in retail stores
through perceived value: Implications for retailers. International Journal
of Retail & Distribution Management, 40(9), 676-698. https://doi.org/
10.1108/09590551211255965

Bilgihan, A., Kandampully, J., & Zhang, T. (2016). Towards a unified cus-
tomer experience in online shopping environments. International Jour-
nal of Quality and Service Sciences, 8(1), 102-119.

Mahama Braimah, S., Amoako, G. K., Abubakari, A., Ampong, G. O. A, &
Ofori, K. S. (2023). Green perceived value and consumer attitudes in
the light of the SDGs: A replication study from a developing economy.
Society and Business Review, 18, 345-362. https://doi.org/10.1108/
SBR-03-2022-0088

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience:
What is it? How is it measured? Does it affect loyalty? Journal of Mar-
keting, 73(3), 52-68.

Brodie, R. J., Hollebeek, L. D., Juric, B., & llic, A. (2011). Customer engage-
ment: Conceptual domain, fundamental propositions, and implications
for research. Journal of Service Research, 17(3), 1-20.

Carlson, J., Rahman, M. M,, Taylor, A., & Voola, R. (2019). Feel the VIBE:
Examining value-in-the-brand-page-experience and its impact on satis-
faction and customer engagement behaviours in mobile social media.
Journal of Retailing and Consumer Services, 46, 149-162. https://doi.
org/10.1016/j.jretconser.2017.10.002

Carmines, E. G., & Zeller, R. A. (1979). Reliability and validity assessment.
SAGE Publications, Inc. https://doi.org/10.4135/9781412985642

Chahal, H., & Dutta, K. (2015). Measurement and impact of customer
experience in banking sector. Decision, 42(1), 57-70. https://doi.org/
10.1007/540622-014-0069-6

Chang, N. J., & Fong, C. M. (2010). Green product quality, green corporate
image, green customer satisfaction, and green customer loyalty. Afri-
can Journal of Business Management, 4(13), 2836-2844.

Chang, T. Y., & Lin, Y. C. (2022). The effects of atmosphere on perceived
values and customer satisfaction toward the theme hotel: The moder-
ating role of green practice perception. Sustainability, 14(15), Article
9153. https://doi.org/10.3390/s5u14159153

Che, T., Peng, Z. Y., Lim, K. H,, & Hua, Z. S. (2015). Antecedents of con-
sumers' intention to revisit an online group-buying website: A transac-
tion cost perspective. Information & Management, 52(5), 588-598.
https://doi.org/10.1016/j.im.2015.04.004

Chen, J., & Liu, L. (2020). Customer participation, and green product inno-
vation in SMEs: The mediating role of opportunity recognition and
exploitation. Journal of Business Research, 119, 151-162. https://doi.
org/10.1016/j.jbusres.2019.05.033

Chen, S. Y., & Lu, C. C. (2016). Exploring the relationships of green per-
ceived value, the diffusion of innovations, and the technology accep-
tance model of green transportation. Transportation Journal, 55(1), 51-
77. https://doi.org/10.5325/transportation;j.55.1.0051

Chen, X., Dahlgaard-Park, S. M., & Wen, D. C. (2019). Emotional and ratio-
nal customer engagement: Exploring the development route and the
motivation. Total Quality Management & Business Excellence, 30, S141-
S157. https://doi.org/10.1080/14783363.2019.1665834

Chen, X., Sun, X. J., Yan, D. W., & Wen, D. C. (2020). Perceived sustainabil-
ity and customer engagement in the online shopping environment:
The rational and emotional perspectives. Sustainability, 12(7), 16.
https://doi.org/10.3390/su12072674

Chen, Y.-S. (2013). Towards green loyalty: Driving from green perceived
value, green satisfaction, and green trust. Sustainable Development,
21(5), 294-308. https://doi.org/10.1002/sd.500

Chen, Y.-S. (2010). The drivers of green brand equity: Green brand image,
green satisfaction, and green trust. Journal of Business Ethics, 93(2),
307-319. https://doi.org/10.1007/s10551-009-0223-9

Chen, Y.-S., & Chang, C. H. (2012). Enhance green purchase intentions:
The roles of green perceived value, green perceived risk, and green
trust. Management Decision, 50(3-4), 502-520. https://doi.org/10.
1108/00251741211216250



YAN ET AL.

2190 | Corporate Social Responsibility and e &
W l L E Y— Environmental Management é?/ =

Cheng, B. L, Gan, C. C,, Imrie, B. C., & Mansori, S. (2019). Service
recovery, customer satisfaction and customer loyalty: Evidence from
Malaysia's hotel industry. International Journal of Quality and Service
Sciences, 11(2), 187-203. https://doi.org/10.1108/1JQSS-09-2017-
0081

Chin, W. W. (1998). The partial least squares approach to structural equation
modeling. Modern Methods for Business Research, 295(2), 295-336.

