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ABSTRACT

Band image is established to create an environment for customers living in green hotels. Customers can
participate in environmental protection measures away from home. The goal is to help consumers
generate a positive green perceived value, green trust, and green consumption attitude toward green
hotels, thereby improving green consumption intention. The present study explores relationships between
brand image, green perceived value, green trust, green consumption attitude, and green consumption
intention for the green hotel industry. We find significantly positive correlations and impacts among brand
image, green perceived value, green trust and green comsumption attitude, and green consumption
intention. These findings provide perspectives and insights into the impact on green consumption
intention.  The environmentally friendly hotel industry might use this information to implement
environmental protection measures and make strategic suggestions to promote public green consumption.
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INTRODUCTION

concept and policy of environmentally friendly hotel or eco-hotel. The service provider creates

better brand image by marketing strategies, thereby increasing perceived value. Therefore, the
good brand image of the eco-hotel promotes sentiments of popular, distinguished, or positively impressive.
This kind of green hotel is regarded to be valuable for lodgers. Environmental protection consciousness of
consumers could affect customers' green perceived values, and consequently the attitudes and intentions
of purchasing green products (Yu, 2009). Monroe and Krishnan (1985) proposed customer’s perceived
value of the product or service could affect his purchase intention. In other words, good products and
services combine with the brand image to retain key consumers and acquire sales performance. Therefore,
it is important for consumers to perceive the value of green products and to cause green hotels to provide
better services to them.

Due to the rise of environmental protection consciousness, many countries have developed the

A hotel enterprise could increase customer’s trust and establish a good relationship with the customer by
creating a good physical environment and training outstanding sales staff. Trust has positive direct
impacts on future commitments of the customer and the enterprise as well as customer voluntary
behaviors. However, the symbolic and experiential benefits of the enterprise could be maintained. This
implies it could prompt enhanced customer trust to generate participation, cooperation and loyalty
behaviors through the promotion of social status, value identity and pleasure service experience. Trust is
regarded as the basis of continuing to maintain relations between enterprises and customers. Therefore,
green hotels must establish long-term, interactive and trustful relationships with customers to increase
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customer consumption intention and retain customers.

The objectives of this study are to construct dimensions to measure brand image of green hotels, green
perceived value, green trust, green consumption attitude, and green consumption intention. We explore
the relations and effects between brand image of green hotel, green perceived value, green trust, green
consumption attitude, and green consumption intention, and examine whether there are significant
perceptions on brand image of green hotel, green perceived value, green trust, green consumption attitude,
and green consumption intention.

LIERATURE REVIEW

Brand image can be viewed as the image or position of the brand in the mind of consumers and also as a
source of information for them. It can influence consumers to perceive higher and more persistent
stability of a brand. A successful brand depends on a good brand image and a fit between the brand and
its extension category (Hagtvedt and Patrick, 2008). According to Mariola and Elena (2005), brand image
can be created through sales promotions. Brand image is a bundle of associations with the brand within
the mind of consumers. Brand image consists of brand beliefs, which consumers develop on various
attributes of the brand. It can help differentiate the product or service of a brand from that of its
competitors (Kotler, 1996). Porter and Claycomb (1997) measured brand image by functional qualities
and symbolic attributes. Functional attributes refer to the physical properties of the brand, such as utility.
Symbolic attributes include status, reputation, and recognition. User characteristics are usually described
by adjectives such as simple, romantic, successful, ordinary, compliant and elegant. Brand image is a
perception created by marketers based on consumer needs and benefits. Three concept benefits which are
functional benefits, symbolic benefits and experiential benefits are usually employed for creating brand
image (Park et al., 1986; Bhat and Reddy, 1998; Putrevu and Lord, 1994; Belen et al., 2001).

