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Abstract

Purpose — By anchoring on the ability-motivation-opportunity (AMO) framework, this research aims to
examine the effect of tourists’ green ability, motivation and opportunity to access green information on digital
media platforms (green AMO) on their intention to stay at green hotels. The study also tests the moderating role
of environmental concern and the mediating role of green attitude in this relationship.
Design/methodology/approach — An online survey was conducted on large Facebook groups and by an
international tour operator in March 2022. Through convenience sampling, 600 responses were collected from
local and international tourists. Partial least squares structural equation modeling was performed to validate
the research model.

Findings — The results reveal that tourists’ intention to stay at green hotels is positively affected by their green
AMO through indirect and direct channels. Specifically, green AMO indirectly effects tourists’ intention to stay
at green hotels by raising their green attitude. The results also indicate that the direct effect is moderated by
environmental concern.

Research limitations/implications — The findings demonstrate the importance of facilitating tourists’
access to environmental information on social media platforms, which enhances green attitude and intention to
stay at green hotels. This study also proposes practical solutions that managers of green hotels can employ to
target green-oriented customers and conduct environmental campaigns on digital platforms.
Originality/value — The research is the first to investigate the effects of tourists’ green AMO on their
intention to stay at green hotels. It is also the first to explore the roles of environmental concern and green
attitude in this relationship.

Keywords Social media, Ability-motivation-opportunity theory, Green attitude, Environmental concern,
Green hotel
Paper type Research paper

1. Introduction ’
The environmental effect of business activities has increased over the past several decades, I
which has changed the way companies operate, especially in the hospitality sector. As a result,

green hotels that focus on environmental sustainability in their business practices have become

more popular (Verma and Chandra, 2016). The reason is that hotels worldwide have paid more Jeunal ofHospitality and Tourism
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JHTI attention to their environmental responsibility in response to tourists’ increased environmental

75 awareness (Merli et al, 2019; Patwary et al., 2022). It is, however, still unclear how adopting

’ green practices will help hotels attract more customers. Some tourists prefer staying at a green

hotel because they perceive that doing so contributes to environmental protection (Nimri et al.,

2020; Rahman and Reynolds, 2016; Tan, 2023). However, other tourists may be reluctant to stay

at green hotels because they are concerned about compromising their luxury and comfort

2724 (Nimri et al., 2020) and/or.they are suspicious that hotels adopt green programs merely for

marketing purposes [1] (Kim and Roseman, 2022; Rahman and Reynolds, 2016). Thus, further

research is needed to explain tourists’ intention to stay at green hotels (hereafter ISGH) in order

to develop effective green marketing/service strategies (Huang et al, 2023; Karim et al., 2023;
Nimri et al., 2020; Tkaczynski et al., 2020).

One of the essential channels for the green marketing strategy to reach customers is
through social media, online platforms where consumers can quickly find and share content
related to eco-friendly products and services (Ballester et al., 2023; Huang et al., 2023; Kapoor
et al, 2022). Users with environmental concerns tend to pay attention to environmental
content on such platforms (Alsaad ef al, 2023; Han et al., 2018). Thus, social media plays a
significant role in forming consumer green behavior (Alsaad et al.,, 2023; Chi, 2021). Through
social media, green hotel managers can promote their environmentally friendly practices to
Increase tourists’ intention to stay at their hotels (Clark et al, 2023; Sharma et al., 2023).

This study adopts the Ability-Motivation-Opportunity (AMO) theory to examine how
tourists’ environmental-related information from social media affects their ISGH. Consumer
behavior researchers first formulated the AMO theory within the context of information
processing theory (Maclnnis and Jaworski, 1989). This theory proposes that a consumer’s
motivation, opportunity, and ability are the situational factors that determine their behavior.
In the literature on green tourism, the AMO theory has been adopted to explain travel
behaviors (Hung and Petrick, 2012; Huy et al, 2022) as well as environmental behaviors
(Pham et al, 2019; Tang et al., 2022). Thus, the AMO theory is suitable for examining how
customers’ motivation, opportunity, and ability to process information about green hotels on
social media — referred to as “green AMO” by Huy et al. (2022) — may affect their behavior,
notably the intention to stay at green hotels.

On examining the relationship between green AMO and intention to stay at green hotels,
this study investigates two channels of impact: the direct channel moderated by environmental
concern and the indirect channel through green attitude. Regarding the direct channel,
environmental concern — the extent to which people are aware of environmental problems and
their willingness to solve these problems — has been found to have a substantial impact on
customers’ green purchase intention (Hao ef al, 2019; Hou and Wu, 2021; Paul et al, 2016).
Previous studies showed that customers’ response to environmental information is conditioned
on their level of environmental concern (Gomez-Carmona et al., 2021, 2022; Putrevu and Lord,
2003). Thus, environmental concern is included in our model as the moderator of the
relationship between green AMO and ISGH. For the indirect channel, the extant literature
suggests that social media users’ motivation, opportunity, and ability to discuss environmental
issues on online platforms enhance their attitude towards such issues, i.e. green attitude (Huy
etal.,2022; Sultan et al., 2020). A more positive attitude toward green issues subsequently drives
green behavior (Huy ef al, 2022; Lien and Cao, 2014; Phan and Pilik, 2018). Consequently, our
research model also includes the green AMO-ISGH link via green attitude as a mediator.

2. Theoretical background and hypothesis development

2.1 The ability-motivation-opportunity (AMO) theory

The ability-motivation-opportunity (AMO) theory includes three dimensions: motivation,
opportunity, and ability, which may influence an individual’s behavior and performance
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(Maclnnis and Jaworski, 1989). Ability is commonly viewed as an employee’s skills or  Tourists’ stay
knowledge to access and absorb information (Gruen et al., 2006; Maclnnis et al., 1991). Ability e

; . at eco-friendly
is a complex construct that generates a collection of factors such as knowledge, awareness, hotels
experience, skills, and accessibility to information and financial resources (Jepson ef al., 2014).

Motivation — which refers to “consumers’ readiness and desire to process brand information

in ad” Maclnnis et al., 1991, p. 34). — is a factor driving a person’s decision-making process

Opportunity is related to situational factors that either enhance or hinder information 2725
processing (Maclnnis and Jaworski, 1989). Opportunity refers to “the extent to which
circumstances evidenced during ad exposure are favorable for brand processing” (Maclnnis
and Jaworski, 1989, p. 7). In the literature on green tourism, the AMO theory has been adopted
to explain tourists’ travel intentions (Hung and Petrick, 2012), eWOM about green hotels (Huy
et al., 2022), staying at green hotels (Li et al., 2022), green hotel citizenship (Pham et al., 2019),
and pro-environmental behavior (Tang et al., 2022).

2.2 AMO theory in the context of green information processing on social media and ISGH
The AMO theory has recently been extended to the context of customer green behavior in
relation to social media. The concept of “green AMO”, which includes three components: green
motivation, opportunity, and ability, was introduced by Huy ef al. (2022) who investigated the
impact these components have on tourists’ adoption of green eWOM. Although we also employ
the green AMO concept in the social media context like Huy et al (2022), our study is novel as it
investigates how green AMO components impact tourists’ ISGH instead of on eWOM. ISGH is
the behavioral intention, often preceding actual behavior like revisit or e WOM.

Within the green AMO concepts, green ability refers to employees’ knowledge and skills to
process green information on digital media (Huy et al, 2022). Bettiga et al. (2018) noted that
high-ability individuals can access information more efficiently and are more proficient in
their activities because they possess relevant knowledge/expertise regarding the product/
activity. Thus, ability positively influences behavior, such as extra-role act (Knies and
Leisink, 2014) or cooperation with customers and suppliers (Yu et al., 2020). In the context of
our research, knowledge and skills in applying social media tools are necessary to help users
search for information and to distinguish accurate versus inaccurate knowledge about
environmental issues from massive online sources (Li ef al, 2022). This will in turn enhance
tourists’ behavior, such as eWOM about green hotels (Huy et al, 2022). Based on these
reasons, we suggest that tourists’ green ability will increase their ISGH. Thus, we propose
hypothesis Hla as follows.

Hila. Green ability positively influences tourists’ intention to stay at green hotels.

