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ABSTRACT 
 

Green resort management has emerged as an increasingly popular academic and 
practical subject matter within the business field. In the competitive hospitality and 
tourism industry, revisiting intention of a guest has been highlighted as an essential 
research topic. Despite the considerable number of researches that have looked into 
repeating guests, the fundamental motivations and influences that cause guests to 
repeat their visits are still vague and unclear. Therefore, this study examined the 
mediating role of perceived value between environmental concern and guests’ 
intentions to revisit green resorts. The model presented in this study is composed of 
seven constructs, namely four perceived value components (functional value, social 
value, epistemic value, and emotional value), two environmental concern 
components (environmental knowledge and environmental awareness), and revisit 
intention. The underlying theory of this study is based on the Social Exchange 
Theory (SET). The adopted theory explores on how guests evaluate their experience 
of staying in green resorts, with particular attention on visiting, seeing, learning, 
enjoying, and experiencing different lifestyles, along with the potential of incurring 
sacrifices. Data was gathered from questionnaires distributed to 450 guests who 
stayed in three green resorts in Langkawi and Penang. Regression analysis was 
employed to test the relationship between perceived value, environmental concern, 
and revisit intention. The analysis’s outcomes have exhibited a positive relationship 
between environmental concerns and revisit intention. The results indicated that 
functional and epistemic values were the main sources of influence on revisiting 
intention. The significant findings of the study are two-fold, first it is proven that 
environmental awareness strongly influences guest’s intention to revisit, and second, 
the functional and epistemic values partially mediate the relationship between 
environmental awareness and revisit intention. Theoretically, this study enriches the 
literature by offering detailed explanation regarding the influences of environmental 
concern and perceived value on revisit intention. The research gap is addressed by 
clarifying the relationship between environmental concern and revisit intention, with 
perceived value as the mediating variable. Practically, these outcomes benefit the 
operation of resorts in terms of understanding the importance of developing 
environmental concern among guests and therefore marketing perceived value to 
them. 
 
Keywords: Environmental Concern; Perceived Value; Revisit Intention; Green 
Resort 
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ABSTRAK 
 

Pengurusan resort hijau telah muncul sebagai topik akademik dan praktikal yang 
sering diperkatakan dalam bidang perniagaan. Di dalam industri pelancongan dan 
hospitaliti yang kompetitif, salah satu tajuk penyelidikan penting adalah mengkaji 
niat lawatan semula pelawat. Walaupun terdapat banyak kajian mengenai pelawat 
berulang, asas motivasi dan pengaruh yang mendorong para pelawat untuk 
mengulangi sesuatu lawatan masih tidak jelas. Kajian ini dijalankan untuk mengenal 
pasti peranan perantara nilai persepsi di antara keprihatinan alam sekitar dan niat 
lawatan semula pelawat.Model kajian ini terdiri daripada tujuh konstruk, iaitu empat 
komponen nilai persepsi (nilai fungsi, nilai sosial, nilai epistemik, dan nilai emosi), 
dua komponen keprihatinan alam sekitar (pengetahuan alam sekitar dan kesedaran 
alam sekitar), dan niat lawatan semula. Teori asas kajian yang digunapakai adalah 
berdasarkan Teori Pertukaran Sosial. Teori ini menerangkan bagaimana pelawat 
menilai pengalaman yang dilalui ketika berada di resort hijau, khususnya dalam 
aspek melawat, melihat, mempelajari, menikmati, dan mengalami gaya hidup 
berbeza, selain daripada potensi pengorbanan yang dilakukan pelawat. Data primer 
dikumpulkan dengan mengagihkan borang soal selidik kepada 450 pelawat yang 
berkunjung ke tiga resort hijau di Langkawi dan Pulau Pinang. Analisis regresi 
dijalankan ke atas data yang dikumpulkan untuk mengkaji hubungan di antara nilai 
persepsi, keprihatinan alam sekitar, dan tujuan lawatan semula. Hasil analisis 
menunjukkan hubungan positif antara kebimbangan alam sekitar dan niat untuk 
melawat semula. Dapatan kajian menunjukkan bahawa nilai fungsional dan 
epistemik adalah punca utama  yang mempengaruhi pelawat melawat tempat tersebut 
semula. Dapatan penting kajian menunjukan dua aspek utama; yang pertama adalah 
kesedaran terhadap alam sekitar yang mempengaruhi niat pelawat untuk melawat 
semula, dan kedua adalah nilai fungsional dan epistemik yang mempengaruhi 
sebahagian hubungan antara kesedaran alam sekitar dan niat untuk kembali semula. 
Secara teorinya, kajian ini memperkayakan bidang kajian ini dengan memberikan 
penjelasan terperinci mengenai pengaruh kesedaran terhadap alam sekitar dan nilai 
persepsi untuk pelawat melawat semula. Jurang penyelidikan di dalam kajian ini 
telah menjelaskan hubungan antara kebimbangan terhadap alam sekitar dan niat 
untuk melawat semula, dengan nilai persepsi bertindak sebagai pemboleh ubah 
perantara. Secara praktikalnya, dapatan kajian ini adalah berguna bagi operasi resort, 
terutamanya dalam memahami kepentingan keprihatinan terhadap alam sekitar dan 
seterusnya memperhebat pasaran nilai persepsi di kalangan pelawat.  
 
Kata kunci: Keprihatinan Alam Sekitar; Nilai Persepsi; Niat Lawatan Semula; 
Resort Hijau 
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CHAPTER ONE 

INTRODUCTION 

1.1 Background of Study 

The hospitality and tourism industry are among the largest and fastest growing 

industry globally. Overall, hospitality means demonstrating service of consistent 

excellence and quality with unique features at any price level profitably to others. 

With the rapid technological and socioeconomic changes, hotels and resorts must be 

willing to adopt proactive environmental management and recognise the significance 

of green movement and environmentally responsible services for the growing 

environmental concern among their guests. In ascertaining the sustainability of social 

life, green practices have become a concern amongst industrial players. The tourism 

and hospitality industry is known for intensive use of water and energy, apart from 

generating a large amount of waste. If not managed properly, negative impact may be 

imposed on the environment, along with escalating operating costs for organisations. 

Tourism is a leading growth sector of the global economy, in which the expansion of 

this particular industry over recent years has created an increasing amount of stress 

on the environment. This leads to the emergence of green tourism concept amidst 

urban hotel facilities and lodges (Kostuch, 2002).  

“Going green” is a growing trend amongst the hotel industry, as green practices have 

been sought since the 1990s due to fluctuating economic levels and a strong focus on 

customer service (Claver, Molina, Pereira & Lopez, 2007). Guests are an integral 

factor in the success of implementing green practice within the hotel industry. 

Although the green and sustainability concept has been initiated since many years 

ago in Malaysia, it has only begun to garner serious attention after the economic 
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crisis in 1997. The Malaysian government have begun incorporating the green and 

sustainability concept during the Eighth and Ninth Malaysia Plans. These plans and 

concept have been strengthened by the National Green Technology Policy (NGTP) 

2009 (Borhan, Vahidi, Philips, Kuang, Kolmanovsky & Cairano, 2012; Chua & Oh, 

2011). In adherence to these policies, the green concept has been adopted by the 

Malaysian tourism industry. Based on these policies and awareness, the focus on 

environmental issues, especially within the tourism sector, has led to the increasing 

number of green hotels (Hsiao, Chuang, Kuo, & Yu 2014). As a result, many hotels 

have started implementing a range of innovative methods to enhance “greenness” in 

their operations (Dief & Font, 2010; Manaktola & Jauhari, 2007). 