Green products are referred to as environmentally friendly products or environment conscious products.
Green product is a newly coined term. Since the scope and diversity of green products are wide, a
globally consistent definition for this term has not been established. Currently, most nations have their
own definitions and development of green products. According to Environmental Protection Agency,
Executive Yuan (2010, 2013), green product refers to any product which, from its manufacture to use and
disposal, conforms to the general requirements of environment protection. These characteristics include
being recyclable or energy saving, low pollution or low carbon emission. Perceived value is the difference
between the perceived benefits and costs of a product or service (Chen, 2004). Cheng (2010) indicated
that significant differences exist between innovation-oriented, utility-oriented, and price-oriented
consumers in their perception of functional value, social value, time risk, functional risk of green products,
and in attitude and intention toward buying green products.

Morgan and Hunt (1994) described trust as the perception of confidence in the exchange partner’s
reliability, customer orientation, re-patronage intention, and integrity. Trust reduces customers’ perceived
risk of being loyal to a product, brand or business. Customers with more trust in a business are more
willing to maintain their relationship with the business and less likely to switch to other businesses. Trust
mitigates customer anxiety and can be a predictor of customer behavioral intention. Deng et al. (2010)
stated that trust can be regarded as a belief or an intention.

According to Kotler (2003), attitude is a general and rather persistent evaluation about a person, an article,
an advertisement or an issue. Chen (2004) defined green consumption attitude as the consumer’s
consistent perception of a green behavior. Such perception can be positive or negative. It consists of three
elements, including cognition, affection and behavioral intention. Cognition is an individual’s belief or
knowledge about a specific person or object. Affection refers to an individual’s feelings, emotions or
overall evaluation about a specific person or object. Behavioral intention is one’s propensity to take a
specific action toward a specific person or object. It is more persistent and general in nature (Ajzen and
Fishbein, 1980; Taylor and Todd, 1995).
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Hawkins et al. (1992) also identified three components of attitude, including cognitive, affective, and
intentional. Based on semantic differential method, Taylor and Todd (1995) measured green consumption
attitude on a seven-point scale. Yang (2011) found that green consumption information was influential to
students. Shim and Eastlick (1998) proposed that people with power orientation tend to hold an opposing
or doubtful attitude toward green appeals. Those with no particular orientation tend to have no special
preference. Those with a self-actualizing or social affiliation orientation tend to hold a positive attitude
toward green consumption (Peng, 2003).

Green consumption intention refers to the consumer’s likelihood of engaging in green consumption.
Intention, such as repurchase intention or intention to recommend, can be a predictor of a specific
behavior. For example, customer’s post-purchase intention is an important index for businesses. For any
business, increasing the buying intention of consumers is an important goal. The stronger their buying
intention is, the more likely they are to stay with the business. Chen (2003) mentioned that green
consumption covers a wide range of activities from pre-purchase to post-activities activities. These
activities include evaluating the necessity of buying, recyclability or waste classification of the product to
buy, and providing green needs to the manufacturer. All of these activities are intended to help protect the
environment. Wei and Ko(2008) found a positive relationship between green consumption attitude and
green consumption behavior among 464 adults.

RESEARCH METHODOLOGY

The present study investigated the green hotel industry in Taiwan from a customer perspective. Based on
previous literature, this study attempted to explore the impacts among brand image, green perceived value,
green trust, green consumption attitude, and green consumption intention in the context of green hotels.
The research structure was developed based on variables discussed in the literature review. This study
also explores the differences in each of these variables across demographic variables.

Hypothesis Development

Juhl et al. (2002) stated that customer expectation and perceived quality positively affect perceived value
through brand image. Higher perceived value results in higher customer satisfaction. Brand image is the
sum of information about a product or service. It consists of various associations in consumers’ mind.
Hence, brand image is an important element of brand equity. A positive brand image can enhance
perceived product quality and further affects consumers’ purchase intention (Biel, 1992; Romaniuk and
Sharp, 2003). Accordingly, we propose the following hypothesis.

H11: Brand image is significantly and positively related to green perceived value.