Chin, W. W.,, Thatcher, J. B., Wright, R. T., & Steel, D. (2013). Controlling
for common method variance in PLS analysis: The measured latent
marker variable approach. In H. Abdi, W. W. Chin, V. E. Vinzi, G. Rus-
solillo, & L. Trinchera (Eds.), New perspectives in partial least squares
and related methods. Springer proceedings in mathematics & statistics.
Springer New York.

Cho, M., & Yoo, J. J-E. (2021). Customer pressure and restaurant
employee green creative behavior: Serial mediation effects of restau-
rant ethical standards and employee green passion. International Jour-
nal of Contemporary Hospitality Management, 33(12), 4505-4525.
https://doi.org/10.1108/IJCHM-06-2021-0697

Choi, D., & Johnson, K. K. P. (2019). Influences of environmental and
hedonic motivations on intention to purchase green products: An
extension of the theory of planned behavior. Sustainable Production
and Consumption, 18, 145-155. https://doi.org/10.1016/j.spc.2019.
02.001

Chuah, S. H.-W., EI-Manstrly, D., Tseng, M.-L., & Ramayah, T. (2020). Sus-
taining customer engagement behavior through corporate social
responsibility: The roles of environmental concern and green trust.
Journal of Cleaner Production, 262, 121348. https://doi.org/10.1016/j.
jclepro.2020.121348

Cronin, J. J., Brady, M. K., & Hult, G. T. M. (2000). Assessing the effects of
quality, value, and customer satisfaction on consumer behavioral
intentions in service environments. Journal of Retailing, 76(2), 193-
218. https://doi.org/10.1016/50022-4359(00)00028-2

Dandis, A. O., Jarrad, A. A., Joudeh, J. M. M. Mukattash, I. L, &
Hassouneh, A. G. (2022). The effect of multidimensional service qual-
ity on word of mouth in university on-campus healthcare centers. The
TQM Journal, 34(4), 701-727. https://doi.org/10.1108/TQM-12-
2020-0295

de Medeiros, J. F., Ribeiro, J. L. D., & Cortimiglia, M. N. (2016). Influence of
perceived value on purchasing decisions of green products in Brazil.
Journal of Cleaner Production, 110, 158-169. https://doi.org/10.1016/
j.jclepro.2015.07.100

Demangeot, C., & Broderick, A. J. (2006). Exploring the experiential inten-
sity of online shopping environments. Qualitative Market Research: An
International  Journal, 9(4), 325-351. https://doi.org/10.1108/
13522750610689078

Deshwal, P. (2016). Customer experience quality and demographic vari-
ables (age, gender, education level, and family income) in retail stores.
International Journal of Retail & Distribution Management, 44, 940-955.
https://doi.org/10.1108/IJRDM-03-2016-0031

Edward, M., George, B. P., & Sarkar, S. K. (2010). The impact of switching
costs upon the service quality-perceived value-customer
satisfaction-service loyalty chain: A study in the context of cellular
services in India. Services Marketing Quarterly, 31(2), 151-173. https://
doi.org/10.1080/15332961003604329

El-Adly, M. I. (2019). Modelling the relationship between hotel perceived
value, customer satisfaction, and customer loyalty. Journal of Retailing
and Consumer Services, 50, 322-332.

Ettis, S. A. (2017). Examining the relationships between online store atmo-
spheric color, flow experience and consumer behavior. Journal of
Retailing and Consumer Services, 37, 43-55. https://doi.org/10.1016/j.
jretconser.2017.03.007

Fan, W., Shao, B., & Dong, X. (2022). Effect of e-service quality on cus-
tomer engagement behavior in community e-commerce. Frontiers in
Psychology, 13, Article 965998. https://doi.org/10.3389/fpsyg.2022.
965998

Fang, Z., Luo, X., & Jiang, M. (2012). Quantifying the dynamic effects of
service recovery on customer satisfaction: Evidence from Chinese
mobile phone markets. Journal of Service Research, 16(3), 341-355.
https://doi.org/10.1177/1094670512445504

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models
with unobservable and measuremenr error. Journal of Marketing
Research, 34, 161-188.