With the escalating number of green products and services at the worldwide level, 

comprehending the factors that influence guests’ intentions to choose green hotels 

and resorts has become crucial to academics and practitioners. The more one 

understands what causes individuals to pay for green products and services, the more 

the marketers are able to develop strategies especially targeted to this group. 

Knowing the green profile of guests who prefer green hotels allows hoteliers to 

develop strategies specifically targeted to this segment. 

Kim and Yang (2015) indicated that green hotel practices offer many-fold benefits to 

guests. For example, applying non-toxic materials and serving organic foods exert 

less adverse effect on the environment, thus guests can have healthy experience and 

better perception towards hotel product value. Guests may get “existence value” 

(Sachez et al., 2014, p.32) and a sense of satisfaction that they have made a 

contribution to the environment (Kuminoff et al., 2010). Robinot and Giannelloni 

(2010) revealed that increasingly strong desire for emotional benefits was displayed 
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by guests. Interestingly, guests also obtain the status of enhancing benefits (Jiang & 

Kim, 2015, p.313) and tend to believe that they will leave a good impression on 

others by choosing green hotels. Suki and Suki (2015) claimed that hotels should 

inform their guests regarding the efforts they have made to take environmental 

responsibilities, increase guests’ knowledge about being “green,” and utilise mass 

media services to attract more guests (Chen & Chen, 2012).  

Rizai, Teng, Mohamed and Shamsudin (2013) revealed that Malaysian guest 

perception was positive towards green concept, whereby 84% of the respondents 

agreed that green concept can reduce global warming, while 85.7% of respondents 

agreed that green concept can save the planet, help the environment, and prevent 

global warming. Moreover, 79.3% of the respondents felt good to go green due to the 

multiple benefits for the society. More than half of the respondents agreed that 

environmentalists (71.6%) and green movement (73.4%) improved their awareness 

towards green concept and respect for the environment. Most of the respondents 

agreed on the fact that going green enhanced human health because the environment 

has a direct impact on human condition. 

Despite the positive perceptions towards and influence on green hotel practices stated 

above, several conflicting views in regard to similar issues have been raised. Robinot 

and Giannelloni (2010) conducted a qualitative research in France using the 

Tetraclasess model methodology to assess the relationship between green hotel 

attributes and customer satisfaction. The study reported that guests considered green 

practices as standard business practice with no positive impact on guests’ level of 

satisfaction. Similarly, Sweeney and Sotar (2001) found that although quality had a 

positive impact on perceived value, price had a negative impact. Despite the fact that 
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guests displayed preference to stay in green hotels, not all were willing to premium 

price, and their attitudes varied significantly in different social contexts. In India, 

Manaktola and Jauhari (2007) indicated that only 15% of the guests were willing to 

pay more to stay in green hotel. A similar study by Millar and Bolaglu (2011), which 

focused on business and leisure travellers in USA, found that only 18% of business 

travellers expressed willingness to pay premium price, while only 9.8% of leisure 

travelers thought so. In addition, most respondents claimed that there should be no 

price difference between green hotels and conventional hotels, while some even 

expected lower cost for green lodging (Ogbeidei, 2012).  

Willingness amongst guests to pay for green initiatives may vary based on hotel 

types or segments (i.e., economy, mid-priced, and luxury segments). Extant literature 

reports ambivalent or even contradicting outcomes concerning guests’ willingness in 

supporting green practices through premium pricing (Chan, 2013). There is evidence 

that guests are willing to pay a premium price for green resort practices (Han et al., 

2009; Kelly et al., 2007; Masau & Prideaux, 2003), and concurrently, guests seem 

reluctant to pay more (Han & Chan, 2013; Manaktola & Jauhari, 2007) or even state 

that green resorts should charge less money (Millar & Baloglu, 2011). Baker, Davis, 

and Weaver (2014) found perceived inconvenience, perceptions of corporate cost 

cutting, and decreased luxury as the most vital barriers for guests’ intention to book 

or pay premium for green resort. 

In an endeavour to segment guests based on their attitude towards green premium 

pricing, Kang, Stein, Heo, and Lee (2011) discovered that guests with greater 

environmentalism, male guests, and guests of luxury or mid-priced hotels are the 

three groups, which are more inclined towards paying premium for green hotels. 

Some studies showed that female (Han et al., 2009, 2011) and older hotel guests 
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(Han et al., 2009) expressed higher level of willingness to pay premium for green 

practices. These outcomes are not surprising as studies tend to describe female as 

more environment-friendly and display more willingness to pay for green products 

(Han et al., 2009). 

As for the lodging industry context, guest demands for green establishments have 

gradually escalated. Many guests, after being aware of the environmental damages 

and the wasting/harming of environmental resources caused by resorts or hotels (e.g., 

excessive consumption of non-durable goods, energy, and water), seek resorts or 

hotels that adhere to green practices. The roots of environmental initiatives in the 

hospitality sector have become evident over half a century ago, especially when 

several enterprising hoteliers have come to realise that they can offer enhanced guest 

experience by integrating natural elements into the resort experience. As a result, 

both profit-oriented and socially-responsible resorts have deemed this situation as a 

huge market opportunity and have begun adopting the concept of green by 

developing products or services to meet the demands of environment-conscious 

guests.   

Wolfe and Shanklin (2001) asserted that the term “green”, which can alternatively be 

called “eco-friendly”, “environmentally responsible”, environment-friendly”, 

“sustainable”, and “environment-oriented” (Han et al., 2009; Pizam, 2009), refers to 

actions (e.g. recycling) that diminish harmful impacts on the environment. Green 

resorts can be described as environment-responsible hotels. They actively adhere to 

environment-friendly guidelines, practice environmental management, implement 

diverse eco-friendly practices, and institute sound green programs. These facilities 

exhibit their commitment to attain environmental improvement by displaying eco-
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labels or green globe logo (Department of Environmental Protection, 2001; Green 

Hotel Association, 2008; Han et al., 2010; International Hotels Environmental 

Initiative, 1993). Adherence to best practices and advertising of compliance (through 

association, logos) to environment-friendly business practices have placed a burden 

on0 travel property owners in sustaining compliance. This trend has become a 

notable challenge faced by hotel managers to offer satisfactory experience for guests. 

Nevertheless, retaining guests by providing specific features in the hotel industry is 

one of the strongest challenges. It has been become increasingly difficult to retain 

guests via unique features, as these offers in the hospitality industry are similar to 

each other (Hermans, Mutsaerts, & Olyslager, 2009). The hotel industry also faces 

several challenges, such as increased turnover of guests, increased cost of retaining 

guests, and fluctuations in guest expectations. Guest retention is integral because 

retaining existing guests is more profitable than attracting new ones (Reichheld & 

Sasser, 1990). Chaudhry (2007) asserted that repeat guests generated over twice as 

much gross income as new guests, mainly because gaining new guests costs six to 

seven times more than keeping existing guests (Conklin, 2006). 

Khalifa and Liu (2003) claimed that retention is always cheaper than acquiring new 

guests. If an hotelier fails to fulfil the needs of guest, dissatisfaction is felt, due to 

which they might consider switching to other competitor or resort. Guest retention 

determines the long-term success of a resort. Guests spread positive word-of-mouth 

as they positively evaluate the resort. Previous studies (see Castellanos-Verdugo, 

Oviedo-García, & Palacios-Florencio 2009; Tavitiyaman, Qu, & Zhang, 2011; Wu & 

Li, 2011; Wu & Lu, 2012) have suggested that in order to address this issue, hotels 
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must develop resources or capabilities in maintaining guest loyalty and creating a 

pattern of repeat purchases.  