Extant literature has provided evidence that motivation significantly affects an individual’s
intention to act (Hung et al., 2011; Raza et al.,, 2018). In the online context, motivation is viewed
as a person’s readiness and desire to connect in know-how exchange with other users (Gruen
et al, 2006). Han et al. (2018) suggested that “pro-environmental travel User-Generated
Content (UGC)” motivates social media users to participate in green dialogues. Huy ef al.
(2022, p. 550) combined these two concepts to define “green motivation” as “individual
motivation to participate in environment-related UGC on social media”. Adapting this
definition, we reason that green motivation drives users to seek and discuss green activities
on digital platforms (Mariani and Borghi, 2022). As a result, they gain more exposure to
environmental issues and will be more likely to take green actions, like sharing e WOM about
green hotels (Huy ef al, 2022) or, in our case, choosing green hotels to stay. Consequently, our
hypothesis H1b is formed as below.

HI1b. Green motivation positively influences tourists’ intention to stay at green hotels.
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JHTI One of the primary advantages of social media is “the notion of constant opportunity to
75 communicate with others, regardless of time or place” (Gruen et al, 2006, p. 452). Social
’ media, therefore, creates opportunities for users to seek information and documents on the
Internet, stimulating them to get involved in activities available on these platforms,
including those aiming at protecting the natural environment (Nisar ef al., 2019; Ran et al.,
2022). Putting “opportunity” into the context of finding environmental information on
2796 social media, Huy et al (2022) defined green opportunity as “the availability of time,
updated information, and favorable conditions (e.g. mobile or computer facilities, social
media apps availability) that facilitate individuals in approaching information relating to
environmental issues on social media”. The results by Huy ef al (2022) demonstrate that
green opportunity positively affects tourists’ green eWOM. Drawing on the AMO theory,
Gruen et al. (2006) indicated that individuals’ opportunities to exchange information may
influence customer value and loyalty. Leung and Bai (2013) also concluded that travelers’
opportunity, which is related to their involvement in hotel social media pages, affects their
page revisit intention. The detailed and updated UGC helps tourists explore various
destinations, and thus may induce them to visit green destinations (Xu ef al., 2023). Based
on this evidence, we propose that green opportunity would positively impact ISGH.
Hypothesis Hlc is formed as below.

HlIc. Green opportunity positively influences tourists’ intention to stay at green hotels.

2.3 Moderating role of environmental concern

Environmental concern is defined as “an attitude towards environmental issues that is an
evaluation” (Hansla et al., 2008, p. 3). Environmental concern refers to the extent to which
people are aware of environmental issues and their willingness to contribute to tackling these
problems (Paul et al, 2016). Under the AMO theory, there has been empirical evidence for the
direct impact of environmental concern on green behavior. For instance, Pham et al. (2019)
indicated that green HRM practices influence an individual’'s behavior towards the green
value of the organization if he/she is committed to the environmental goals. Akhtar et al.
(2021) found that individuals who are more concerned about their environment are more
interested in engaging in pro-environmental behavior. Some scholars suggested that
environmental concern may moderate the effect of advertising messages on individual
behavior as information processing depends on consumers’ environmental concerns (Gomez-
Carmona ef al, 2021, 2022). Specifically, environmental concern influences the effect
advertisement has on the consumption of environmentally friendly products. Putrevu and
Lord (2003) confirmed this by showing that consumers’ motivation, opportunity, and ability
to process web-based messages directly impact their behavior, but is moderated by
consumers’ characteristics, such as their level of environmental concern.

In our context, Line and Hanks (2016) stated that when individuals care about the natural
environment, they are more likely to seek green information on social media and engage in
environmentally responsible actions. Akhtar ef al (2021) showed that consumers who are
interested in sharing ideas and openly discussing environmental issues could improve their
knowledge and skills in information processing, thereby stimulating consumers’ green
behaviors. How green information is processed on social media typically relies on a user’s
motivation, opportunity, and ability (Huy ef al, 2022). Accordingly, we argue that if a tourist
is interested in environmental issues and has good motivation, opportunity, and ability to
process green information on social media, he or she is more likely to engage in green
behavior, ISGH for instance. Thus, we propose the following hypotheses.

H2a. Environmental concern moderates the relationships between green ability and
tourists’ intention to stay at green hotels.
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Hzb. Environmental concern moderates the relationships between green motivationand  Tourists’ stay
tourists’ intention to stay at green hotels. at eco-friendly

HZ2c. Environmental concern moderates the relationships between green opportunity hotels
and tourists’ intention to stay at green hotels.

2.4 Mediating role of green attitude

Attitude is part of the belief-attitude-intention framework (Fishbein and Ajzen, 1975). An 2727
individual’s attitude leads to a positive or negative evaluation of conducting a specific

behavior (Ajzen, 1989). In this study, we adopt the definition of green attitude in the context of

green hotels as “the extent to which a consumer has a favourable or unfavourable feeling

towards issues related to green hotels” (TM et al,, 2021, p. 2643).

Extant literature offers evidence linking attitudes to social media users’ motivation,
opportunity, and ability. Attitude toward social media platforms depends on how individuals
believe in their ability to join and participate in UGC (Gangadharbatla, 2008). More skillful
individuals tend to employ social media for informational goals more than socialization goals
(Correa, 2016). In addition, motivation for using social media to seek information significantly
influence users’ attitude toward social media platforms (Lien and Cao, 2014; Phan and Pilik,
2018; Wu and Sukoco, 2010). Sultan et al. (2020) also showed that individuals’ attitude toward
environmental issues increases when people have the opportunity to access updated green
information on social media platforms. Green attitude is a psychological factor mediating the
connection between green AMO components and eWOM (Huy e al, 2022). Thus, we form our
next hypotheses as:

H3a. Green attitude mediates the relationships between green ability and tourists’
intention to stay at green hotels.

H3b. Green attitude mediates the relationships between green motivation and tourists’
intention to stay at green hotels.

H3c. Green attitude mediates the relationships between green opportunity and tourists’
intention to stay at green hotels.

3. Method
We employed a quantitative research approach to empirically investigate the proposed
hypotheses (see Figure 1) in the present study.

3.1 Sample and data collection procedure

The convenience technique sampling method was used to collect data. One limitation of the
convenience technique is the lack of generalizability of the research findings (Vitriol et al,
2019). Despite this, the technique could be applied if the researchers could not obtain a
representative sample from the target population (Winterstein and Habisch, 2021).
Additionally, this technique is typically employed in online research like our study, where
respondents can be quickly invited using social media (Landers and Behrend, 2015).

Data was collected using online questionnaires. The sample consisted of 600 tourists.
Specifically, selected respondents (i.e. those who have stayed or intended to stay at a green
hotel and are using social media) involved in the survey. First, we posted the link to the
questionnaire in four traveling groups on Facebook. Second, a travel service company
offering domestic and international tours helped us distribute the questionnaire link to
approximately a thousand customers. We clearly stated the purpose of the survey, the data
collection process, the voluntary participation, and respondent anonymity and privacy. The
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Figure 1. concern
Research model

Source(s): Author’s own creation

questionnaire was composed of two sections. The first section included screening questions.
It also collected demographic information, age, gender, marital status, and income. The
second section covered the items to measure green AMO, green attitude, environmental
concern, and tourists’ ISGH. All items were measured on a 7-point Likert scale.

Within the first two weeks of March 2022, 647 questionnaires were collected. After filtering
out missing data and respondents who did not use social media to read or share environment-
related information, 600 questionnaires were retained for our analysis. This number is more
than 10 times the largest number of structural paths directed at a particular construct in our
structural model (Hair ef al,, 2019). Thus, this sample size is acceptable. Table 1 shows the

Variables Frequency Percentage (%)

Age

18-33 298 497

34-49 267 445

>50 35 58

Gender

Male 313 522

Female 287 478

Marital status

Single 208 34.7

Married/divorced/separated 392 65.3

Monthly income (USD)

Less than 300$ 63 10.5

$300 to less than $1,000 285 475
Table 1. $1,000 to less than $5,000 241 40.2
Demographic > $5,000 11 18
characteristics Source(s): Authors’ own creation
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demographic characteristics of 600 respondents. Our sample is relatively balanced in terms of -~ Tourists’ stay
gender. 52.2% of the respondents are male and 47.8% are female. Most respondents are at eco-friendly
between 18 and 33 years old (49.7%) or 34—49 years old (44.5%). Approximately one-third hotels
(34.7%) are single. Most respondents (87.7%) earn from $300 to less than $5,000 per month,

10.5% earn less than $300 and only 1.8% make more than $5,000 per month.