Chen (2009) empirically showed that green brand image has a positive effect on green trust. He suggested
that businesses should invest more resources in green brand image, green satisfaction, and green trust,
because green brand image, green satisfaction, and green trust are positively related to green brand equity.
Hsieh (2002) mentioned that brand image helps consumers differentiate a specific brand from its
competitors. Consumers tend to have a better attitude toward, or more trust in, products or services which
they are familiar with and have a better brand quality. Brand image and trust are positively related mainly
because brand image can reduce perceived risk and further increase purchase intention (Flavia'n et al.,
2005). It can be inferred from the above findings that a better brand image can contribute to higher green
trust. Therefore, we propose the following hypothesis:

H/’: Brand image is significantly and positively related to green trust.

According to Hoeffler and Keller (2003), the marketing activities of strong brands, such as advertising,
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promotion, and philanthropic events, contributed to higher customer loyalty and buying intention. In other
words, brand image has a positive relationship with advertisement, sales, consumption attitude and
behavior. Zeithaml and Bitner (1996) pointed out that brand image affects perceived value, consumption
attitude, and consumption behavior. Yu (2006) also found a positive relationship between brand image
and consumption attitude. It can be inferred from the above findings that brand image affects green
consumption attitude positively. A better brand image helps create a better green consumption attitude.
Therefore, we propose the following hypothesis:

H13: Brand image is significantly and positively related to green consumption attitude.

Li (2009) examined green consumption behavior among Taiwanese consumers. He empirically showed
that green perceived value is positively related to green consumption intention. In other words, consumers
have higher green consumption intention when they perceive a higher value of green products. Lien et al.
(2011) found a significant relationship among online service quality, perceived value, satisfaction, and
behavioral intention in an online shopping context. They suggested that better online service quality helps
enhance customer perceived value, which in turn will positively affect behavioral intention. Therefore, we
propose the following hypothesis:

H/*: Green perceived value is significantly and positively related to green consumption intention.

Kai (2004) noted that consumers are willing to accept unknown risks when shopping in an online store
they trust. Trust has a significant and positive effect on behavioral intention. Behavioral intention
increases with the increase of trust. Swan et al. (1999) found, in a review of empirical literature, that trust
can lead to higher behavioral intention and further stimulate buying behavior. Therefore, we propose the
following hypothesis:

H7’: Green trust is significantly and positively related to green consumption intention.

Han et al. (2010) showed that attitude, subjective norm, and perceived behavioral control are determinants
of behavioral intention. That is to say, consumers’ green consumption attitude and concern for the
environment are positively related to their green consumption intention (Chan, 1999; Straughan and
Roberts, 1999). Mostafa (2007) showed a strong and positive relationship between consumers’ attitude
toward green purchase and actual green purchase behavior. Li (2009) empirically found that green
consumption attitude has a positive effect on green consumption intention. For businesses of green
products or services, it is important to monitor whether consumers continue to hold a positive attitude
toward green consumption so as to avoid and quickly react to any decline in their green consumption.
Accordingly, we propose the following hypothesis:

H16: Green consumption attitude is significantly and positively related to green consumption intention.

Demographic differences exist in Brand Image, Green Perceived Value, Green Trust, Green Consumption
Attitude, and Green Consumption Intention. Ou (2007) pointed out consumers’ perception of brand image
and repurchase behavior would significantly vary across some demographic variables, including gender,
age, education, and income. Both Chang (2005) and Chen (2009) also note that perception of brand image
would vary across background variables. In Van Liere and Dunlap (1981), environmental attitude varied
from one region to another. Therefore, we propose the following hypothesis.

H/’: Demographic differences exist in perception of brand image, green perceived value, green trust,
green consumption attitude, and green consumption intention.
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Sampling Design and Survey

The questionnaire was administered in two stages. In the first stage, a pretest of the questionnaire was
conducted. The questionnaire was distributed on site during June, 2013~ July, 2013. A total of 30
acceptable responses were obtained. This pretest was intended to evaluate the accuracy, appropriateness,
and necessity of each questionnaire item. The pretest results were the basis for modification of the
questionnaire. After reliability analysis, we deleted inappropriate items to obtain a formal questionnaire
for the second stage of questionnaire administration. Participants were selected from consumers living in
northern, central, southern, and eastern Taiwan based on the convenience sampling method. The sampling
period spanned from August, 2013 to October, 2013. Because a heterogeneous sample would be more
favorable, we used a close-ended questionnaire to get answers evaluated on a specific scale.