Another challenge faced by hotel managements is offering unique guest experience 

perceived during their stay. The key to success in this lodging industry is to 

comprehend what guests seek in a resort to attract and retain their business. 

Nonetheless, despite the initiative taken by green hotels to retain guest to stay in, 

discerning guests are not willing to pay a premium price for such an experience. Past 

studies showed that guests often will not select eco-friendly alternatives regardless of 

price, which concurrently will not be always prepared to accept continuous 

inconveniences. Guests still want to sustain their existing lifestyle, although they 

simultaneously want to be ecologically responsible (Diekmann & Preisendorfer, 

2003; Manaktola & Jauhari, 2007).  

Based on this notion, it may be true that guests may not be always prepared to pay 

for green resort unless such resort ensures an adequate level of product quality, 

which is comparable to that of a conventional (or non-green) resort. Hence, green 

resort operators should actively develop innovative ways to enhance general product 

performances and create various beneficial outcomes, which are not readily available 

in conventional resorts. Such efforts help green resort guests feel that they are paying 

a fair price justified by the value of the green resort product. Guests are considered as 

the cornerstone for the survival of resort enterprises. This new trend in the lodging 

industry has forced managers to enhance competitiveness by promoting 

environment-responsible products and services (Chen, 2010; Rizwan et al., 2013; 

Gustin & Weaven, 1996). Following the trends on how best to acquire and retain 
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both present and potential guests; managing guest expectations by retaining the key 

attributes of a green resort is significant.  

One issue in guest evaluation concerns the variables or constructs that make up the 

guest evaluation model. The tourism literature indicates that post-purchase 

evaluation revolves around product quality, value, and satisfaction of guests’ overall 

evaluation of their visit experience (Weaver et al., 2007; Baker & Crompton, 2000). 

Turning to this study, a model was applied wherein dimensions of environmental 

concern and perceived value had been expected to influence the intention to revisit 

green resorts within the Malaysian context. This study also assessed the mediating 

role of perceived value in the relationship between the dimensions of environmental 

concern and intention to revisit green resorts. In particular, this study determined if 

environmental concern in terms of environmental knowledge and environmental 

awareness could influence guests’ intention to revisit green resorts. The perceived 

value in this study is composed of functional, emotional, social, and epistemic 

values. This research views these values as important elements of evaluation.  

1.2  Problem Statement 

The success of the hospitality industry largely depends on the environmental 

condition and its maintenance. The travellers travel to other countries in order to 

experience exotic and unpolluted environment, such as the flora and fauna, islands, 

wildlife, natural scenery, and national forests. Nevertheless, the hospitality industry, 

especially hotels and resorts have major socio-environmental consequences. Firstly, 

the rapid development and construction of hotels and resorts can be rather 

uncontrolled without proper planning, resulting in air, land, and water pollution 

through the release of dust, runoff, and debris to the environment. Secondly, the daily 
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business operations of hotels and resorts contribute sewerage and waste with high 

consumption of resources, such as water, gas, and electricity (Kasim, 2004).  

Environmental problems from air and water pollution to waste disposal have become 

a major global concern. These environmental problems have gained growing 

attention from the global community and even industries, which highlight the 

significance of environmental awareness and the imperative need to protect the 

environment. With that, the trend of green consumption has emerged in the global 

community. Hotels and resorts play a significant role in promoting green 

consumption since they are among the major causes to the environmental problems 

(attribute 75% of the overall environmental impact) due to their disproportionate use 

of energy and water on the daily basis (Bohdanowicz, 2006). 

The increasing number of green hotels and resorts in the hospitality industry (Hsiao 

et al., 2014) has encouraged more business operations in the industry to recognise the 

need to adopt green practices. Moreover, numerous initiatives have been introduced 

to develop proper tools and reward system in the efforts of promoting the concept of 

green hotel or resort, such as the Europe’s Leading Green Hotel Award, Africa’s 

Leading Eco-Lodge Award, and ASEAN Green Hotel Award (Mohamad, Arifin, 

Samsuri & Munir, 2014). Environmentally friendly practices have become an 

essential attribute of ensuring the sustainability of these hotels and resorts in the 

hospitality and tourism industries. 

Similarly, the concept of green hotel or resort is also promoted in Malaysia. Back in 

2016, 10 hotels in Malaysia were awarded the ASEAN Green Hotel Award. 

According to the Green Hotels Association (2016), a green hotel or resort refers to a 

lodging that incorporates environmentally friendly practices, such as water and 
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energy consumption and proper waste disposal practices (e.g., reduce waste and 

recycle or reuse durable service items, such as bins and towels). The initiative of 

promoting the concept of green hotel or resort is not constrained to merely providing 

environmentally friendly facilities for the guests, but also transforming the marketing 

strategy of the business operations (Mohamad et al.,2014).  

The hospitality industry has a number of motivations for going green, such as to 

fulfil social responsibility, governmental regulations, and economic benefits 

(Bohdanowicz, 2006). The hospitality industry has begun adopting green design and 

construction practice that place focus on three Rs (reduce, reuse, recycle) and two Es 

(energy and efficiency) (Gilg, Barr & Ford, 2005). The process of going green 

demands hotels and resorts to focus on six areas, namely recycling practices, energy 

management, waste reduction, water management, staff education, and green 

purchasing practices (Rahman, Reynolds, & Svaren, 2012). Engaging in green 

practices has several essential implications on hotels and resorts in terms of cost 

management, market differentiation, and environmental protection; which can aid in 

preserving the environment (Hu, Parsa & Self, 2010; Schubert, 2008). Green 

building practices also offer healthy and comfortable indoor environment to hotel 

guests and employees. 

The main problem studied in this present research is inadequacy of green knowledge 

among guests. Knowledge refers to a feature that can affect the entire phase of 

decision making for an individual. According to Laroche, Bergeron and Forleo 

(2001), knowledge is recognised in guest research as a characteristic that influences 

all phases in the decision-making process. Guests make purchase choices based on 

their perceived knowledge. Green knowledge is defined as the extent a guest feels 
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related to environmental or green issues. Inadequate information and knowledge 

amongst guests strongly affects green resort. Guests may also have low level of 

understanding about going ‘green’ and the benefits of its sustainability. Basically, 

guests’ green knowledge affects their attitude and purchase behaviour. In precise, 

green knowledge is viewed as the ability of a guest in identifying certain concepts, 

symbols, and behaviour connected to environmental issues. 

Williams and Dair (2007) mentioned that lack of knowledge and expertise is another 

hindrance to implement sustainable development. Chen and Chai (2010) asserted that 

issues linked to green marketing in Malaysia is due to the absence of information on 

green purchase intention and green behaviour among Malaysian guests; thus making 

it difficult for local and international marketers, as well as other relevant agencies to 

develop their business and marketing strategies. Studies carried out by a range of 

scholars demonstrated that the quality of the environment heavily depends on the 

level of knowledge, attitude, values, and practices of people (Schulitz & Oskamp, 

1996; Mansaray & Abijoye, 1998). Schulitz and Oskamp (1996) stressed on the 

importance of knowledge, attitude, values, and practices as the key components for 

better quality environment. They are also essential for individuals to understand the 

importance of environmental knowledge. Environmental knowledge reflects on how 

individuals relate, view, and perceive environmental issues and their surroundings. 

The attitude and behaviour towards green practices among hotel or resort guests were 

explored in numerous studies (Mostafa, 2006; Manaktola & Jauhari, 2007; Han et al., 

2009; Han et al., 2010; Robinot & Giannelloni, 2010), but studies on the critical 

factors that influence the intention to revisit green hotels or resorts were rather scarce 

(Han & Kim, 2010). Therefore, the concerns and factors that influence green 
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demands and the intention to revisit green lodgings, especially green resorts remain 

ambiguous, which highlight the need to assess the influence of environmental 

concern, environmental knowledge and environmental awareness on the intention to 

revisit green resorts. 