3.2 Measurement instruments 2729
Green ability-motivation—opportunity: Following Huy et al (2022), we adopted the
measurement items for green ability (ABI) from Gruen et al. (2006) and for motivation
(MOT) and opportunity (OPP) from Parra-Lopez et al (2012).

Green attitude: Seven items from Han ef al (2010) and Nimri et al. (2020) were adopted to
measure green attitude (GAT).

Environmental concern: Five items were adopted from German et al. (2022) and Mostafa
(2009) to measure environmental concern (ENC).

Intention to stay at green hotels: We employed three items developed by Han et a/. (2010) to
measure ISGH.

Those measurement items are presented in detail in Table 2. The pilot test was performed
by interviewing five experts (three tourism scholars and two hotel managers) to validate the
content of the survey items, including the accuracy of the translation of the items from
English to Vietnamese as well as the suitability of the items for the context of social media and
tourist green behavior in Vietnam. Minor modifications in wording were made following the
experts’ feedback. The questionnaire was then shared with 50 participants for us to assess its
reliability using Cronbach’s alpha. The Cronbach’s alpha value of all items exceeded of 0.700,
indicating acceptable reliability from the pilot test. Accordingly, we did not remove any item
from the constructs and proceeded with the questionnaire to collect data.

3.3 Data analysis

Exploratory factor analysis (EFA) was performed using IBM SPSS 26. The hypotheses were
then analyzed by performing partial least squares structural equation modeling (PLS-SEM)
with SmartPLS 4.0. Compared to the traditional covariance-based SEM (CB-SEM), PLS-SEM
maximizes the explained variance and thus could be more suitable to test a new research
model (Hair et al, 2019). The method is also capable of advanced assessment of predictions by
a model and is less prone to issues related to small sample size, missing data, and
multicollinearity (Ghasemy et al., 2020).

3.4 Controlling data bias

Harman’s single-factor analysis was first tested. If the first factor accounts for over 50% of
the total variance, common method variance is found (Podsakoff et al., 2003). We analyzed
exploratory factor analysis with the principal axis factoring. The results described that the
first factor explained less than 50% of the overall variance. Then, according to Armstrong
and Overton (1977), the independent /-test was tested by comparing mean values of three
items between two groups (including 10% first-last responses). The findings revealed no
significant difference. Thus, we can conclude that the findings had no problems with common
method variance.

4. Results

4.1 Measurement assessment

First, we employed SPSS 26.0 to conduct an EFA analysis on the first half of our sample (300
observations). The KMO value was 0.952 > 0.80. The Bartlett’s test of sphericity was
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Constructs

Items

Sources

7,5
Green ability

2730

Green
motivation

Green
opportunity

Green attitude

Environmental
concern

Intention to stay
at green hotels

Table 2.
Measurements

ABI1. 1 generally find it easy to discuss environmental issues
with others on social media platforms

ABI2. I can communicate clearly environmental issues on
social media platforms

ABI3.Tam generally good at navigating environmental issues
on social media platforms

ABIA4. I consider myself very skilled in using social media
platforms to discuss environmental issues

ABIb. The personal effort and time I need to find environment-
related information of interest on social media platforms is not
too much

MOT1. The topics related to environmental issues on social
media platforms are generally relevant to me

MOT?2. I am always interested in the environmental issues
being discussed on social media platforms

MOTS3. Discussing environmental issues on social media
platforms energizes me

OPP1. Social media platforms allow me to keep up to date with
information related to environmental protection

OPP2. I have the necessary devices (computer, laptop, mobile
phone, Internet) to access environment-linked information on
these social media platforms

OPP3. 1t is not difficult to discuss environment-related
opinions on social media platforms

I believe staying at a green hotel is

GATI. Extremely bad (1)/Extremely good (7)

GAT?2. Extremely undesirable (1)/Extremely desirable (7)
GATS3. Extremely unpleasant (1)/Extremely pleasant (7)
GAT4. Extremely foolish (1)/Extremely wise (7)

GATS. Extremely unfavorable (1)/Extremely favorable (7)
GATS6. Extremely unenjoyable (1)/Extremely enjoyable (7)
GAT?7. Extremely negative (1)/Extremely positive (7)

ENCI. The balance of nature is very delicate and can be easily
upset.

ENC2. When humans interfere with nature, it often produces
disastrous consequences

ENC3. Humans must live in harmony with nature in order to
survive

ENCA4. Mankind is severely abusing the environment

ENC5. Mankind was created to rule over the rest of nature
ISGH1. I am willing to stay at a green hotel when traveling
ISGH2. I plan to stay at a green hotel when traveling
ISGH3. I will make an effort to stay at a green hotel when
traveling

Source(s): Authors’ own creation

Gruen et al. (2006), Huy
et al. (2022), Parra-Lopez
et al. (2012)

Parra-Lépez et al (2012),
Amaro ef al. (2016), Huy
et al. (2022)

Parra-Lépez et al. (2012),
Huy et al (2022)

Han et al. (2010), Nimri
et al. (2020)

German et al. (2022),
Mostafa (2009)

Han et al (2010), Nimri
et al. (2020), Teng et al.
(2015)

significant at the 0.1% level (p < 0.001). These results were appropriate. Next, the principal
component analysis confirmed that all items with factor loading over 0.50 were appropriately
loaded into the construct (Hair ef al,, 2019). The total variance explained by the factors was
76.018%. Cronbach’s alpha for all constructs was above 0.70. Table 3 presents the EFA

results.

We then used SmartPLS on the second half of our data to assess the reliability and validity
of the constructs. The results suggested for reliability because all composite reliability values
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Tourists’ stay

Items Factor loading X
at eco-friendly
Green AMO hotels
Green ability
ABI1 0.745
ABI2 0.788
ABI3 0.818
ABI4 0.800 2731
ABI5 0.817
Green motivation
MOT1 0.742
MOT?2 0.774
MOTS3 0.767
Green opportunity
OPP1 0.692
OPP2 0.796
OPP3 0.672
Environmental concern
ENC1 0.756
ENC2 0.730
ENC3 0.791
ENC4 0.797
ENC5 0.746
Green attitude
1 believe staying at a green hotel is
GAT]I. Extremely bad (1)/Extremely good (7) 0.738
GAT?2. Extremely undesirable (1)/Extremely desirable (7) 0.785
GATS3. Extremely unpleasant (1)/Extremely pleasant (7) 0.760
GAT4. Extremely foolish (1)/Extremely wise (7) 0.775
GATS5. Extremely unfavorable (1)/Extremely favorable (7) 0.810
GATS. Extremely unenjoyable (1)/Extremely enjoyable (7) 0.765
GATY7. Extremely negative (1)/Extremely positive (7) 0.756
Intention to stay at green hotels
ISGH1 0.760
ISGH2 0.790
ISGH3 0.785 Table 3.
Source(s): Authors’ own creation EFA results

were above the threshold of 0.70 (Nunnally, 1978). Also, the AVE values were better than 0.50,
and their square-rooted values in comparison with the heterotrait-monotrait correlations
confirmed the validity of our data (Table 4).