Franzak, F., Makarem, S., & Jae, H. (2014). Design benefits, emotional
responses, and brand engagement. Journal of Product and Brand Man-
agement, 23(1), 16-23. https://doi.org/10.1108/JPBM-07-2013-0350

Gao, Y., & Mattila, A. S. (2014). Improving consumer satisfaction in green
hotels: The roles of perceived warmth, perceived competence, and
CSR motive. International Journal of Hospitality Management, 42, 20-
31. https://doi.org/10.1016/j.ijhm.2014.06.003

Geisser, S. (1975). The predictive sample reuse method with applications.
Journal of the American Statistical Association, 70(350), 320-328.
https://doi.org/10.1080/01621459.1975.10479865

Gilal, F. G., Chandani, K., Gilal, R. G, Gilal, N. G, Gilal, W. G,, &
Channa, N. A. (2020). Towards a new model for green consumer
behaviour: A self-determination theory perspective. Sustainable Devel-
opment, 28(4), 711-722. https://doi.org/10.1002/sd.2021

Gremler, D. D., & Gwinner, K. P. (2000). Customer-employee rapport in
service relationships. Journal of Service Research, 3(1), 82-104. https://
doi.org/10.1177/109467050031006

Han, H., Yu, J,, Lee, J. S., & Kim, W. (2019). Impact of hotels? Sustainability
practices on guest attitudinal loyalty: Application of loyalty chain
stages theory. Journal of Hospitality Marketing & Management, 28(8),
905-925. https://doi.org/10.1080/19368623.2019.1570896

Han, X., & Chan, K. (2013). Perception of green hotels among tourists in
Hong Kong: An exploratory study. Services Marketing Quarterly, 34(4),
339-352. https://doi.org/10.1080/15332969.2013.827069

Hapsari, R., Clemes, M. D., & Dean, D. (2017). The impact of service qual-
ity, customer engagement and selected marketing constructs on airline
passenger loyalty. International Journal of Quality and Service Sciences,
9(1), 21-40.

Harmeling, C. M., Moffett, J. W., Arnold, M. J., & Carlson, B. D. (2017).
Toward a theory of customer engagement marketing. Journal of the
Academy of Marketing Science, 45(3), 312-335. https://doi.org/10.
1007/s11747-016-0509-2

Hartini, S., Kurniawati, M., Sulistiawan, J., & Ihwanudin, M. (2022). The
relationship between white ocean strategy, customer value, and cus-
tomer engagement. Organizations and Markets in Emerging Economies,
13(1), 96-116. https://doi.org/10.15388/omee.2022.13.72

Heung, V. C. S., & Gu, T. (2012). Influence of restaurant atmospherics on
patron satisfaction and behavioral intentions. International Journal of
Hospitality Management, 31(4), 1167-1177. https://doi.org/10.1016/j.
ijhm.2012.02.004

Hollebeek, L. (2011). Exploring customer brand engagement: Definition
and themes. Journal of Strategic Marketing, 19(7), 555-573.

Hollebeek, L., Srivastava, R, & Chen, T. (2016). S-D logic-informed
customer engagement: Integrative framework, revised fundamental
propositions, and application to CRM. Journal of the Academy of Mar-
keting Science, 47, 161-185. https://doi.org/10.1007/s11747-016-
0494-5

Homburg, C., Vomberg, A., Enke, M., & Grimm, P. H. (2015). The loss of
the marketing department's influence: Is it really happening? And why
worry? Journal of the Academy of Marketing Science, 43(1), 1-13.
https://doi.org/10.1007/s11747-014-0416-3

Hu, L.-T., & Bentler, P. M. (1998). Fit indices in covariance structure
modeling: Sensitivity to underparameterized model misspecification.
Psychological Methods, 3(4), 424-453.

Hur, W.-M,, Kim, Y., & Park, K. (2013). Assessing the effects of perceived
value and satisfaction on customer loyalty: A ‘green’ perspective. Cor-
porate Social Responsibility and Environmental Management, 20(3), 146-
156. https://doi.org/10.1002/csr.1280



YAN ET AL.

Corporate Social Responsibility and

Hwang, H., & Yeo, H. (2022). Inconsistency between subjective propensity
and practice of sustainable consumption: Impact of the consumers'
values-in-behavior and social participation. Sustainable Development,
30(6), 1796-1810. https://doi.org/10.1002/5d.2348

Islam, T., Islam, R., Pitafi, A. H., Liang, X. B., Rehmani, M., Irfan, M., &
Mubarak, M. S. (2021). The impact of corporate social responsibility
on customer loyalty: The mediating role of corporate reputation, cus-
tomer satisfaction, and trust. Sustainable Production and Consumption,
25, 123-135. https://doi.org/10.1016/j.spc.2020.07.019

Jabeen, G., Ahmad, M., & Zhang, Q. (2021). Factors influencing consumers'
willingness to buy green energy technologies in a green perceived
value framework. Energy Sources, Part B: Economics, Planning, and Pol-
icy, 16(7), 669-685. https://doi.org/10.1080/15567249.2021.
1952494

Jiang, W., Wang, L., & Zhou, K. Z. (2023). Green practices and customer
evaluations of the service experience: The moderating roles of exter-
nal environmental factors and firm characteristics. Journal of Business
Ethics, 183(1), 237-253. https://doi.org/10.1007/s10551-022-
05044-x