In another context, the perceived value of resort offerings is the core of the business. 

Essentially, the products and services are imperative in managing loyal or repeat 

customers. The delivery value of serving the increasing number of green resort 

guests is vital to obtain successful exchange transitions, customer satisfaction, long-

term relationship with customers, repeat business, and revisit intention (Patterson & 

Spreng, 19 97). The most common definition of perceived value includes the ratio or 

trade-off between quality and price (Monroe, 1991). Clearly, quality and price have 

different effects on the perceived value for money. Zeithaml (1988) argued that 

certain guests perceived value as low price while some perceived value when both 

quality and price are balanced. Thus, the components of perceived value can be 

differently weighted among guests. Additionally, Zeithaml (1988) also revealed that 

certain guests perceived value in terms of all relevant “get” and “give” components. 

In other words, the perceived value for services denotes the trade-off of the guests’ 

perception between what they “give” for the services they “get”. 

Congruently, the concept of value and value for money is essential aspects of 

strategic thinking (Parasuraman, 1997; Woodruff, 1997; Huber et al., 2001). The 

growing realisation on the importance of perceived value is attributed by its dual 

function. Not only it influences the pre-purchase phase, it also affects the guest 

satisfaction, intention to recommend to others, and the return behaviour at the post-

purchase phase (Dodds et al., 1991; Parasuraman & Grewal, 2000; Petrick, 2002). 
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Moreover, the concept of perceived value assists in gaining competitive advantage, 

as the guests purchase only products or services that they value (Doyle, 2000). As 

stated by Oh (2000), value is deemed as a more individualistic feature than 

satisfaction and quality. 

Value is closely associated with a “trade-off” between benefits and sacrifices, which 

suggests the relationship between guests and products or services (Payne & Holt, 

2001). Thus, value is an inherent criterion used in making a preference judgment, 

which influences one’s behaviour because they reflect the desired ‘ultimate end-

states of existence’ (Flint et al., 1997). Values are the implicit criteria that are 

employed by an individual in making a preference judgment. The perceived value of 

services reflects the benefits that the guests expect to receive in relative to the costs 

of the consumption (McDougall & Levesque, 2000). Likewise, this study viewed 

perceived value as an essential attribute in assessing the revisit intention.  

Meanwhile, Yang and Youngtae (2015) reported inconclusive findings on the 

relationship between perceived green value and behavioural intention among green 

hotel guests, which demonstrated the insignificant mediating role of perceived green 

value in the relationship between environmental concern and behavioural intention. 

In line with this, Yang and Youngtae (2015) recommended to assess the mediating 

role of the perceived value in the post-purchase stage in order to determine whether 

the customers would re-evaluate the value of a green resort after their real 

experience. Addressing that, this current study assessed the mediating role of 

perceived value in the relationship between environmental concern and revisit 

intention. 
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Furthermore, studies on perceived value on green tourist destination and revisit 

intention within the Malaysian context were rather scarce (Hashim et al., 2013). The 

tourism industry in Malaysia serves an important role in providing high-quality 

tourism products and services as well as incorporating green practices to achieve 

environmental sustainability. Therefore, in order to address this knowledge gap, this 

study aimed to assess the mediating role of various dimensions of perceived value 

(i.e., functional value, emotional value, social value, and epistemic value) in the 

relationship between environmental concern and revisit intention among green resort 

guests.  

In line with that, products and services that need time to purchase, efforts, 

experiences and search costs, can differentiate and also increase the overall 

perception of value. Therefore, the current study extended the existing knowledge 

base on the perceived value of green resorts and incorporated a situational factor of 

environmental concern. In short, this study identified several gaps in the literature: 

1. There is limited information that can be used as reference point regarding 

environmental concerns towards green practices and intention to revisit green 

resort. The existing academic and marketing researchers have focused on the 

purchase behaviour of tangible green products (see Abdul Wahid, Rahbar & 

Shyan, 2011; Ramayah, Lee & Mohamad, 2010; Tilikidou, 2007). Nonetheless, 

resources that emphasise green practices within the lodging industry are in 

scarcity (Manaktola & Jauhari, 2007; Han, Hsu, Lee, 2009; Han & Kim, 2010). 

Studies by scholars demonstrated that the quality of the environment heavily 

relies on the level of knowledge, attitude, values, and practices of people 

(Schulitz & Oskamp, 1996; Mansaray & Abijoye, 1998). 
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In the attempt of addressing the noted gap, the primary goal of this study is to 

elucidate information on the dimensions of environmental concerns and guests’ 

revisit intentions pertaining to green resort. This study explored several vital 

aspects of the variables (environmental knowledge and environmental 

awareness) under study. This study fills the knowledge gap by proposing that 

the environmental awareness and environmental knowledge are influential in 

determining guests’ intention to revisit green resort. 

2. Studies on the influence of various dimensions of perceived value, namely 

functional, social, emotional, and epistemic values, on revisit intention are 

limited. In the marketing literature, perceived value is characterised as the key 

in explaining guest behaviour (Ostrom & Iacobucci, 1995; Oh, 2000; Petrick, 

2004). Several studies have highlighted the role of perceived value in 

explaining the behavioural intention among green hotel guests (Yang & 

Youngtae, 2015). Green value has been deemed as an insignificant mediator 

for intention to purchase. Thus, there is a need to assess the mechanism of 

mediating variables in the relationship between perceived value and revisit 

intention (Yang & Youngtae, 2015). In addressing this gap, this present study 

extends the existing knowledge based on destination marketing by developing 

an integrated research framework. This study enhances the understanding of 

the varied dimensions of perceived value (i.e., functional, emotional, social, 

and epistemic values) as the mediator in the relationship between varied 

dimensions of environmental concern and revisit intention among green resort 

guests. 
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3. Studies on the factors that influence revisit intention among green resort guests 

are limited. In this case, perceived value has been considered as guests’ 

perception of value, which represents the balance between quality and 

perceived benefits of products or services, when compared to perceived 

sacrifices made via payment of price (Kim et al., 2014). Straughan and Roberts 

(1999) asserted that guests who expressed a high level of environmental 

concern engaged in more intense environment-friendly behaviour if they 

consider their efforts and actions to be effective in resolving environmental 

issues. In order to provide preliminary insights on this aspect, this study 

assessed the relatively important role of environmental concern and perceived 

value, as well as how these varied dimensions of environmental concern and 

perceived value influence guests’ intention to revisit green resorts. 

In conclusion, the issues pertaining to the revisit intention to the green resorts remain 

debatable since these issues involve various factors that influence the revisit 

intention. Although there were numerous studies on the relationship between guest 

satisfaction and revisit intention, the concept of perceived value as well as revisit 

intention to green resorts have gained little attention. Therefore, this study addressed 

these gaps, which highlight the need for substantial empirical evidence on the 

influence of environmental concern and perceived value on revisit intention among 

green resort guests.  

1.3 Research Objectives 

In general, this study assessed the mediating role of perceived value on the intention 

to revisit green resorts. The direct relationship between environmental concern and 

revisit intention and the indirect relationship between environmental concern and 
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revisit intention through perceived value were assessed in this study. Therefore, this 

study addressed the following specific objectives: 

1. To assess the influence of the dimensions of environmental concern on the 

intention to revisit green resorts; 

2. To determine the influence of the dimensions of environmental concerns on 

green resort guests’ perceived value; 

3. To identify the influence of the dimensions of perceived value on the intention 

to revisit green resorts;  

4. To examine the mediating role of the dimensions of perceived value in the 

relationship between the dimensions of environmental concern and the 

intention to revisit green resorts.  