4.2 Hypothesis testing
We performed SEM to investigate our hypotheses, with demographic factors as control
variables.

Table 5 presents the SEM results. Regarding the direct influence of green AMO on
tourists’ ISGH, with the moderating effect of ENC, the results show that ENC increases the
impact of ABI on ISGH (coefficient = 0.081). Similarly, ENC increased the impact of MOT on
ISGH as the coefficient for the interaction term is positive (0.107) and was significant at the
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JHTI 0.1% level. ENC, however, does not influence the direct impact OPP has on ISGH. Thus, ENC
75 moderates the impact of ABI and MOT on ISGH (H2a and H2b are supported) but not that of
’ OPP (H2c is not supported). All in all, with the moderating effect of ENC, ABI and MOT have
positive impacts on ISGH, and OPP has an insignificant impact. To illustrate the moderating
effect, if ENC increases by 1, the direct impact of ABI on ISGH will be 0.332
(=0.251 + 0.081 X 1) and the impact of MOT will be 0.814 (=0.707 + 0.107 X 1) while the

27392 impact of OPP remains insignificant.
The results for the indirect effect of AMO on ISGH, with GAT as a mediator, show positive
impacts of all three components of green AMO on GAT, the coefficients are 0.151, 0.250, and
0.256, respectively and are significant at the 0.1% level. In turn, GAT’s positive impact on
ISGH is confirmed (the coefficient is 0.415 and significant at the 0.1% level). Thus, GAT has a
strong mediating effect on the influence AMO has on ISGH. The indirect impacts of ABI,

Alpha  Composite reliability ~ AVE ABI MOT OPP GAT ENC ISGH

ABI 0.933 0.933 0737 0858
MOT 0909 0910 0771  0.707 0878
oPP 0.865 0.865 0681 0715 0697 0825
GAT 0.925 0.925 0640 0538 0579 0588  0.800
ENC 0.863 0.867 0568 0450 0485 0548 0463  0.754
ISGH 0927 0.928 0811 0619 0602 0634 0678 0458  0.900
Table 4. Note(s): Square root of AVE in italic. ABL green ability, MOT: green motivation, OPP: green opportunity,
Construct validity and GAT: green attitude, ENC: environmental concern, ISGH: Intention to stay in green hotels
reliability Source(s): Authors’ own creation
Path Estimate SE. z-value p-value Hypotheses
Direct effect of AMO on ISGH with a moderating effect by ENC
ABI — ISGH —0.251 0.207 -1211 0.226 Hla rejected
MOT - ISGH 0.707 0.206 3426 <0.001 H1b accepted
OPP — ISGH —0.089 0.205 —0434 0.664 Hic rejected
ENC x ABI — ISGH 0.081 0.036 2.250 0.024 H2a accepted
ENC X MOT — SGH 0.107 0.036 3.010 0.003 H2b accepted
ENC X OPP — ISGH 0.050 0.036 1.381 0.167 H2c rejected
ENC — ISGH —0.062 0.106 —0.582 0.560
Indirect effect of AMO on ISGH through GAT as mediator
ABI - GAT 0.151 0.044 3.393 <0.001 H3a accepted
MOT — GAT 0.250 0.043 5.842 <0.001 H3b accepted
OPP —» GAT 0.256 0.045 5.681 <0.001 H3c accepted
GAT - ISGH 0415 0.039 10.739 <0.001
Control variables
GENDER — ISGH —0.099 0.066 —1.483 0.138
AGE — ISGH —0.144 0.054 —2.674 0.007
MARITAL — ISGH 0.034 0.069 0.498 0.618
INCOME — ISGH —-0.002 0.041 —0.043 0.966
Note(s): ABI: green ability, MOT: green motivation, OPP: green opportunity, GAT: green attitude, ENC:
Table 5. environmental concern, ISGH: intention to stay in green hotels
SEM analysis Source(s): Authors’ own creation
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MOT, and OPP on ISGH through GAT are 0.063 (0.151 X 0.415), 0.104 (0.250 X 0.145), and ~ Tourists’ stay

0.106 (0.256 X 0.415), respectively. Therefore, all H3a, H3b, H3c are supported. at eco-friendly
Overall, through the direct, moderated by ENC and indirect, through GAT paths, all three hotels

AMO components have total positive effects on ISGH. The total impacts of ABI, MOT, and

OPP on ISGH are 0.395 (=0.332 + 0.063), 0.908 (=0.814 + 0.104), and 0.106 (=0 + 0.106),

respectively. Thus, Hla, H1b, and Hlc are all supported. Of the three MOA components, MOT

has the most overall significant impact on ISGH, followed by ABI and then OPP. 2733

5. Discussion and conclusions

5.1 Conclusions

This study advances the understanding on theroles that travelers’ green AMO elements play
in influencing their ISGH. By drawing on the AMO theory, we develop a new research model
to examine the impact of the green AMO components on tourists’ ISGH through the direct and
indirect channels, with green attitude mediates the green AMO-ISGH relationship while
environmental concern moderates it. The results reveal that tourists’ ISGH is positively
affected by their green AMO via both paths.

This paper makes three important contributions. First, while the literature on green hotels
and social media is getting more and more attention (Clark et al,, 2023; Huang et al., 2023; Raza
and Farrukh, 2023; Sharma et al, 2023), we are the first to investigate factors affecting
tourists’ ISGH in the context of environmental information processing on social media.
Second, prior studies have shown that green attitude is an important factor motivating green
behavior (Huy et al, 2022; Sultan et al., 2020; TM et al., 2021; Wang et al., 2022) but our study is
the first to explore and show how green attitude mediates the green AMO-ISGH relationship.
Finally, the extant literature has paid much attention to environmental concern and
demonstrated that it is an important factor in motivating behavioral intentions (Hao ef a/,
2019; Tanner and Wolfing Kast, 2003; Hoang et al, 2019). While Akhtar et al (2021) and
Adrita and Mohiuddin (2020) have suggested that environmental concern may interact with
the AMO components and strengthen their effects on consumers’ sustainable behavior, our
study is the first to empirically test the moderating effect of environmental concern on the
green AMO - ISGH relationship. Our results indicate that environmental concern is
important in moderating the connections between tourists’ green ability and motivation, but
not opportunity, and their ISGH. Overall, our findings demonstrate the importance of
facilitating tourists’ access to environmental information on social media platforms, which
enhances green attitude and intention to stay at green hotels.

5.2 Theoretical implications

Our results present novel and interesting information. Among the three components, green
motivation has the greatest overall impact on ISGH. This indicates that a tourist’s own
motivation is the strongest force influencing his or her green behavior. This is consistent with
previous studies which have highlighted the role of green motivation on customers’ green
behavior, such as intention to purchase green products and sharing eWOM about green
hotels (Choi and Johnson, 2019; Huy ef al, 2022).

Regarding the direct channel of the impact that the green AMO components have on ISGH,
our results indicate that with the moderating role of environmental concern, ability and
motivation increase tourists’ ISGH. For green ability, it is interesting that the effect it has on
ISGH is significant only when the moderating role of environmental concern is considered.
This means that tourists with knowledge and skill to search for green information on social
media platforms do not intend to stay at a green hotel if they do not care much about
environmental issues. This highlights the crucial role of environmental concern in fostering
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JHTI green consumption (Akhtar ef al, 2021; Hao et al., 2019) and provides further explanation on

75 why customers do not take green actions, in addition to other factors already discovered in

’ the literature such as exaggerated advertising of green products (D’souza and Taghian, 2005).

For green motivation, our results show that tourists’ green motivation influences ISGH more

significantly when consumers have high environmental concerns compared to when they

have low ones. This finding is similar to that of previous studies on the moderating effect of

2734 environmental concern on the relationship betweep personal factors and green behaviors (Al—

Quran et al., 2020; Cachero-Martinez, 2020). The direct effect of green opportunity on ISGH s,

however, insignificant regardless of the social media user’s level of environmental concern.

This outcome is consistent with Gruen ef al’s (2006) research, which indicated that

opportunity plays a minor role in the Internet context. The reason is that individuals often

have enough time and connection, a further increase in opportunity has no impact on their
participation in social media and, subsequently, their green behavioral intention.

For the indirect channel through the mediating effect of green attitude, our study reveals
that all three green AMO components significantly influence tourists’ green attitude. This
finding is consistent with the findings from Huy et al. (2022). Furthermore, green attitude is
found to be positively related to ISGH, thereby playing a mediating role in the green AMO —
ISGH relationship. This aligns with previous studies showing that green attitude is an
important factor motivating green behavior (Huy et al, 2022; TM et al,, 2021; Sultan et al,
2020; Wang et al, 2022). Previous studies have discovered several factors that affect
customers’ green attitude such as green marketing and customer’s green values (Liao ef al,
2020), green knowledge (Amoako et al.,, 2020). Our study adds three more green AMO factors.
By doing so, it highlights the importance of social media in forming consumer’s green
attitude. In addition, it can be concluded that tourists’ green attitude is an essential
determinant of their behavioral intention toward green hotels. Although tourists have the
knowledge and skills to search for green activities on social media, they may not transfer
them into any decisions to stay at green hotels if they do not form positive green attitudes
toward green hotels in advance.