Jiang, Y., & Hong, F. (2023). Examining the relationship between
customer-perceived value of night-time tourism and destination
attachment among generation Z tourists in China. Tourism Recreation
Research, 48(2), 220-233. https://doi.org/10.1080/02508281.2021.
1915621

Jin, D., DiPietro, R. B., & Fan, A. (2020). The impact of customer controlla-
bility and service recovery type on customer satisfaction and conse-
quent behavior intentions. Journal of Hospitality Marketing &
Management, 29(1), 65-87. https://doi.org/10.1080/19368623.2019.
1602095

Juttner, U., Schaffner, D., Windler, K., & Maklan, S. (2013). Customer ser-
vice experiences. European Journal of Marketing, 47(5/6), 738-769.
https://doi.org/10.1108/03090561311306769

Kato, T. (2021). Synergistic effect of matching corporate and product
brand images on purchase intentions: Comparing the importance of
functional and emotional value. Journal of Brand Management, 28(6),
671-684. https://doi.org/10.1057/s41262-021-00250-w

Keh, H. T., & Sun, J. (2008). The complexities of perceived risk in cross-
cultural services marketing. Journal of International Marketing (East Lan-
sing, Mich.), 16(1), 120-146. https://doi.org/10.1509/jimk.16.1.120

Klaus, P., & Maklan, S. (2012). EXQ: A multiple-item scale for assessing ser-
vice experience. Journal of Service Management, 23(1), 5-33. https://
doi.org/10.1108/09564231211208952

Klaus, P., & Maklan, S. (2013). Towards a better measure of customer
experience. International Journal of Market Research, 55, 227-246.
https://doi.org/10.2501/1JMR-2013-021

Koller, M., Floh, A., & Zauner, A. (2011). Further insights into perceived
value and consumer loyalty: A “green” perspective. Psychology & Mar-
keting, 28(12), 1154-1176. https://doi.org/10.1002/mar.20432

Krishna, A., & Deshwal, P. (2016, 16-18 March). Customer service experi-
ence and satisfaction in retail stores. Paper presented at the 2016 3rd
International Conference on Computing for Sustainable Global Devel-
opment (INDIACom).

Kumar, V., Aksoy, L, Donkers, B., Venkatesan, R., Wiesel, T. &
Tillmanns, S. (2010). Undervalued or overvalued customers: Capturing
total customer engagement value. Journal of Service Research, 13(3),
297-310.

Kusmarini, R. A., Sumarwan, U., & Simanjuntak, M. (2020). The effect of
atmosphere perception, perceived value, and hedonic value on con-
sumer loyalty through the service quality of Warunk Upnormal.
Indonesian Journal of Business and Entrepreneurship, 6(1), 53. https://
doi.org/10.17358/ijbe.6.1.53

Kwon, J., & Boger, C. A. (2021). Influence of brand experience on customer
inspiration and pro-environmental intention. Current Issues in Tourism,
24(8), 1154-1168. https://doi.org/10.1080/13683500.2020.1769571

Environmental Management

Lashkova, M., Anton, C., & Camarero, C. (2019). Dual effect of sensory
experience: Engagement vs diversive exploration. International Journal
of Retail & Distribution Management, 48(2), 128-151. https://doi.org/
10.1108/1JRDM-09-2018-0204

Leckie, C., Rayne, D., & Johnson, L. W. (2021). Promoting customer
engagement behavior for green brands. Sustainability, 13(15), 8404.

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience
throughout the customer journey. Journal of Marketing, 80(6), 69-96.
https://doi.org/10.1509/jm.15.0420

Lin, J., Lobo, A., & Leckie, C. (2017). The role of benefits and transparency
in shaping consumers' green perceived value, self-brand connection
and brand loyalty. Journal of Retailing and Consumer Services, 35, 133-
141. https://doi.org/10.1016/j.jretconser.2016.12.011

Lin, Y. H. (2015). Innovative brand experience's influence on brand equity
and brand satisfaction. Journal of Business Research, 68(11), 2254~
2259. https://doi.org/10.1016/j.jbusres.2015.06.007

Linda, D. H., & Chen, T. (2014). Exploring positively- versus negatively-
valenced brand engagement: A conceptual model. Journal of Product
and Brand Management, 23(1), 62-74. https://doi.org/10.1108/JPBM-
06-2013-0332

Lindell, M., & Whitney, D. (2001). Accounting for common method vari-
ance in cross-sectional research designs. Journal of Applied Psychology,
86(1), 114-121. https://doi.org/10.1037/0021-9010.86.1.114

Lipkin, M. (2016). Customer experience formation in today's service land-
scape. Journal of Service Management, 27(5), 678-703. https://doi.org/
10.1108/JOSM-06-2015-0180