1.4 Research Questions 

With respect to each specific objective, this study addressed the following research 

questions:  

1. Do the dimensions of environmental concern significantly influence the 

intention to revisit green resorts?  

2. Do the dimensions of environmental concern significantly influence the green 

resort guests’ perceived value?  

3. Do the dimensions of perceived value significantly influence the intention to 

revisit green resorts?  
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4. To what extent does the dimension of perceived value mediate the relationship 

between environmental concern and the intention to revisit green resorts? 

1.5 Significance of Study  

This study offers both theoretical and practical contributions. The major 

contributions are related to identifying the independent variables that likely to 

influence guests’ intention to revisit green resorts. The study outcomes enhance the 

overall understanding of the significant factors that influence guests’ intention to 

revisit green resort.  

1.5.1 Theoretical Contributions  

From the theoretical perspective, this study extends the existing knowledge based on 

revisit intention within the context of green resorts by developing a framework of 

environmental concern, perceived value, and revisit intention. The SET served as the 

underpinning theory in this study to assess the varied relationship between various 

dimensions of environmental concern, dimensions of perceived value, and intention 

to revisit green resorts. The SET postulates the willingness to engage in an exchange 

if one receives reward and when benefits outweigh costs (Ap, 1992; Jurowski et al., 

1997). Essentially, SET considers the exchange as the basis of human behaviour 

(Ling, Jakpar, Johari, Myint & Rani, 2011).  

The development of this framework enriches the literature on the constructs of guest 

evaluation. This empirical study contributes to in-depth insights on the significance 

of combining these constructs in assessing the travel experience of resort guests. This 

study used varied dimensions of environmental concern and perceived value as key 
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factors in guest evaluation of revisit intention. This study is able to simultaneously 

assess the exclusive relationship between environmental concern and perceived 

value, resulting in more meaningful outcomes. This study extends the existing 

knowledge based on the mediating role of perceived value in terms of functional, 

emotional, social, and epistemic values in the relationship between dimensions of 

environmental concern and revisit intention.  

Overall, the study outcomes offer empirical evidence on the developed framework 

pertaining to revisit intention within the context of green resorts, including the 

strength of the relationships of environmental concern, perceived value, and revisit 

intention. Although the items of environmental concern, perceived value, and revisit 

intention in this study were adapted from past studies, this study contributes to the 

methodological aspect by illustrating the reliability and validity of these items in 

different settings and contexts, namely green resorts located in Malaysia. 

1.5.2 Practical Contributions  

From the practical perspective, the study offers knowledge and conceptual 

understanding on the four key dimensions (functional, emotional, social, and 

epistemic values) of perceived value to service practitioners, especially green resort 

managers, about the process of customer evaluation. In precise, the framework 

developed in this study simultaneously examined multiple constructs so as to 

enhance the overall understanding of perceived value and revisit intention among 

resort guests. 

By understanding the relationships among the constructs in the research model, 

resort managers would be better equipped to develop targeted marketing strategies in 
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retaining current guests and in attracting potential guests. Simply put, it is feasible 

for green resort managers to formulate relevant marketing strategies for respective 

tourist segments. As for the operation of resorts, it is pivotal to define proper 

customer value, as perceived value is an essential aspect for customers to consider 

their return and provide exceptional feedback regarding the services to their friends 

and relatives. After all, contemporary marketing has identified repeat purchase as a 

significant theme through rewards of positive word-of-mouth, improved cost-

effectiveness for repeat customers, and higher economic profit (Tonder, 2016). 

Ultimately, by understanding the relationships between these constructs in the 

developed framework, resort managers, particularly, are able to maximise the 

utilisation of their internal resources to improve organisational performance by 

devising appropriate strategies. 

1.6 Scope of Study 

This research scope is limited to guests who visited three green resorts located in 

Malaysia, namely Frangipani Langkawi Resort & Spa Langkawi, The Shangri-La’s 

Rasa Sayang Resort & Spa Penang, and Holiday Inn, Penang. These resorts take 

advantage of the attractive natural features and offer exceptional amenities, either on 

site or with easy access to off-site facilities. Such green features often appeal to 

resort guests who are nature lovers and prefer exploring the environment. The resort 

guests can engage in numerous activities that bring them closer to the nature during 

their stay. Awareness among guests towards green practices in hotels and resorts 

appears to have a positive impact on their booking decisions (Baker et al., 2014). 

Barber (2014) claimed that guests seek various benefits and display varied 

preferences for green resort practices.  
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According to Gee (2000), the concept of resort is primarily related to the 

establishment of an environment that focuses on enhancing the enjoyment and well-

being of resort guests. Resorts have gained its prominence in the lodging industry 

(Inkabaran et al., 2004) with their emphasis on their guests’ perceived quality of the 

physical environment, value, and image in order to gain their loyalty and favourable 

intention to revisit (Hu et al., 2009). Hence, the three selected green resorts in the 

northern region of Peninsular Malaysia were selected to represent the green resorts in 

Malaysia. The unit of analysis for this study was the green resort guests who stayed 

in one of the selected green resorts and consumed the products and services for at 

least two nights.  

1.7 Operational Definitions 

There were several key terms used in this study, which are defined in the following 

subsections. 

1.7.1 Green Resort Guests 

Guests with higher degree of concerns about environmental issues are more likely to 

identify with a company that exerts intensive green initiatives (Kang, 2012).  A guest 

may be influenced to pay a premium to be accommodated in a green hotel and resort 

if the guest approves both of the initiatives and approach the hotel or resort has 

towards environmental practices (Kang, 2012). Green guests are defined as guests 

who behave in a wide range of tourism context (Dolinicar & Matus 2008). 

This study selected green resort guests visiting three green resorts located in 

Malaysia, namely Frangipani Beach Resort and Spa Langkawi (Kedah), Shangri-La’s 
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Rasa Sayang Resort and Spa (Penang Island), and Holiday Inn Resort (Penang 

Island), as the target population. Green resort guests are expected to benefit from 

current and future hotel and resort operators in their efforts to go green for their 

business operation. 

1.7.2 Green Resort 

A green resort is a lodging that adopts environmentally friendly practices and energy 

conservation measures (ASEAN Green Hotel Standard, 2016). According to the 

Green Hotels Association (2014), green resorts refer to environmentally friendly 

lodgings with the implementation of various green practices, such as water and 

energy conservation and good solid waste management practices (e.g., 3Rs). Green 

resorts can be identified based on their efforts to deliver products and services with 

lower consumption of water and energy and disposal of waste (GHA, 2010). 

Accordingly, this study regarded green resorts as lodgings that implement various 

green initiatives to minimise the environmental implications of their business 

operation. 

1.7.3 Environmental Concern   

Essentially, environmental concern reflects one’s compassion, preference, and 

apprehension towards the environment. It ranges from “very unconcerned” to “very 

concerned” and can be measured using the new environmental paradigm (Milfont & 

Duckitt, 2004). Environmental concern is an important variable that influences one’s 

decision making (Jain & Kaur, 2004). Accordingly, this study defined environmental 

concern as the level of emotion and commitment towards environmental issues. 
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1.7.4 Environmental Knowledge 

Environmental knowledge is defined as the state of one’s knowledge on an issue that 

significantly influences the decision-making process (Nik Abdul Rashid, 2009). 

According to D’Souza et al. (2006), there are two core forms of environmental 

knowledge: (1) one has to be educated to grasp the environmental implications of a 

product or services; (2) consumer knowledge of the product itself is being produced 

in an environmentally friendly way. This study viewed environmental knowledge in 

the following approach: when one has the knowledge on the environmental issues, 

one’s knowledge level would continue to increase and eventually influence revisit 

intention. 