DATA ANALYSIS

Data were collected using the survey producing a total of 537 usable questionnaires. The sample
comprised of 43.5% males and 56.5% females, most aged between 21-30 (41.6%) or above 41 (25.2%).
The majority of the respondents were unmarried (53.1%) and had a college degree (74.4%). In terms of
occupation, those working in the commercial/banking/service industries (43.2%) represented the largest
share, followed by students (24.1%). Respondents living in northern areas of Taiwan (43.5%) and those
having a monthly income of $30,001~40,000 (31.3%) constituted the majority.

Reliability

Internal consistency of the questionnaire was tested using Cronbach's a and correlation coefficient. The
higher the two coefficients, the more consistent and reliable the measurement results are. Before
proceeding to the subsequent analysis, we first analyzed the overall reliability of the questionnaire. The
result showed a Cronbach’s a coefficient of 0.915, which met the 0.7 requirement recommended by
Devellis (1991). In other words, the questionnaire was developed with high reliability. The reliability of
each dimension of the questionnaire is explained as follows. All these coefficients conformed to the 0.7
requirement suggested by Devellis (1991), meaning that all the dimensions were developed with high
reliability. Besides, all the item-to-total correlation coefficients were above the 0.3 requirement suggested
by Kerlinger (1999), indicating all the items were important and adequately correlated. Table 1 presents
the reliability analysis of this study.

Table 1: Reliability Analysis

Dimensions Cronbach’s a

Brand image 0.865 0.915
Green perceived value 0.887

Green trust 0.764

Green consumption attitude 0.718

Green consumption intention 0.747

This table indicates the reliability analysis. Column 2 shows Cronbach’s o for different dimensions.
T Test
The null hypothesis of Hy:pt = 3 and the alternative hypothesis of Hy:u > 3 were used to test and

show there were almost significantly higher agreement levels on brand image, green perceived value,
green trust, green consumption attitude, and green consumption intention.
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Factor Analysis

Based on the dimensions introduced by Park et al. (1986), Bhat and Reddy (1998), Putrevu and Lord
(1994) and Belen et al. (2001), we performed principal component analysis to extract three dimensions of
brand image, respectively named “experiential benefits”, “symbolic benefits” and “functional benefits”.
According to the dimensions proposed by Sweeney and Soutar (2001) and Li (2009), principal component
analysis is conducted to extract four dimensions of green perceived value, respectively named “monetary
value”, “emotional value”, “quality value”, and “social value”. On the basis of the dimension developed
by Morgan and Hunt (1994) and Chen (2009), we performed principal component analysis to extract one
dimension of green trust, named “green trust”. Based on the dimension proposed by Ajzenand Fishbein
(1980) and Taylor and Todd (1995), principal component analysis is performed to extract one dimension
of green consumption attitude, named “green consumption attitude”. Based on the dimension developed
by Lai (2006), Mostafa (2007), Fraj and Martinez (2006), we performed principal component analysis to

extract one dimension of green consumption intention, named “green consumption intention”.

Structural Equation Model

This study tested whether there were significant causal relationships between the factors, and how many
differences between the data of the theoretical model and actual observation were through structural
equation mode.

Effect Analysis

Table 2 reports the result in which brand image had a direct effect of 0.942, 0.876, and 0.764 on green
perceived value, green trust, and green consumption attitude respectively, indicating that brand image had
a direct and positive impact on green perceived value, green trust, and green consumption attitude. Green
perceived value had a direct effect of 0.262 on green consumption intention, meaning that green
perceived value would directly and positively affect green consumption intention. Green trust had a direct
effect of 0.366 on green consumption intention, meaning that green trust was positively and directly
related to green consumption intention. Green consumption attitude had a direct effect of 0.287 on green
consumption intention, suggesting that green consumption attitude had a direct and positive effect on
green consumption intention. The results of effect analysis are shown in Table 2 and Figure 2.