Liu, Y., Qu, Y., Lei, Z., & Jia, H. (2017). Understanding the evolution of sus-
tainable consumption research. Sustainable Development, 25(5), 414~
430. https://doi.org/10.1002/sd.1671

Luo, B., Li, L. R,, & Sun, Y. (2022). Understanding the influence of con-
sumers' perceived value on energy-saving products purchase inten-
tion. Frontiers in Psychology, 12, Article 640376. https://doi.org/10.
3389/fpsyg.2021.640376

Ma, D., Hu, J., & Yao, F. (2021). Big data empowering low-carbon smart
tourism study on low-carbon tourism O20 supply chain considering
consumer behaviors and corporate altruistic preferences. Computers &
Industrial Engineering, 153, 107061. https://doi.org/10.1016/j.cie.
2020.107061

Mainardes, E. W., Gomes, V. C. A, Marchiori, D., Correa, L. E., & Guss, V.
(2019). Consequences of customer experience quality on franchises
and non-franchises models. International Journal of Retail & Distribution
Management, 47(3), 311-330. https://doi.org/10.1108/1JRDM-09-
2018-0211

Mak, A. H. N., & Chang, R. C. Y. (2019). The driving and restraining forces
for environmental strategy adoption in the hotel industry: A force field
analysis approach. Tourism Management, 73, 48-60. https://doi.org/
10.1016/j.tourman.2019.01.012

Mathmann, F., Chylinski, M., de Ruyter, K., & Higgins, E. T. (2017). When
plentiful platforms pay off: Assessment orientation moderates the
effect of assortment size on choice engagement and product valua-
tion. Journal of Retailing, 93(2), 212-227. https://doi.org/10.1016/j.
jretai.2017.02.001

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psy-
chology. MIT.

Merli, R., Preziosi, M., Acampora, A., & Ali, F. (2019). Why should hotels go
green? Insights from guests experience in green hotels. International
Journal of Hospitality Management, 81, 169-179. https://doi.org/10.
1016/j.ijhm.2019.04.022

Meyer, K. R. (2007). Appealing to and excluding audiences through the
rhetoric of secrecy. Review of Communication, 7(1), 117-120. https://
doi.org/10.1080/15358590701211365

Millar, M., & Baloglu, S. (2011). Hotel guests' preferences for green guest
room attributes. Cornell Hospitality Quarterly, 52(3), 302-311. https://
doi.org/10.1177/1938965511409031



YAN ET AL.

2192 | Corporate Social Responsibility and e &
W l L E Y— Environmental Management é?/ =

Mohd-Ramly, S., & Omar, N. A. (2017). Exploring the influence of store
attributes on customer experience and customer engagement. Interna-
tional Journal of Retail & Distribution Management, 45(11), 1138-1158.
https://doi.org/10.1108/IJRDM-04-2016-0049

Oliver, R. L. (1980). A cognitive model of the antecedents and conse-
quences of satisfaction decisions. Journal of Marketing Research, 17(4),
460-469. https://doi.org/10.2307/3150499

Pansari, A., & Kumar, V. (2017). Customer engagement: The construct,
antecedents, and consequences. Journal of the Academy of Marketing
Science, 45, 294-311.

Papista, E., Chrysochou, P., Krystallis, A., & Dimitriadis, S. (2018). Types of
value and cost in consumer-green brands relationship and loyalty
behaviour. Journal of Consumer Behaviour, 17(1), e101-e113. https://
doi.org/10.1002/ch.1690

Pareigis, J., Echeverri, P., & Edvardsson, B. (2012). Exploring internal
mechanisms forming customer servicescape experiences. Journal of
Service Management, 23(5), 677-695. https://doi.org/10.1108/
09564231211269838

Petzer, D. J., & Van Tonder, E. (2019). Loyalty intentions and selected rela-
tionship quality constructs: The mediating effect of customer engage-
ment. International Journal of Quality & Reliability Management, 36,
601-619.

Phipps, M., Ozanne, L. K., Luchs, M. G., Subrahmanyan, S., Kapitan, S.,
Catlin, J. R, Gau, R., Naylor, R. W., Rose, R. L., Simpson, B., &
Weaver, T. (2013). Understanding the inherent complexity of sustain-
able consumption: A social cognitive framework. Journal of Business
Research, 66(8), 1227-1234. https://doi.org/10.1016/j.jbusres.2012.
08.016

Pierce, J. L., Kostova, T., & Dirks, K. T. (2003). The state of psychological
ownership: Integrating and extending a century of research. Review of
General Psychology, 7(1), 84-107. https://doi.org/10.1037/1089-
2680.7.1.84

Piligrimiene, Z., Zukauskaite, A., Korzilius, H., Banyte, J., & Dovalieng, A.
(2020). Internal and external determinants of consumer engagement in
sustainable consumption. Sustainability, 12(4), 1349.