1.7.5 Environmental Awareness  

Environmental awareness denotes one’s awareness on the significant environmental 

implications of the purchasing behaviour (Wahid et al., 2011), which is mainly 

driven by the fact that people have become more environmentally conscious on how 

critical these environmental issues are (Han et al., 2009). Over the past decade, the 

sensitivity towards the environment has intensified in response to the increasing need 

to put a stop and even reverse the environmental damages (Leonidou et al., 2010) 

through individual behaviours. Hence, in this study, green resort operators who are 

environmentally aware seek to deliver green products and services in order to satisfy 

their guests’ environmental demands. This study presumed that green resort guests 

who express environmental awareness would demonstrate the intention to revisit the 

green resorts.  
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1.7.6 Perceived Value  

Perceived value describes one's opinion or mental assessment of the value of a 

product or services (Rasoolimanesh et al., 2016). Perceived value is also understood 

as a construct that is configured by the benefits received (economic, social, and 

relationship) and sacrifices made (price, time, effort, risk, and convenience) by the 

customers (Cronin et al., 2000; Bigne et al., 2001; Oh, 2003). This study aimed to 

assess the overall perceived value of one’s visit to the green resort where the resort 

guests evaluated their consumption experience and their real experience. With that, 

this study is able to identify what these guests considered in terms of the benefits or 

sacrifices from their stay in a green resort. 

1.7.7 Functional Value  

Sheth et al. (1991) defined functional value as the perceived utility derived from the 

physical performance of the products or services. The functional attributes and 

rational thoughts overpower the decision to consume, especially in purchasing 

specific products or services where self-oriented value is highly prominent (Green & 

Peloza, 2011). According to Sweeney and Soutar, (2001), functional value is 

commonly suggested to be influenced by quality and price. Hence, this study 

regarded that the quality of green resorts positively influences the perceived value 

given their environmentally friendly measures taken (e.g., eco-friendly linens, 

improved air quality, and the use of non-toxic materials for the well-being of their 

guests). Meanwhile, this study expected that the price would negatively affect the 

perceived value since the customers may view green resorts as a pricier choice than 

conventional resorts. 
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1.7.8 Social Value 

Social value is defined as the perceived utility derived from the products or services 

acquired in enhancing the social self-concept (Sweeney & Soutar, 2001). The social 

value of a product or services can be obtained through its positive or negative 

association with socioeconomic status, demographic profile, and cultural-ethnic 

groups. This study views social value as one’s view towards green resort as socially 

approved, feels accepted, makes good impression on others, and enhances self-

images. The social value of green resorts refers to guests’ perceived utility that 

derives from the products or services sought in enhancing social self-concept. 

1.7.9 Epistemic Value 

Meanwhile, epistemic value reflects the perceived utility derived from the products 

or services acquired in arousing interest, delivering uniqueness, and fulfil the need 

for knowledge (Sheth et al., 1991). The interest to seek for new or unique experience 

provides epistemic value. This study expected to obtain the epistemic value through 

the green resort guests’ desire for knowledge and curiosity on any aspects of the 

green resort.   

1.7.10 Emotional Value 

Emotional value reflects the perceived utility derived from the products or services 

acquired in initiating feelings or affective state (Sheth et al., 1991). For instance, 

green consumption is compatible with environmental conservation, resulting in 

positive feelings (Corall-Verdugo et al., 2009). The overall feeling of well-being is 

also associated with altruism (Ritov & Kahnemann, 1997) where one treats others 
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well without expecting anything in return (Jeong & Jang, 2010). A growing desire 

for improved well-being has also emerged as an important emotional benefit among 

green resort guests (Robinot & Giannelloni, 2010) where their decision to stay in 

green resorts made them feel that they contributed to the environmental sustainability 

(Hotel Online, 2002). In this study, the green resort guests were expected to exhibit 

positive emotional value from their experience at the green resort, especially the 

feelings of comfort and enjoyment, the ability to describe the overall experience of 

their visit, and the feeling of surprise for pleasant situations that they have never 

encountered before. 

1.7.11 Revisit Intention 

The revisit intention is associated with those who have the intent to visit the hotel or 

resort that provides highly valuable experience in terms of efficiency and economic 

sense (Swinyard, 1993; Ha & Jang, 2010). Repeat customers are destination-aware 

tourists with expectations that are based on their prior experience (Reid & Reid, 

1993; McKercher & Wong, 2004). Accordingly, this study assessed the importance 

of certain factors, such as environmental concern and perceived value, on the revisit 

intention to green resorts. 

1.8 Thesis Organisation 

This thesis is organised into five chapters. Chapter One presented the overall 

background of this study, problem statement, research questions, objectives of this 

study, the significance of study in terms of theoretical and practical contributions and 

the scope of study. The chapter also provided the operational definition used in this 

study. 



27 

 

Subsequently, Chapter Two reviews the literature on the main constructs in this 

study, namely environmental concern, perceived value, and revisit intention, and 

how these constructs are related to one another. This chapter also provides the 

justification on the adoption of the SET as the underlying basis for the theoretical 

framework in this study. Besides that, this chapter also describes the theoretical 

framework and the development of hypotheses for testing in this study.   

Meanwhile, Chapter Three describes the methodology used in this study with 

respect to the objectives and the corresponding research questions. The chapter 

ensues with the research design, the measurement of variables, questionnaire design, 

sampling strategy and data collection, results of the pilot study, and data analysis. In 

short, detailed descriptions of how the results were obtained and analysed are 

presented in the third chapter.  

Chapter Four presents the outcomes of data analysed using Statistical Package for 

the Social Sciences (SPSS) tool. The statistical techniques deployed in this study 

were factor analysis, reliability testing, and regression analysis, especially to test 

acceptance or rejection of the research hypotheses based on the research framework. 

A summary of the findings is presented at the end of this chapter. 

Chapter Five summarises the overall discussion and concludes the findings of the 

study. The chapter begins by recapitulating the obtained findings of this study. 

Following that, this chapter also addresses the limitations of study and provides 

recommendations for future research. Figure 1.1 illustrates the overall thesis 

organisation.  
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1.9  Summary  

In summary, the primary objective of this study is to investigate the direct 

relationship between environmental concern and revisit intention, the indirect 

relationship between environmental concern and revisit intention through perceived 

value, as well as the mediating role of perceived value on the intention to revisit 

green resorts. The unit of analysis in this study refers to guests who stayed in one of 

the selected green resorts, as well as consumed both the products and services for at 

least two nights. The research context had been based on three green resorts situated 

in Malaysia, namely Frangipani Langkawi Resort & Spa Langkawi, The Shangri-

La’s Rasa Sayang Resort & Spa Penang, and Holiday Inn, Penang. The next chapter 

depicts the related literature pertaining to Environmental Concern, Environmental 

Knowledge, Environmental Awareness, Perceived value dimensions, and revisit 

intention. Additionally, the next chapter elaborates the key components in 

establishing the research framework. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

This chapter presents a detailed review on prior studies with respect to the focus of 

the present study. The literature review was conducted for this study to identify key 

concepts, constructs, and significant findings of prior studies. The literature review 

also facilitated the development of research framework in this study. The chapter 

also includes the literature review on the constructs of interest, namely 

environmental concern, perceived value, and revisit intention. In addition, this 

chapter discusses literature regarding the SET that underpins the study. Basically, the 

study aimed to outline the relationship between environmental concern and revisit 

intention through perceived value.  