Table 2: Effect Analysis (Linear Structural Relation Model)

Paths (Variables) Direct Effects Indirect effect  Total Effects
Brand image—Green perceived value 0.942%** 0.942%%*
Brand image—Green trust 0.876*** e 0.876%**
Brand image—Green consumption attitude 0.764%** 0.764%%*
Green perceived value—Green consumption intention 0.262%%* 0.262%%*
Green trust—Green consumption intention 0.366%** 0.366%**
Green consumption attitude—Green consumption intention 0.287*** e 0.287%%*

This table shows effect analysis. Column 2 shows direct effect for different paths. Column 4 shows total effects for different paths. ***indicates
significance at the I percent levels.
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Figure 2: The Effect Analysis of the Goodness-of-Fit Structure

Functional Benefits Symbolic Benefits Experiential Benefits
0.692~* 4 I
0.806***
Brand Image
Quality Value
0.854*** 0.942%** 0.764***
0.876***
Emotional Value Q.95 A
Green Perceived Value Green Consumption Attitude
0.629*** Green Trust
Monetary Value
6752+ 0.262** 0.366 07387+
Social Value

Green Consumption Intention

This figure demonstrates the effect analysis of the goodness-of-fit structure of the overall model. ***indicates significance at the 1 percent levels.

Accordingly, brand image could significantly and positively affect green perceived value, green trust, and
green consumption attitude. Moreover, green perceived value, green trust, and green consumption attitude
could significantly and positively affect green consumption intention. Therefore, the results of this study
supported hypotheses H,!, H,?, H,*, H;*, H,°, and H,°.

Independent ¢ Test

This study explored differences in perception of brand image, green perceived value, green trust, green
consumption attitude, and green consumption intention by gender through independent-sample ¢ test
analysis. The test for homogeneity of population variances shows that all were greater than the level of
significance of 0=0.05. In other words, the differences in population variances were not significant, and
the null hypothesis of homogeneity was not rejected. The p-value of brand image, green perceived value,
green trust, green consumption attitude, and green consumption intention were 0.164 (t=1.408), 0.978
(t=-0.054), 0.291 (t=-1.072), 0.924 (t=0.122), and 0.306 (t=1.055), which was greater than the level of
significance of 0=0.05. The statistics indicate that despite having different genders, the respondents did
not have significantly different perceptions of brand image, green perceived value, green trust, green
consumption attitude, and green consumption intention. Based on the above analytical results, consumers
with various genders had no significant differences on perceptions of brand image, green perceived value,
green trust, green consumption attitude, and green consumption intention.

One-Way Analysis of Variance (ANOVA)

The test for homogeneity of population variances shows that the p-values of brand image and green
consumption attitude were 0.402 and 0.166 respectively, which was greater than the level of significance
of 0=0.05. In other words, the differences in population variances were not significant, and the null
hypothesis of homogeneity was not rejected. The data were good for one-way ANOVA. The p-values of
green perceived value, green trust, and green consumption intention were 0.022, 0.000, and 0.001
respectively, all of which were less than the level of significance of 0=0.05. In other words, the null
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hypothesis was rejected, and the data were not good for one-way ANOVA. The p-values of brand image
and green consumption attitude were 0.002 (F=4.084) and 0.017 (F=2.996) respectively, which was less
than the level of significance of 0=0.05. The statistics indicate that despite having different occupation,
the respondents had significantly different perceptions of brand image and green consumption attitude.
Consumers in the commercial/business/service industries were most agreed with brand image, followed
by those in the agricultural/forestry/fishing/husbandry and information technology industries, students,
housewives, retirees, military/police/public servants, those in the manufacturing/engineering industries.
Consumers in the commercial/financial/service industries also showed the highest agreement level of
green consumption attitude, followed by those working as housewives, retirees, military/police/public
servants, those in the manufacturing/engineering industries, students, those in the
agricultural/forestry/fishing/husbandry, and information technology industries.