5.3 Practical implications

Our research results entail significant practical implications. First, the findings reveal that
individuals who engage in environmental-related UGC could be the target consumers for
green hotels. Thus, through analytic tools offered by social media platforms, green hotel
managers can identify potential customers based on their seeking of environmental
information. Specifically, social selling — a relatively new sales technique relating to
salespeople using social media to find prospects asking for recommendations online (Belew,
2014) — can be employed. Furthermore, green hotels should develop relevant, high-quality
environmental content and update those contents regularly to facilitate tourists, who may
have insufficient knowledge or skills, to participate in environmental-related discussions on
social media. Green hotels can also share information about their environmental activities on
social media platforms or include hashtags like #greenhotel and #zerowaste on their social
media posts so that tourists can approach the hotel’s official page and find more information
(Park et al, 2020). This is to help tourists interact more easily with environment-related
information and enhance their knowledge about environmental issues as well as about green
hotels.

Second, the significant mediating effect of green attitude indicates that green hotels
should pay close attention to tourists’ green attitude to encourage their ISGH. Getting tourists
to engage more in environmental activities on social media or boosting online green
marketing strategy could be the solution. Those are critical ways to promote a hotel’s green
brand and attract new visitors interested in pro-environmental activities. However, hotel
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managers should carefully conduct this plan to avoid it being perceived as greenwashing,  Tourists’ stay
which could be harmful to the hotel's reputation (Zhang ef al, 2018). £
. Jar on &nan . at eco-friendly

Third, our findings demonstrate that tourists’ environmental concern leads to a higher hotels
ISGH when they are motivated and are able to engage in environmental-related UGC on social
media. Thus, green hoteliers should run environmental campaigns on social media platforms
to raise the awareness of potential customers. For example, hotels could post videos about
environmental protection activities on social media. Those campaigns can encourage the 2735
active involvement of social media users, which could lead to a spread of green activities on
social media. These programs may attract tourists who have paid attention to green
activities, increase their environmental concerns, and encourage them to engage in
environmental activities. All of this would foster their willingness to stay at green hotels.

5.4 Limutations and future research

Our study has several limitations. First, MacInnis and Jaworski (1989) suggest that the three
AMO components could interact with each other when impacting individuals’ behaviors and
performance. Our study did not explore the interactions due to their complication. Thus,
future studies can investigate the interacting impacts of green motivation, opportunity, and
ability on tourists’ green attitudes and behaviors.

Second, this study employed cross-sectional data to test the proposed hypotheses. A cross-
sectional study is used to collect data for a specific point in time, not allowing trends in an
outcome to be monitored over time. Further studies should apply longitudinal data to provide
additional evidence of causality for the examined relationships. For example, the green AMO
components could be rated by travelers before the trip. Then, those respondents will be asked
torate their green attitudes and behaviors after the trip. Moreover, data about tourists’ green
AMO, green attitude, environmental concern, and ISGH were collected using the self-report
technique, leading to potential data bias as well as social desirability bias. Experimental
methods could be employed in future research to address those issues. Finally, we conducted
this study in a single country (Vietnam), which may limit the generalizability of the findings
to other contexts. Future studies can replicate the study in other countries to establish the
robustness and generalizability of the results.

Notes

1. This is often referred to as “greenwashing” — the conveying of misleading information made by a
company about how it performs a green strategy (Chen et al., 2019).

References

Adrita, UW. and Mohiuddin, M.F. (2020), “Impact of opportunity and ability to translate
environmental attitude into ecologically conscious consumer behavior”, Journal of Marketing
Theory and Practice, Vol. 28 No. 2, pp. 173-186, doi: 10.1080/10696679.2020.1716629.

Ajzen, 1. (1989), “Attitude structure and behavior”, in Pratkanis, A.R., Breckler, S.J. and Greenwald,
A.G. (Eds), Attitude Structure and Function, Psychology Press, New York, pp. 241-274.

Akhtar, R., Sultana, S., Masud, M.M,, Jafrin, N. and Al-Mamun, A. (2021), “Consumers’ environmental
ethics, willingness, and green consumerism between lower and higher income groups”,
Resources, Conservation and Recycling, Vol. 168, 105274, doi: 10.1016/j.resconrec.2020.105274.

Al-Quran, A.Z., Alhalalmeh, M.I, Eldahamsheh, M\M., Mohammad, A.A., Hijjawi, G.S., Almomani,
HM. and Al-Hawary, S.I. (2020), “Determinants of the green purchase intention in Jordan: the

moderating effect of environmental concern”, International Jowrnal of Supply Chain
Management, Vol. 9 No. 5, pp. 366-371.

Downloaded from http://www.emerald.com/jhti/article-pdf/7/5/2723/9531977/jhti-05-2023-0355.pdf by Kansai University user on 01 June 2026



JHTI Alsaad, A., Alam, M.M. and Lutfi, A. (2023), “A sensemaking perspective on the association between
75 social media engagement and pro-environment behavioral intention”, Technology in Society,
’ Vol. 72, 102201, doi: 10.1016/j.techsoc.2023.102201.

Amaro, S, Duarte, P. and Henriques, C. (2016), “Travelers’ use of social media: a clustering approach”,
Annals of Tourism Research, Vol. 59, pp. 1-15, doi: 10.1016/j.annals.2016.03.007.

Amoako, GK., Dzogbenuku, RK. and Abubakari, A. (2020), “Do green knowledge and attitude
2736 influence the youth’s green purchasing? Theory of planned behavior”, International Journal of
roductivity and Performance Management, Vol. 0. 8, pp. - , dot: 10. 1Jppm-12-
Productivi d Perfc Me Vol. 69 No. 8 1609-1626, doi: 10.1108/ij 12
2019-0595.

Armstrong, J.S. and Overton, T.S. (1977), “Estimating nonresponse bias in mail surveys”, Journal of
Marketing Research, Vol. 14 No. 3, pp. 396-402, doi: 10.1177/002224377701400320.

Ballester, E., Ruiz-Mafé, C. and Rubio, N. (2023), “Females’ customer engagement with eco-friendly
restaurants in Instagram: the role of past visits”, International Journal of Contemporary
Hospitality Management, Vol. 35 No. 6, pp. 2267-2288, doi: 10.1108/ijchm-02-2022-0178.

Belew, S. (2014), The Art of Social Selling: Finding and Engaging Customers on Twitter, Facebook,
Linkedin, and Other Social Networks, Amacom, available at: https://books.google.com.vn/books?
id=OANPAgAAQBA]&lpg=PP1&ots=ZiWnl_hISd&dq=The%20Art % 200f % 20Social %
20Selling % 3A % 20Finding % 20and % 20Engaging % 20Customers % 200n % 20 Twitter %2C %20

Bettiga, D., Lamberti, L. and Noci, G. (2018), “Investigating social motivations, opportunity and ability
to participate in communities of virtual co-creation”, International Journal of Consumer Studies,
Vol. 42 No. 1, pp. 155-163, doi: 10.1111/ijcs.12409.

Cachero-Martfnez, S. (2020), “Consumer behavior towards organic products: the moderating role of
environmental concern”, Journal of Risk and Financial Management, Vol. 13 No. 12, p. 330, doi:
10.3390/3rfm13120330.

Chen, H., Bernard, S. and Rahman, 1. (2019), “Greenwashing in hotels: a structural model of trust and
behavioral intentions”, Journal of Cleaner Production, Vol. 206, pp. 326-335, doi: 10.1016/j.
jclepro.2018.09.168.

Chi, N.-T.K. (2021), “Understanding the effects of eco-label, eco-brand, and social media on green
consumption intention in ecotourism destinations”, Journal of Cleaner Production, Vol. 321,
128995, doi: 10.1016/j.jclepro.2021.128995.