2.2 Green Resort 

The term “green” refers to any action that minimises the environmental impact, such 

as eco-purchasing or recycling (Han et al., 2011). Green resorts are often referred to 

as lodgings that implement green practices, such as water and energy conservation 

and good solid waste management (3Rs) (Green Hotel Association, 2008). In 

addition, green resorts are also lodgings that voluntarily provide environmentally 

friendly features (Millar, 2008).  

A green resort can implement various green measures. For examples, the display of 

brochures on water and energy conservation in the guests’ rooms, donation of 
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leftover good-quality food to the local charity organisations, the installation of 

energy-efficient lighting equipment, and the use of environmentally friendly 

chemicals and detergents. Water conservation and reuse option for linens are well-

established green practices across European countries. Apart from conserving water, 

these two common green practices minimise the use detergents and prolong the 

lifespan of these materials. Besides that, water-saving fixtures are most commonly 

practiced in Sweden where preventing water wastage is both environmentally and 

economically beneficial. Waste sorting and recycling are often emphasised in green 

lodgings today, including green resorts. 

 However, composting kitchen waste and garden waste as organic fertiliser are not 

widely practiced in most green resorts given the complexity of the composting 

technique. Adding to that, recycled papers are also not widely practiced for the 

production of brochures in green resorts as the cost of using recycled papers is 

significantly higher. The installation of soap- and shampoo-dispensers in the guests’ 

bathrooms, instead of individually packed toiletries, should be practiced in green 

resorts too. There were only several green resorts those participants in wildlife 

conservation, but mainly as a form of promotional measures to appeal to customers 

who are animal lovers. Table 2.2 presents some of the main green measures in the 

lodging industry. 
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Table 2.1 

Main Green Measures in the Lodging Industry 

Green measures References 

 Energy-saving measures: low-consumption lamps; LED 

technology; temperature control in rooms 

 Water-saving measures: diffusers; water-saving sanitary 

ware; control valves for water pressure 

 Waste management practices: recycling; reuse (whenever 

possible); “zero paper” programmes 

 Increase the use of environmentally friendly cleaning 

agents  

 Train the employees on green measures 

Alvarez-Gil et al. 

(2001); Enz and 

Siguaw (2003); 

Trung and Kumar 

(2005); Pereira-

Moliner et al. (2012); 

Alonso-Almeida 

(2012); Llach et al. 

(2013); Best and 

Thapa (2013). 

  

The hotel and resort operators in the hospitality industry are increasingly aware of 

incorporating green measures in their business operation that provide competitive 

advantage. Thus, they are more proactive to develop and implement appropriate 

green measures in order to take full advantage of the opportunity to be recognised as 

green lodgings (Manaktola & Jauhari, 2007). With the implementation of green 

measures, a large proportion of energy can be reduced and eventually, reduces the 

risk of contamination and resource exhaustion in the lodging industry considering 

that the energy consumption, especially in hotels and resorts, is significantly higher 

than other business operations.  

The hotels and resorts are provided with ample of opportunities to execute energy 

conservation campaigns and environmental management system. Besides energy 

consumption, the use of water in hotels and resorts for consumption, bathroom, 
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kitchen, laundry and washing, and even space heating are extensive and may 

eventually lead to water shortage, without proper monitoring. There is also the risk of 

water contamination since hotel and resort guests are higher in number compared to a 

normal household; thus, large amount of contaminated water are released into the 

environment, causing water pollution and other negative water-related implications.  

Although the lodging industry in Malaysia plays a pivotal role in the economic 

development, it is undeniable that the industry also has an extensive potential to 

negatively affect the quality of environment, which has propelled more hotel and 

resort operators globally to be more environmentally conscious. Although the 

lodging industry is highly susceptible to climate change, the industry is also highly 

detrimental to the environmental sustainability with its high contribution of negative 

environmental implications (attribute 75% of the overall environmental impact), 

which is primarily contributed by the unsustainable use of non-durable goods, 

energy, and water (Bohdanowicz, 2006). The output of its business operation 

eventually leads to air and water pollution and high solid waste generation. It is 

apparent that hotels and resorts use a considerable amount of consumer goods and 

non-durable goods; thus, waste generation is likely to produce the most detrimental 

impact on the natural environment. For instance, resort customers generate at least 1 

kg of waste per day (Pirani & Arafat, 2014) and approximately 50% of the waste 

generated are, in fact, recyclable. Malaysians generate 7.34 million tons of solid 

waste annually, which has contributed to the rising environmental concern. Notably, 

hotels and resorts are one of the main causes of environmental problems (Ramayah et 

al., 2010).  
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Addressing that, this has led to an increasing number of green hotels and resorts 

(Hsiao et al., 2014). More hotels and resorts have recognised the imperative need to 

adopt green measures in their business operation, specifically green guidelines, 

environmental management system, conduct environmental improvement, the use of 

eco-label or green globe logo, and the adoption of best practices in environmental 

management with expert assistance (Han et al., 2011). The green practices in resorts 

globally typically involve setting up environmental monitoring system and standards 

to monitor water quality, energy consumption, and solid waste aspects. This green 

measure is particularly beneficial in identifying areas that consume high energy. For 

example, lighting in areas with high energy consumption can be targeted where the 

resort can opt to set a goal to reduce the energy consumption by 20% in one year or 

replacing the current lighting fixtures with compact fluorescent lighting. Besides 

that, the concepts of environmental protection and energy conservation induce green 

management into the construction of the hotel and resort facilities. In short, 

incorporating green management in the lodging industry is both environmentally and 

economically beneficial. Overall, green resorts essentially reduce environmental 

impact through water and energy conservation and good solid waste management 

while providing green products and services for their guests. 

From a practical perspective, the green practices in the hospitality and tourism 

industries in Malaysia are relatively new. At this point, there are only 10 hotels in 

Malaysia that fulfil the ASEAN Green Hotel Standards 2016. The Ninth Malaysian 

Plan was designed to increase the number of tourist arrivals to Malaysia by 2020. 

Nevertheless, one of the selection factors among tourists is the demand for hotels or 

resorts to provide accommodation of acceptable quality, which potentially influence 

their green behaviour (Hsiao et al., 2014). With the significance of environmental 
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issues in Malaysia, green purchasing behaviour has gained growing interest across 

numerous studies. Customer behaviour focuses on about how individuals make 

decisions to spend their money, time, and effort for the consumption of products and 

services. Meanwhile, green behaviour, a more complex subject, has also gained 

growing interest across diverse fields of study.  

Accordingly, Enz and Siguaw (1999) revealed that green hotels that involve their 

guests in various green initiatives, such as the recycling programmes, and incorporate 

environmental management system received positive feedback from their guests. 

Goodman (2000) claimed that sustainability strategies contribute to customer loyalty 

and retention in a hotel chain in Northern Europe where environmental concern is 

prominent. The positive influence of green practices on satisfaction and revisit 

intention was reported in several studies (Berezan et al., 2013; Slevitch et al., 2013). 

Robinot and Giannelloni (2010) also highlighted that certain green attributes are 

regarded as basic attributes that do not influence the level of satisfaction in a hotel or 

resort whereas Kasim (2004a) reported that green consumers expressed nonchalant 

attitude towards green features in the lodging of their choice and preference for 

certain non-green attributes compared to green alternatives in Penang, Malaysia 

(Kasim, 2004b).  