The test for homogeneity of population variances shows the p-values of brand image, green trust, and
green consumption intention were 0.258, 0.478, and 0.589 respectively, all of which were greater than the
level of significance of 0a=0.05. The differences in population variances were not significant, and the null
hypothesis of homogeneity was not rejected. The data were good for one-way ANOVA. The p-values of
green perceived value and green consumption attitude were 0.002 and 0.014 The null hypothesis was
rejected, and the data were not good for one-way ANOVA.

The p-values of brand image, green trust, and green consumption intention were 0.0077 (F=4.878), 0.012
(F=4.304), and 0.011 (F=4.324) respectively. The statistics indicate that despite having different education
levels, the respondents had significantly different perceptions of brand image, green trust, and green
consumption intention. Green consumers with education levels of Bachelor degree had higher agreement
levels on brand image and green consumption intention than those with education levels of Master or
Ph.D. degree under Bachelor degree. Green consumers with education levels of Master or Ph.D. degree
had higher agreement levels on green trust than those with education levels of under Bachelor degree
(including itself). The test for homogeneity of population variances shows that the p-values of brand
image, green perceived value, green trust, green consumption attitude, and green consumption intention
were 0.197,0.534, 0.993, 0.202, and 0.184 respectively. The differences in population variances were not
significant, and the null hypothesis of homogeneity was not rejected. The data were good for one-way
ANOVA. The p-value of brand image was 0.038 (F=3.89). This result indicates that despite having
different average monthly income, the respondents had significantly different perceptions of brand image.
Green consumers with average monthly income of above NT$ 45,001 had higher agreement levels on
brand image than those with average monthly income of under NT$ 45,000. Moreover, the p-values of
green perceived value, green trust, green consumption attitude, and green consumption intention were
0.081 (F=2.23), 0.084 (F=2.224), 0.479 (F=0.828), and 0.498 (F=0.805) respectively. These statistics
indicate that despite having different average monthly income, the respondents did not have significantly
different perceptions of green perceived value, green trust, green consumption attitude, and green
consumption intention.

The test for homogeneity of population variances shows that the differences in population variances were
not significant, and the null hypothesis of homogeneity was not rejected. The data were good for one-way
ANOVA. The p-values of brand image, green perceived value, and green consumption intention were
0.000, 0.001 and 0.001 respectively. The null hypothesis was rejected, and the data were not good for
one-way ANOVA. The p-values of green trust and green consumption attitude were 0.22 (F=1.431) and
0.923 (F=0.079) respectively. The statistics indicate that despite having the different marital status, the
respondents did not have significantly different perceptions of green trust and green consumption attitude.

The test for homogeneity of population variances shows that the p-values of brand image, green perceived
value, green trust, green consumption attitude, and green consumption intention were 0.008, 0.001, 0.002,
0.000, and 0.000 respectively. The differences in population variances were significant, and the null
hypothesis of homogeneity was rejected. The data were not good for one-way ANOVA. The test for
homogeneity of population variances shows the p-values of brand image, green perceived value, green
trust, green consumption attitude, and green consumption intention were 0.001, 0.003, 0.000, 0.000, and
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0.002 respectively, all of which were less than the level of significance of 0=0.05. In other words, the
differences in population variances were significant, and the null hypothesis of homogeneity was rejected.
The data were not good for one-way ANOVA. Based on the above research analysis, there were
significantly various perceptions of occupation on brand image and green consumption attitude. There
were significantly different perceptions of education level on brand image, green trust, and green
consumption intention. There was significantly the various perception of average monthly income on
brand image. Finally, there were not significantly different perceptions of marital status on green trust and
green consumption attitude. Therefore, hypothesis H,” was partially supported.