Choi, D. and Johnson, K.K. (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, Vol. 18, pp. 145-155, doi: 10.1016/j.spc.2019.02.001.

Clark, M., Kang, B. and Calhoun, J.R. (2023), “Green meets social media: young travelers’ perceptions
of hotel environmental sustainability”, Journal of Hospitality and Tourism Insights, Vol. 6 No. 1,
pp. 36-51, doi: 10.1108/jhti-03-2021-0062.

Correa, T. (2016), “Digital skills and social media use: how Internet skills are related to different types
of Facebook use among ‘digital natives™, Information, Communication and Society, Vol. 19
No. 8, pp. 1095-1107, doi: 10.1080/1369118x.2015.1084023.

D’souza, C. and Taghian, M. (2005), “Green advertising effects on attitude and choice of advertising

themes”, Asia Pacific Journal of Marketing and Logistics, Vol. 17 No. 3, pp. 51-66, doi: 10.1108/
13555850510672386.

Fishbein, M. and Ajzen, 1. (1975), Belief, Attitude, Intention and Behavior: an Introduction to Theory
and Research, Addison-Wesley, Reading, MA.
Gangadharbatla, H. (2008), “Facebook me: collective self-esteem, need to belong, and internet self-

efficacy as predictors of the iGeneration’s attitudes toward social networking sites”, Journal of
Interactive Advertising, Vol. 8 No. 2, pp. 5-15, doi: 10.1080/15252019.2008.10722138.

German, ].D., Redi, A AN.P,, Prasetyo, Y.T., Persada, SF., Ong, AK.S, Young, M.N. and Nadlifatin, R.
(2022), “Choosing a package carrier during COVID-19 pandemic: an integration of pro-

Downloaded from http://www.emerald.com/jhti/article-pdf/7/5/2723/9531977/jhti-05-2023-0355.pdf by Kansai University user on 01 June 2026



environmental planned behavior (PEPB) theory and service quality (SERVQUAL)”, Journal of  Tourists’ stay
P ] 1. 346, 13112 i: 10.1016/.jcl .2022.131123. :
Cleaner Production, Vol. 346, 131123, doi: 10.1016/j.jclepro.2022.131123 at eco-frien dly

Ghasemy, M., Teeroovengadum, V., Becker, J.M. and Ringle, C.M. (2020), “This fast car can move hotels
faster: a review of PLS-SEM application in higher education research”, Higher Education,
Vol. 80 No. 6, pp. 1121-1152, doi: 10.1007/s10734-020-00534-1.

Gémez—Carmona, D., Munoz-Leiva, F., Liébana-Cabanillas, F., Nieto-Ruiz, A, Martinez-Fiestas, M. and
Campoy, C. (2021), “The effect of consumer concern for the environment, self-regulatory focus 2737
and message framing on green advertising effectiveness: an eye tracking study”,
Environmental Communication, Vol. 15 No. 6, pp. 813-841, doi: 10.1080/17524032.2021.1914701.

Gémez—Carmona, D, Marin-Dueflas, P.P,, Tenorio,R.C,, Domfnguez, CS, Muﬁoz-Leiva, F. and Liébana-
Cabanillas, FJ. (2022), “Environmental concern as a moderator of information processing: a
fMRI study”, Journal of Cleaner Production, Vol. 369, 133306, doi: 10.1016/j.jclepro.2022.133306.

Gruen, T.W., Osmonbekov, T. and Czaplewski, A]J. (2006), “eWOM: the impact of customer-to-
customer online know-how exchange on customer value and loyalty”, Journal of Business
Research, Vol. 59 No. 4, pp. 449-456, doi: 10.1016/j.jbusres.2005.10.004.

Hair, J.F., Risher, J.J., Sarstedt, M. and Ringle, CM. (2019), “When to use and how to report the results
of PLS-SEM”, European Business Review, Vol. 31 No. 1, pp. 2-24, doi: 10.1108/ebr-11-2018-0203.

Han, H., Hsu, L.TJ. and Sheu, C. (2010), “Application of the theory of planned behavior to green hotel
choice: testing the effect of environmental friendly activities”, Tourism Management, Vol. 31
No. 3, pp. 325-334, doi: 10.1016/j.tourman.2009.03.013.

Han, W., McCabe, S., Wang, Y. and Chong, A.Y L. (2018), “Evaluating user-generated content in social
media: an effective approach to encourage greater pro-environmental behavior in tourism?”,
Journal of Sustainable Tourism, Vol. 26 No. 4, pp. 600-614, doi: 10.1080/09669582.2017.1372442.

Hansla, A., Gamble, A., Juliusson, A. and Gérling, T. (2008), “The relationships between awareness of
consequences, environmental concern, and value orientations”, Journal of Environmental
Psychology, Vol. 28 No. 1, pp. 1-9, doi: 10.1016/j.jenvp.2007.08.004.

Hao, Y., Liu, H,, Chen, H,, Sha, Y., Ji, H. and Fan, ]. (2019), “What affect consumers’ willingness to pay
for green packaging? Evidence from China”, Resources, Conservation and Recycling, Vol. 141,
pp. 21-29, doi: 10.1016/j.resconrec.2018.10.001.

Hoang, T.C, Black, M.C, Knuteson, S.L. and Roberts, AP. (2019), “Environmental pollution,
management, and sustainable development: strategies for Vietnam and other developing
countries”, Environmental Management, Vol. 63 No. 4, pp. 433-436, doi: 10.1007/s00267-019-
01144-z.

Hou, H. and Wu, H. (2021), “Tourists’ perceptions of green building design and their intention of
staying in green hotel”, Tourism and Hospitality Research, Vol. 21 No. 1, pp. 115-128, doi: 10.
1177/1467358420963379.

Huang, S.(S.)., Qu, H. and Wang, X. (2023), “Impact of green marketing on peer-to-peer accommodation
platform users’ repurchase intention and positive word-of-mouth: mediation of trust and
consumer identification”, International Journal of Contemporary Hospitality Management, Vol.
ahead-of-print No. ahead-of-print, doi: 10.1108/[JCHM-10-2022-1300.

Hung, K. and Petrick, ].F. (2012), “Testing the effects of congruity, travel constraints, and self-efficacy
on travel intentions: an alternative decision-making model”, Tourism Management, Vol. 33
No. 4, pp. 855-867, doi: 10.1016/j.tourman.2011.09.007.

Hung, K., Sirakaya-Turk, E. and Ingram, L. (2011), “Testing the efficacy of an integrative model for
community participation”, Journal of Travel Research, Vol. 50 No. 3, pp. 276-288, doi: 10.1177/
0047287510362781.

Huy, L.V,, Phan, QP.T., Phan, HL., Pham, N.T. and Nguyen, N. (2022), “Improving tourists’ green

electronic word-of-mouth: a mediation and moderation analysis”, Asia Pacific Journal of
Tourism Research, Vol. 27 No. 5, pp. 547-561, doi: 10.1080/10941665.2022.2091942.

Downloaded from http://www.emerald.com/jhti/article-pdf/7/5/2723/9531977/jhti-05-2023-0355.pdf by Kansai University user on 01 June 2026



JHTI Jepson, A., Clarke, A. and Ragsdell, G. (2014), “Investigating the application of the Motivation-
Opportunity-Ability model to reveal factors which facilitate or inhibit inclusive engagement

7’5 within local community festivals”, Scandinavian Journal of Hospitality and Tourism, Vol. 14
No. 3, pp. 331-348, doi: 10.1080/15022250.2014.946230.
Kapoor, P.S,, Balaji, M.S,, Jiang, Y. and Jebarajakirthy, C. (2022), “Effectiveness of travel social media
influencers: a case of eco-friendly hotels”, Journal of Travel Research, Vol. 61 No. 5,
pp. 1138-1155, doi: 10.1177/00472875211019469.
2738

Karim, R.A., Rabiul, MK. and Kawser, S. (2023), “Linking green supply chain management practices
and behavioural intentions: the mediating role of customer satisfaction”, Journal of Hospitality
and Tourism Insights, Vol. ahead-of-print No. ahead-of-print, doi: 10.1108/JHTI-04-2023-0241.