Pine li, B., & Gilmore, J. (1999). The experience economy. Harvard Univer-
sity Press.

Raina, S., Chahal, H., & Dutta, K. (2019). Customer experience and its mar-
keting outcomes in financial services: A multivariate approach. In H.
Chahal, J. Jyoti, & J. Wirtz (Eds.), Understanding the role of business ana-
lytics: Some applications (pp. 119-143). Springer Singapore.

Ringle, C. M., Sarstedt, M., & Straub, D. W. (2012). A critical look at the
use of PLS-SEM in MIS quarterly. MIS Quarterly, 36, iii.

Riva, F., Magrizos, S., Rubel, M. R. B., & Rizomyliotis, I. (2022). Green con-
sumerism, green perceived value, and restaurant revisit intention: Mil-
lennials' sustainable consumption with moderating effect of green
perceived quality. Business Strategy and the Environment, 31(7), 2807-
2819. https://doi.org/10.1002/bse.3048

Roman-Augusto, J. A., Garrido-Lecca-Vera, C., Lodeiros-Zubiria, M. L., &
Mauricio-Andia, M. (2022). Green marketing: Drivers in the process of
buying green products-the role of green satisfaction, green trust,
green WOM and green perceived value. Sustainability, 14(17), Article
10580. https://doi.org/10.3390/su141710580

Roy, S. K., Balaji, M. S., Soutar, G., Lassar, W. M., & Roy, R. (2018). Cus-
tomer engagement behavior in individualistic and collectivistic mar-
kets. Journal of Business Research, 86, 281-290. https://doi.org/10.
1016/j.jbusres.2017.06.001

Sangroya, D., & Nayak, J. K. (2017). Factors influencing buying behaviour
of green energy consumer. Journal of Cleaner Production, 151, 393-
405. https://doi.org/10.1016/j.jclepro.2017.03.010

Santini, F. D., Ladeira, W., Pinto, D. C., Herter, M. M., Sampaio, C. H., &
Babin, B. J. (2020). Customer engagement in social media: A frame-
work and meta-analysis. Journal of the Academy of Marketing Science,
48(6), 1211-1228. https://doi.org/10.1007/s11747-020-00731-5

Sashi, C. M. (2012). Customer engagement, buyer-seller relationships, and
social media. Management Decision, 50(2), 253-272. https://doi.org/
10.1108/00251741211203551

Saut, M., & Big, S. (2022). Impact of service expectation, experiential qual-
ity, and perceived value on hotel customer satisfaction. Journal of
Quality Assurance in Hospitality & Tourism, 1-29, 1-29. https://doi.org/
10.1080/1528008X.2022.2141414

Shao, L., & Liu, Q. (2022). Decision-making and the contract of the comple-
mentary product supply chain considering consumers' environmental
awareness and government green subsidies. International Journal of
Environmental Research and Public Health, 19(5), 3100.

Sharma, P., Jain, K, Kingshott, R. P. J., & Ueno, A. (2020). Customer
engagement and relationships in multi-actor service ecosystems. Jour-
nal of Business Research, 121, 487-494. https://doi.org/10.1016/j.
jbusres.2020.07.031

Sharma, V. M., & Klein, A. (2020). Consumer perceived value, involvement,
trust, susceptibility to interpersonal influence, and intention to partici-
pate in online group buying. Journal of Retailing and Consumer Services,
52,101946. https://doi.org/10.1016/j.jretconser.2019.101946

Sheth, J. N., Newman, B. |., & Gross, B. L. (1991). Why we buy what we
buy - A theory of consumption values. Journal of Business Research,
22(2), 159-170. https://doi.org/10.1016/0148-2963(91)90050-8

Shih, K. H. (2018). The grass is greener: Developing and implementing a green
consumer satisfaction index. International Journal of Mobile Communica-
tions, 16(5), 573-591. https://doi.org/10.1504/1JMC.2018.094359

Simon, F., & Tossan, V. (2018). Does brand-consumer social sharing mat-
ter? A relational framework of customer engagement to brand-hosted
social media. Journal of Business Research, 85, 175-184. https://doi.
org/10.1016/j.jbusres.2017.12.050

Sinci¢ Cork, D., & Jelic, D.(2015). Applicability of Keller's brand equity model
in the B2B chemical market. Economic Research-Ekonomska IstraZivanja,
28(1),1006-1017.https://doi.org/10.1080/1331677X.2015.1100841

Sivapalan, A., von der Heidt, T., Scherrer, P., & Sorwar, G. (2021). A con-
sumer values-based approach to enhancing green consumption. Sus-
tainable Production and Consumption, 28, 699-715. https://doi.org/10.
1016/j.spc.2021.06.013