CONCLUSIONS AND IMPLICATIONS

The results of this study indicate that brand image was positively related to green perceived value, green
trust, and green consumption attitude. Green perceived value, green trust, and green consumption attitude
were positively related to green consumption intention. There were significantly positive effects among
brand image, green perceived value, green trust, green consumption attitude, and green consumption
intention. This study also finds that green consumers had various perceptions on brand image and green
consumption attitude through the occupation of demographic variables to acquire better market
segmentation. It is not only good for the green hotel industry to retain the old customers, but also it can
develop new market opportunities to enhance their business performance.

Green hotel management can concentrate their focus on items with lower agreement ratings for brand
image, green perceived value, green trust, green consumption attitude, and green consumption intention.
They should pay attention to factors such as green perceived value, green trust, and green consumption
attitude affecting green consumption intentions of their consumers. The analysis of differences across
demographic variables performed in this research examines differences in perception of brand image,
green perceived value, green trust, green consumption attitude, and green consumption intention between
different types of green consumers. Based on the results of this study, we suggest green hotels focus their
attention on the last few items sorted by customer agreement.

The empirically found relations between brand image, green perceived value, green trust, green
consumption attitude, and green consumption intention are meaningful. Hotel operators can use these
empirical findings to develop effective marketing strategies that can not only help expand their customer
base but also increase environmental consciousness among the general public. The green hotel industry
should improve items with lower agreement ratings for brand image, green perceived value, green trust,
green consumption attitude, and green consumption intention. The items with lower agreement ratings in
each dimension are such as: “Green hotels have environmental protection measures that meet my
requirements”. We suggest hotel operators set up an exhibition space in their hotel to display
environmental protection measures and products they are using or have implemented as well as the
effectiveness of their effort. For instance, they can show the public power-saving electric appliances and
water-saving devices they use, their frequency of changing bed sheets, waste classification and recycling
methods. They might also include adoption of paints with low volatile organic compounds, locally
produced organic vegetables, replacement of halogen light bulbs, adoption of low toxic detergents, and
proper handling of kitchen waste.

Through this kind of exhibition, they can increase customers’ environmental consciousness and make
them believe they also make some contribution to environmental protection by staying in a green hotel.
Green perceived value measurement: “The extra charges of services offered by green hotels are
reasonable (e.g., SPA, oil massage)”. We suggest hotel operators form cross-industry alliances to avoid
customer dissatisfaction with extra costs of green services. For instance, hotel operators can offer a
200-dollar discount coupon to guests, allowing them to use the optional services at will. This way, the
guests will not feel coerced to buy any additional service, and they will be less likely to have negative
sentiment about extra cost incurred. Our green trust measure was: “Green hotels offer reliable services”.

We suggest hotel operators invest more time and cost in some more important aspects of employee
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training, such as service operation management, customer relationship management, crisis handling, and
scenario simulation training. They cannot fully achieve customer-oriented management if their employees
have not gone through sufficient training. Employees’ understanding of customer needs is important for
the hotel to provide better services and also for the customers to get most satisfactory and reliable services.
The green consumption attitude measure was: “Doing green consumption in a green hotel gives me a
sense of achievement”.

We suggest hotel operators place a slip of paper that shows the environmental protection measures and
effectiveness of the hotel at the hotel counter, room desks, and in the toilets. This piece of paper can help
increase customers’ understanding of and identification with the hotel. Moreover, it can give consumers
involved in green consumption a sense of achievement. We suggest the government promote the concept
of green hotels in school education. For instance, schools can organize green activities or environmental
protection related competitions on Earth Day or World Environment Day to advocate the importance of
green consumption. By providing environmental education to students in the adolescent or childhood
period, we can develop a sense of responsibility for the environment and green values in them. In the
future, students will have a correct attitude toward green consumption and feel proud of being involved in
green consumption; green consumption intention: “I am still willing to stay in a green hotel for the sake
of slowing global warming and reducing carbon emission, no matter how much it costs”. We suggest
hotel operators provide a price discount to guests who are willing to put some effort in environmental
protection. For instance, they can offer a small discount to guests who use their own toilet articles or
guests who reserve the room from green hotels that partner with a certain credit issuer. This kind of
discount saves the expenditure of customers and also serves as an incentive to increase consumers’ green
consciousness.
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