Kim, D. and Roseman, M.G. (2022), “The effect of non-optional green practices in hotels on guests’
behavioral intentions”, Journal of Quality Assurance in Hospitality and Tourism, Vol. 23 No. 2,
pp. 345-364, doi: 10.1080/1528008x.2020.1867697.

Knies, E. and Leisink, P. (2014), “Linking people management and extra-role behavior: results of a
longitudinal study”, Human Resource Management Journal, Vol. 24 No. 1, pp. 57-76, doi: 10.
1111/1748-8583.12023.

Landers, RN. and Behrend, T.S. (2015), “An inconvenient truth: arbitrary distinctions between
organizational, Mechanical Turk, and other convenience samples”, Industrial and
Organizational Psychology, Vol. 8 No. 2, pp. 142-164, doi: 10.1017/i0p.2015.13.

Leung, X.Y. and Bai, B. (2013), “How motivation, opportunity, and ability impact travelers’ social
media involvement and revisit intention”, Journal of Travel and Tourism Marketing, Vol. 30
Nos 1-2, pp. 58-77, doi: 10.1080/10548408.2013.751211.

Li, ], Guo, F,, Qu, QX. and Hao, D. (2022), “How does perceived overload in mobile social media
influence users’ passive usage intentions? Considering the mediating roles of privacy concerns
and social media fatigue”, International Journal of Human—Computer Interaction, Vol. 38 No. 10,
pp. 983-992, doi: 10.1080/10447318.2021.1986318.

Liao, Y.K.,, Wu, W.Y. and Pham, T.T. (2020), “Examining the moderating effects of green marketing
and green psychological benefits on customers’ green attitude, value and purchase intention”,
Sustainability, Vol. 12 No. 18, p. 7461, doi: 10.3390/sul2187461.

Lien, CH. and Cao, Y. (2014), “Examining WeChat users’ motivations, trust, attitudes, and positive
word-of-mouth: evidence from China”, Computers in Human Behavior, Vol. 41, pp. 104-111, doi:
10.1016/j.chb.2014.08.013.

Line, N.D. and Hanks, L. (2016), “The effects of environmental and luxury beliefs on intention to
patronize green hotels: the moderating effect of destination image”, Journal of Sustainable
Tourism, Vol. 24 No. 6, pp. 904-925, doi: 10.1080/09669582.2015.1091467.

Maclnnis, DJ. and Jaworski, BJ. (1989), “Information processing from advertisements: toward an
integrative framework”, Journal of Marketing, Vol. 53 No. 4, pp. 1-23, doi: 10.2307/1251376.

Maclnnis, D.J.,, Moorman, C. and Jaworski, BJ. (1991), “Enhancing and measuring consumers’
motivation, opportunity, and ability to process brand information from ads”, Journal of
Marketing, Vol. 55 No. 4, pp. 32-53, doi: 10.2307/1251955.

Mariani, M. and Borghi, M. (2022), “Exploring environmental concerns on digital platforms through
big data: the effect of online consumers’ environmental discourse on online review ratings”,
Journal of Sustainable Tourism, Vol. 31 No. 11, pp. 1-20, doi: 10.1080/09669582.2022.2033982.

Merli, R., Preziosi, M., Acampora, A. and Alj, F. (2019), “Why should hotels go green? Insights from
guests experience in green hotels”, International Journal of Hospitality Management, Vol. 81,
pp. 169-179, doi: 10.1016/1.ijhm.2019.04.022.

Mostafa, M.M. (2009), “Shades of green: a psychographic segmentation of the green consumer in
Kuwait using self-organizing maps”, Expert Systems with Applications, Vol. 36 No. 8,
pp. 11030-11038, doi: 10.1016/j.eswa.2009.02.088.

Downloaded from http://www.emerald.com/jhti/article-pdf/7/5/2723/9531977/jhti-05-2023-0355.pdf by Kansai University user on 01 June 2026



Nimri, R, Patiar, A. and Jin, X. (2020), “The determinants of consumers’ intention of purchasing green  Tourists’ stay
hotel accommodation: extending the theory of planned behavior”, Journal of Hospitality and at eco-friendl
Tourism Management, Vol. 45, pp. 535-543, doi: 10.1016/1.jhtm.2020.10.013. y

Nisar, T.M,, Prabhakar, G. and Strakova, L. (2019), “Social media information benefits, knowledge hotels
management and smart organizations”, Journal of Business Research, Vol. 94, pp. 264-272, doi:
10.1016/5.jbusres.2018.05.005.

Nunnally, J. (1978), Psychometric Theory, Vol. 2, McGraw-Hill, New York. 2739

Park, SB., Kim, ], Lee, YK. and Ok, CM. (2020), “Visualizing theme park visitors’ emotions using
social media analytics and geospatial analytics”, Tourism Management, Vol. 80, 104127, doi: 10.
1016/j.tourman.2020.104127.

Parra-L(;pez, E., Gutiérrez Tano, D., Diaz-Armas, RJ. and Bulchand-Gidumal, J. (2012), “Travellers 2.0:
motivation, opportunity and ability to use social media”, in Sigala, M., Christou, E. and Gretzel,
E. (Eds), Social Media in Travel, Tourism and Hospitality: Theory, Practice and Cases, Ashgate,
Surrey, pp. 171-187.

Patwary, A.K., Rasoolimanesh, S.M., Rabiul, MK, Aziz, R.C. and Hanafiah, M.H. (2022), “Linking
environmental knowledge, environmental responsibility, altruism, and intention toward
green hotels through ecocentric and anthropocentric attitudes”, International Journal of
Contemporary Hospitality Management, Vol. 34 No. 12, pp. 4653-4673, doi: 10.1108/ijchm-01-
2022-0039.

Paul, J., Modi, A. and Patel, J. (2016), “Predicting green product consumption using theory of planned
behavior and reasoned action”, Journal of Retailing and Consumer Services, Vol. 29, pp. 123-134,
doi: 10.1016/jjretconser.2015.11.006.

Pham, N.T,, Tuckova, Z. and Jabbour, CJ.C. (2019), “Greening the hospitality industry: how do green
human resource management practices influence organizational citizenship behavior in hotels?
A mixed-methods study”, Tourism Management, Vol. 72, pp. 386-399, doi: 10.1016/j.tourman.
2018.12.008.

Phan, QP.T. and Pilikk, M. (2018), “The relationship between website design and positive ewom
intention: testing mediator and moderator effect”, Journal of Business Economics and
Management, Vol. 19 No. 2, pp. 382-398, doi: 10.3846/jbem.18.5690.

Podsakoff, P.M., MacKenzie, S.B., Lee, ].Y. and Podsakoff, N.P. (2003), “Common method biases in
behavioral research: a critical review of the literature and recommended remedies”, Journal of
Applied Psychology, Vol. 88 No. 5, pp. 879-903, doi: 10.1037/0021-9010.88.5.879.

Putrevy, S. and Lord, K.R. (2003), “Processing Internet communications: a motivation, opportunity and
ability framework”, Journal of Current Issues and Research in Advertising, Vol. 25 No. 1,
pp. 45-59, doi: 10.1080/10641734.2003.10505140.

Rahman, 1. and Reynolds, D. (2016), “Predicting green hotel behavioral intentions using a theory of
environmental commitment and sacrifice for the environment”, International Journal of
Hospitality Management, Vol. 52, pp. 107-116, doi: 10.1016/j.ijhm.2015.09.007.

Ran, Y., Lewis, AN, Dawkins, E., Grah, R, Vanhuyse, F., Engstrom, E. and Lambe, F. (2022),
“Information as an enabler of sustainable food choices: a behavioral approach to understanding
consumer decision-making”, Sustainable Production and Consumption, Vol. 31, pp. 642-656, doi:
10.1016/j.spc.2022.03.026.

Raza, A. and Farrukh, M. (2023), “Going green: an application of personal value theory to understand
consumers visiting intention toward green hotels in Pakistan”, International Journal of
Contemporary Hospitality Management, Vol. 35 No. 9, pp. 3322-3343, doi: 10.1108/[JCHM-05-
2022-0602.