So, K. K. F., King, C., & Sparks, B. (2014). Customer engagement with tour-
ism brands: Scale development and validation. Journal of Hospitality
and Tourism Research, 38(3), 304-329. https://doi.org/10.1177/
1096348012451456

Suphasomboon, T., & Vassanadumrongdee, S. (2022). Toward sustainable
consumption of green cosmetics and personal care products: The role
of perceived value and ethical concern. Sustainable Production and Con-
sumption, 33, 230-243. https://doi.org/10.1016/j.spc.2022.07.004

Syarifuddin, D., & Alamsyah, D. P. (2017). Green perceived value for envi-
ronmentally friendly products: Green awareness improvement. Jurnal
Ekonomi Pembangunan (Surakarta, Indonesia), 18(2), 245. https://doi.
org/10.23917/jep.v18i2.5145

Tabaku, E., & Kruja, D. (2019). An integrated framework for customer loy-
alty in the hotel sector. Serbian Journal of Management, 14(1), 205-
221. https://doi.org/10.5937/sjm14-18253

Tang, C. M. F., & Lam, D. (2017). The role of extraversion and agreeable-
ness traits on Gen Y's attitudes and willingness to pay for green hotels.
International Journal of Contemporary Hospitality Management, 29(1),
607-623. https://doi.org/10.1108/1JCHM-02-2016-0048

Teixeira, J., Patricio, L, Nunes, N. J., Nobrega, L., Fisk, R. P, &
Constantine, L. (2012). Customer experience modeling: From customer
experience to service design. Journal of Service Management, 23(3),
362-376. https://doi.org/10.1108/09564231211248453

Teng, Y.-M., & Wu, K.-S. (2019). Sustainability development in Hospitality:
The effect of perceived value on customers' green restaurant behav-
ioral intention. Sustainability, 11(7), 1987.

Torres-Moraga, E. I., Alonso-Dos-Santos, M., & Carvajal-Truijillo, E. (2021).
Green hotel patronage intention through biospheric values. Sustainable



YAN ET AL.

Corporate Social Responsibility and

Production and Consumption, 27, 602-612. https://doi.org/10.1016/j.
spc.2021.01.028

Trang, H. L. T., Lee, J.-S., & Han, H. (2019). How do green attributes elicit
pro-environmental behaviors in guests? The case of green hotels in
Vietnam. Journal of Travel & Tourism Marketing, 36(1), 14-28. https://
doi.org/10.1080/10548408.2018.1486782

Triantafillidou, A., & Siomkos, G. (2018). The impact of Facebook experi-
ence on consumers' behavioral brand engagement. Journal of Research
in Interactive Marketing, 12(2), 164-192. https://doi.org/10.1108/
JRIM-03-2017-0016

Ullah, A., Aimin, W., & Ahmed, M. (2018). Smart automation, customer
experience and customer engagement in electric vehicles. Sustainabil-
ity, 10(5), Article 1350. https://doi.org/10.3390/su10051350

Ullah, A., Zhang, Q. Y., & Ahmed, M. (2021). The impact of smart connec-
tivity features on customer engagement in electric vehicles. Sustain-
able Production and Consumption, 26, 203-212. https://doi.org/10.
1016/j.spc.2020.10.004

van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., &
Verhoef, P. C. (2010). Customer engagement behavior: Theoretical
foundations and research directions. Journal of Service Research, 13(3),
253-266. https://doi.org/10.1177/1094670510375599

Vivek, S. D., Beatty, S. E., Dalela, V., & Morgan, R. M. (2014). A generalized
multidimensional scale for measuring customer engagement. Journal of
Marketing Theory and Practice, 22(4), 401-420. https://doi.org/10.
2753/MTP1069-6679220404

Wang, C. Y., & Wu, L. W. (2012). Customer loyalty and the role of relation-
ship length. Managing Service Quality, 22(1), 58-74. https://doi.org/10.
1108/09604521211198119

Wang, Q. L., Long, X. L, Li, L, Kong, L. L., Zhu, X., & Liang, H. (2020).
Engagement factors for waste sorting in China: The mediating effect
of satisfaction. Journal of Cleaner Production, 267, 122046. https://doi.
org/10.1016/j.jclepro.2020.122046

Wasaya, A., Saleem, M. A.,, Ahmad, J.,, Nazam, M., Khan, M. M. A, &
Ishfag, M. (2021). Impact of green trust and green perceived quality on
green purchase intentions: A moderation study. Environment, Develop-
ment and Sustainability, 23(9), 13418-13435. https://doi.org/10.
1007/s10668-020-01219-6

Wetzels, M., Odekerken-Schroder, G., & Van Oppen, C. (2009). Using PLS
path modeling for assessing hierarchical construct models: Guidelines
and empirical illustration. MIS Quarterly, 33, 177-195.