Raza, S.A., Qazi, W. and Shah, N. (2018), “Factors affecting the motivation and intention to become an
entrepreneur among business university students”, International Journal of Knowledge and
Learning, Vol. 12 No. 3, pp. 221-241, doi: 10.1504/ijk1.2018.10013488.

Downloaded from http://www.emerald.com/jhti/article-pdf/7/5/2723/9531977/jhti-05-2023-0355.pdf by Kansai University user on 01 June 2026



JHTI Sharma, T., Chen, J.S., Ramos, W.D. and Sharma, A. (2023), “Visitors’ eco-innovation adoption and

75 green consumption behavior: the case of green hotels”, International Journal of Contemporary

’ Hospitality Management, Vol. ahead-of-print No. ahead-of-print, doi: 10.1108/ijchm-04-
2022-0480.

Sultan, M.T., Sharmin, F., Badulescu, A., Stiubea, E. and Xue, K. (2020), “Travelers’ responsible
environmental behavior towards sustainable coastal tourism: an empirical investigation on

social media user-generated content”, Sustainability, Vol. 13 No. 1, p. 56, doi: 10.3390/
2740 su13010056.

Tan, L.L. (2023), “Understanding consumers’ preferences for green hotels — the roles of perceived
green benefits and environmental knowledge”, Journal of Hospitality and Tourism Insights,
Vol. 6 No. 3, pp. 1309-1327, doi: 10.1108/jhti-01-2022-0038.

Tang, H., Ma, Y. and Ren, J. (2022), “Influencing factors and mechanism of tourists’ pro-environmental
behavior—Empirical analysis of the CAC-MOA integration model”, Frontiers in Psychology,
Vol. 13, 1060404, doi: 10.3389/fpsyg.2022.1060404.

Tanner, C. and Wolfing Kast, S. (2003), “Promoting sustainable consumption: determinants of green
purchases by Swiss consumers”, Psychology and Marketing, Vol. 20 No. 10, pp. 883-902, doi: 10.
1002/mar.10101.

Teng, YM,, Wu, K.S. and Liu, HH. (2015), “Integrating altruism and the theory of planned behavior to
predict patronage intention of a green hotel”, Journal of Hospitality and Tourism Research,
Vol. 39 No. 3, pp. 299-315, doi: 10.1177/1096348012471383.

Tkaczynski, A., Rundle-Thiele, S. and Truong, V.D. (2020), “Influencing tourists’ pro-environmental
behaviors: a social marketing application”, Tourism Management Perspectives, Vol. 36, 100740,
doi: 10.1016/5.tmp.2020.100740.

Tm, A., Kaur, P., Bresciani, S. and Dhir, A. (2021), “What drives the adoption and consumption of
green hotel products and services? A systematic literature review of past achievement and
future promises”, Business Strategy and the Environment, Vol. 30 No. 5, pp. 2637-2655, doi: 10.
1002/bse.2768.

Verma, V.K. and Chandra, B. (2016), “Hotel guest’s perception and choice dynamics for green hotel
attribute: a mix method approach”, Indian Journal of Science and Technology, Vol. 9 No. 5,
pp. 1-9, doi: 10.17485/1jst/2016/v915/77601.

Vitriol, J.A., Larsen, E.G. and Ludeke, S.G. (2019), “The generalizability of personality effects in
politics”, European Journal of Personality, Vol. 33 No. 6, pp. 631-641, doi: 10.1002/per.2222.

Wang, L., Wang, Z.X., Zhang, Q., Jebbouri, A. and Wong, P.P.W. (2022), “Consumers’ intention to visit
green hotels—a goal-framing theory perspective”, Journal of Sustainable Tourism, Vol. 30 No. 8,
pp. 1837-1857, doi: 10.1080/09669582.2021.1977937.

Winterstein, J. and Habisch, A. (2021), “Is local the new organic? Empirical evidence from
German regions”, British Food Journal, Vol. 123 No. 11, pp. 3486-3501, doi: 10.1108/bfj-06-
2020-0517.

Wu, W.Y. and Sukoco, B.M. (2010), “Why should I share? Examining consumers’ motives and
trust on knowledge sharing”, Journal of Computer Information Systems, Vol. 50 No. 4,
pp. 11-19.

Xu, H,, Cheung, LT, Lovett, ], Duan, X, Pei, Q. and Liang, D. (2023), “Understanding the
influence of user-generated content on tourist loyalty behavior in a cultural World Heritage
Site”, Tourism Recreation Research, Vol. 48 No. 2, pp. 173-187, doi: 10.1080/02508281.2021.
1913022.

Yu, W., Chavez, R., Feng, M., Wong, C.Y. and Fynes, B. (2020), “Green human resource management
and environmental cooperation: an ability-motivation-opportunity and contingency
perspective”, International Journal of Production Economics, Vol. 219, pp. 224-235, doi: 10.
1016/].ijpe.2019.06.013.

Downloaded from http://www.emerald.com/jhti/article-pdf/7/5/2723/9531977/jhti-05-2023-0355.pdf by Kansai University user on 01 June 2026



Zhang, L., L, D, Cao, C. and Huang, S. (2018), “The influence of greenwashing perception on green  Tourists’ stay
purchasing intentions: the mediating role of green word-of-mouth and moderating role of t friendl
green concern”, Journal of Cleaner Production, Vol. 187, pp. 740-750, doi: 10.1016/j.jclepro. at eco-friendly
2018.03.201. hotels

About the authors
Dr Le Van Huy is Associate Professor in Marketing at University of Economics,
The University of Danang, Vietnam. His research is focused on green marketing, 2741
! = e-commerce, innovation and tourism. He has led numerous commercial research
g WA projects, including building customer satisfaction indices and tourist destination
— branding in Vietnam. Le Van Huy has published in reputable journals such as
A Tourism Management Perspectives, Asia Pacific Journal of Tourism Research,
“ \‘ International Journal of Bank Marketing, efc. He holds a Ph.D. degree from the
University of Nantes, France. Le Van Huy is the corresponding author and can be
contacted at: levanhuy@due.edu.vn

Dr Hien T.T. Nguyen is Lecturer in Management at Birmingham City Business School,
Birmingham City University, United Kingdom. She holds a Ph.D. degree in Business
and Management Studies from the University of Southampton. Hien’s previous
qualifications include a BA degree in International Business Management, a Post
Graduate Certificate in Hospitality Management, and a Master of Business
Administration degree. Hien’s research interest lies in sustainable entrepreneurship,
corporate social responsibility, sustainable tourism and sustainability in higher
education. Her research has been published in the Journal of Small Business
Management, Journal of International Economics and Management and Compass: The Journal of
Learning and Teaching. Hien used to serve as Aspiring Career Editor for the Tourism Management
Perspectives journal.

Dr Phan Hoang Long is Lecturer of Business Administration at School of Economics,

The University of Danang, Vietnam. He is interested in cross-disciplinary research

—— involving, but not limited to, finance, international business and marketing. Hoang-
Long has also undertaken various commercial research projects, including tourism
M labor market analyses and sustainable economic development in Australia and
Vietnam. He holds a Ph.D. degree from The University of Adelaide, Australia and an

e MBA degree from Cornell University, USA.

£

Dr Phan Quyen Phu Thi is Lecturer of Faculty of Marketing at University of
Economics, The University of Danang, Vietnam. Her research interests are online
consumer behavior, social media marketing and Tourism. She has published her
research in journals, such as Information Systems and e-Business Management,
Journal of Business Economics and Management, International Journal of Manpower,
Journal of Internet Commerce, E & M Economics and Management.

A5
=~

Dr Nhat Tan Pham is currently Chair of Hospitality Management Department,
International University — Vietnam National University HCMC. He has published his
research in journals that are highly ranked in ABDC and C-ABS list, such as Human
Resource Management Jowrnal, Tourism Management, International Jouwrnal of
Hospitality Management and Journal of Sustainable Tourism, among others.

For instructions on how to order reprints of this article, please visit our website:

www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

Downloaded from http://www.emerald.com/jhti/article-pdf/7/5/2723/9531977/jhti-05-2023-0355.pdf by Kansai University user on 01 June 2026