White, C., & Yu, Y. T. (2005). Satisfaction emotions and consumer behav-
ioral intentions. Journal of Services Marketing, 19(6), 411-420. https://
doi.org/10.1108/08876040510620184

Environmental Management

Williams, L., Buoye, A., Keiningham, T. L., & Aksoy, L. (2020). The
practitioners' path to customer loyalty: Memorable experiences
or frictionless experiences? Journal of Retailing and Consumer
Services, 57, 102215. https://doi.org/10.1016/j.jretconser.2020.
102215

Woodruff, R. B. (1997). Customer value: The next source for competitive
advantage. Journal of the Academy of Marketing Science, 25(2), 139-
153. https://doi.org/10.1007/BF02894350

Wu, H.-C,, Cheng, C.-C., & A, C.-H. (2018). A study of experiential quality,
experiential value, trust, corporate reputation, experiential satisfaction
and behavioral intentions for cruise tourists: The case of Hong Kong.
Tourism Management, 66, 200-220. https://doi.org/10.1016/j.
tourman.2017.12.011

Youssef, Y. M. A,, Johnston, W. J., AbdelHamid, T. A., Dakrory, M. I., &
Seddick, M. G. S. (2018). A customer engagement framework for a
B2B context. Journal of Business & Industrial Marketing, 33,
145-152.

Yu, Y. X, Li, X., & Jai, T. M. (2017). The impact of green experience on cus-
tomer satisfaction: Evidence from TripAdvisor. International Journal of
Contemporary Hospitality Management, 29(5), 1340-1361. https://doi.
org/10.1108/1JCHM-07-2015-0371

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and
value - A means-end model and synthesis of evidence. Journal of Mar-
keting, 52(3), 2-22. https://doi.org/10.2307/1251446

Zhang, J. Z., Chang, C. W., & Neslin, S. A. (2022). How physical stores
enhance customer value: The importance of product inspection depth.
Journal of Marketing, 86(2), 166-185. https://doi.org/10.1177/
00222429211012106

Zhang, M., Hu, M., Guo, L., & Liu, W. (2017). Understanding relationships
among customer experience, engagement, and word-of-mouth inten-
tion on online brand communities. Internet Research, 27(4), 839-857.
https://doi.org/10.1108/IntR-06-2016-0148

How to cite this article: Yan, D., Wang, C., Sun, T., & Wen, D.
(2024). The impact of service experience on sustainable
customer engagement: The mediation of green perceived
value and customer satisfaction. Corporate Social Responsibility
and Environmental Management, 31(3), 2175-2194. https://
doi.org/10.1002/csr.2685




2194 Corporate Social Responsibility and "z & YAN ET AL.
_LWI LEY— Environmental Management “

APPENDIX

TABLE A1 The measurement items.

Peace of mind (service experience)

PM1 I am confident in X hotel's expertise

PM2 The whole process with X hotel is easy

PM3 X hotel will look after me for a long time

PM4 | stay with X because of my past dealings with X hotel

PM5 I have dealt with X hotel before so getting what | needed was really easy
PMé6 X hotel gives independent advice

Moments of truth (service experience)

MT1 X hotel is flexible in dealing with me and looked out for my needs

MT2 X hotel keeps me up to date

MT3 X hotel is a safe and reputable company/brand

MT4 The people in X hotel have good people skills

MT5 X hotel deal(t) with me correctly when things go (went) wrong
Outcome focus (service experience)

OF1 Staying with X hotel makes the process much easier

OF2 X hotel gives me what | need swiftly

OF3 | prefer X hotel over an alternative provider

OF4 The people in X hotel can relate to my situation

Product experience (service experience)

PE1 I need to choose between different options in X hotel
PE2 I need to receive offers from more than just X hotel
PE3 I need to compare different options from X hotel

PE4 I have one designated contact at X hotel

Green perceived value

GPV1 | think that X hotel's environmental functions have great value for me

GPV2 | think that X hotel's environmental performance meets my expectations

GPV3 | think that | choose X hotel because it is more environmentally friendly than other types of hotels
GPV4 | think that | choose X hotel because it is environmentally friendly

Customer satisfaction

Cs1 The product/service given by X hotel is satisfactory
CS2 | feel good about my decision to choose X hotel
CS3 Overall | am happy with X hotel
Sustainable customer engagement
SCE1 I spend a lot of time looking for information about X hotel
SCE2 I try to switch off the electrical appliances right after using them to reduce electricity consumption
SCE3 I'm used to sorting garbage and reusing as many things as possible

SCE4 I am willing to share relevant information about X hotel with others and recommend them to choose X hotel