However, studies on significant factors that influence behavioural intention within 

the context of green resorts in Malaysia remain limited. Therefore, this study 

addressed the existing literature gap by exploring the complexities of behavioural 

intention. In particular, the resultant outcomes of this study is expected to enhance 

the overall understanding on the significant factors that influence green behavioural 

intention for the development of effective marketing strategies to promote the choice 
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of staying in green lodgings within the Malaysian context. Fishbein and Ajzen (2011) 

highlighted the individual propensity to undertake a certain behaviour when one 

possesses favourable attitude towards the behaviour, which is deeply rooted in the 

self-concept and perceiving oneself to be an integral part of the environment to a 

certain degree (Lee et al., 2010). Thus, the study focused on green resorts that often 

create valuable memories and experience for their guests; whether these guests 

would revisit these green resorts was particularly explored.  

In summary, a green resort promotes environmentally responsible attitude and 

embodies socio-economic attributes that safeguard the interest of the community. 

Some of the green management initiatives for hotels and resorts include energy and 

water conservation, the use of solar energy, maintaining paperless environment (no-

print policy), the reuse of soap bottle, and waste management. The implementation of 

green management initiatives conserves resources, minimises costs, and promotes 

environmental sustainability. 

2.2.1 Green Approaches of Green Hotels and Resorts in Malaysia 

These green approaches were globally recognised back in the 1970s. However, only 

in the 1990s, the reported occurrence of global warming prompted the growing 

environmental concern, which was the beginning of the green decade (Kirkpatrick, 

1990) with the introduction of numerous environmental laws, policies, paradigms, 

framework, and strategies for environmental protection. The rising trend of 

environmental concern globally has prompted many business operators to recognise 

the significance of green concept, which propelled the development of sustainable 

hospitality industry. The sustainable hospitality industry was introduced in the mid-

1990s with several leading individual and chain affiliated hotels and resorts 
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(Melissen et al., 2007). The sustainable hospitality industry has slowly gained proper 

recognition among business operators given the financial benefits and the changing 

attitude of customers towards sustainable tourism (Wahab & Pigram, 1997; Bhat, 

1999). 

Despite that, the emerging green wave in the hospitality industry is an unfamiliar 

aspect in Malaysia. There are only a few green hotels in Malaysia. Yusof and 

Jamaluddin (2013) conducted a study that involved several prominent hotels in 

Malaysia, specifically Meliá Hotel (Kuala Lumpur), Shangri-La Hotel (Kuala 

Lumpur), Golden Palm Tree Resort (Sepang), and Andaman Resort (Langkawi 

Island). The environmental managers of each lodging were interviewed on the 

application of green products and materials, solid waste management, energy 

management, water management and conservation, community service, indoor air 

quality, and sustainable site planning and management. The study revealed that the 

areas that received the highest participation among hotels included energy 

management (e.g., sub-metering, use of LED and energy-saving lighting, energy-

saving equipment, regular maintenance of air-conditioner, use of occupancy room 

unit controllers, and switching off lighting manually), solid waste management (e.g., 

waste separation and recycling initiatives and composting of organic waste), and 

water management (e.g., encourage guests to save water, reuse options for towels 

and linens, low-flow toilet, tap, and showerhead, and rainwater harvesting). 

On the other hand, indoor air quality and sustainable site planning and management 

received the lowest participation among hotels. The use of new applications or 

technologies, such as renewable energy (solar panel) and rainwater harvesting 

system, receives less interest given the cost involved and system availability. The 
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selected hotels in the study adopted different green measures and this variation was 

due to the following factors: (1) management goals; (2) cost availability; (3) 

surrounding area. Green hotels and resorts have slowly gained the proper recognition 

in the hospitality and tourism industries in Malaysia. In line with global trend and the 

growing environmental concern, green hotels and resorts are added advantages in 

Malaysia.  

The Green Building Index (GBI) is the green rating tools for buildings and townships 

in Malaysia in the efforts to promote sustainability in the built environment. GBI is 

specifically developed to cater the Malaysian tropical climate, environmental and 

developmental contexts, and cultural and social needs. The GBI Hotels and Resorts 

Tool were subsequently introduced in February 2014, which highlighted six key 

criteria, namely (1) energy efficiency, (2) indoor environmental quality, (3) 

sustainable site planning and management, (4) materials and resources, (5) water 

efficiency, and (6) innovation. Currently, gross floor area of more than 150 million 

square feet were certified by GBI, which encompassed industrial, commercial, and 

residential buildings. Since 2014, 46 hotel projects in Malaysia have applied for 

Green Hotels and Resorts certification; to date, 14 were successfully certified.  

The concept of green lodging is crucial in the determination of the area of green 

initiatives. Apart from community service, the basic green areas include energy, 

water, and waste. There are numerous emerging green areas, such as air pollution, 

biodiversity conservation, environmental education, eco-friendly design, passive 

design, and product innovation. All these emerging green initiatives are known as 

best practices. Table 2.3 presents examples of green initiatives. Overall, the  green 

approach in lodging industry provides valuable business opportunities with the cost 
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reduction and positive reputation and image in the existing market, especially with 

the growing environmental concern and significance of environmental protection. 

 

Table 2.2 

Examples of Green Initiatives  

References Areas of green initiatives 

Vikneswaran Nair (2012) Reuse, reduce, and recycle; energy efficiency 

Pizam (2009) Green suppliers; green service 

Ceballos Lascurain (1993) Renewable energy; rainwater harvesting; waste 

recycling, 

Middleton (1998); Kotler 

(1999) 

Energy and water conservation; waste 

management; education 

Bansal (2000) Turning off the lights; monitoring the use of air 

conditioners; or waste recycling 

Colchamiro (2010) Donation of linen; the use of non-toxic products; 

automatic paper towel dispenser; laundry using 

energy- and water-saving equipment; rejected linen 

as apron 

Green (2008) Reduce the amount of printed papers; the use of an 

energy-efficient lightbulb; composting kitchen 

food and coffee grounds  

Crowther (1992) Choice of material; building layout; site layout 

Vale (1991a) Energy conservation; working with the climate; 

minimising new resources; respects for others; 

respect for site; holism 

Jamaludin (2004) Building function; the availability of technology; 

regional context; site context; community socio-

economic and cultural contexts; clients’ aspiration 

Source: Jamaluddin and Yusof (2013) 
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2.3 Malaysia as the Research Context 

The tourism industry is a key potential growth area in Malaysia’s service economy. It 

has contributed significant growth and economic values to the GDP of Malaysia 

(Yen & Othman, 2011; Zialiani et al., 2011). In fact, Malaysia has recorded a steady 

growth in the tourism industry. Statistics indicated that year 2017 recorded 25.9 

million (25,948,459) tourist arrivals and RM82.2 billion tourist receipts for Malaysia 

(Tourism Malaysia, 2017). The UNWTO predicted that the growth of international 

tourism is set to continue, and that emerging destinations, especially in Asia, Pacific 

region, and the Middle East, have been expected to continue growing. Tourist 

arrivals to Asia and Pacific regions have been forecasted to double within 10 years, 

from 195 million in 2010 to 397 million by 2020; wherein the region’s share of 

global arrivals is bound to grow from 14.4% in 1995 to 25.4% in 2020 (UNWTO, 

2011). 

The hotel industry is a significant component within the tourism domain, and appears 

to be one of the most promising sectors in Malaysia, which demand effective 

strategies in meeting the economic agenda of the nation (Awang, Ishak, Radzi, & 

Taha, 2008). In supporting the growth of tourism, Malaysia offers a wide range of 

accommodation to visitors, including hotels, resorts, individual guest houses, motels, 

self-catering, and other various private accommodations. The industry also has the 

potential to pose threatening conditions towards natural environment. At present, the 

hotel industry worldwide is becoming increasingly concerned about the uprising 

environmental issues. 

Since the past few years, more hoteliers have reckoned the need to adopt green hotels 

and resorts strategy in their operation. In precise, green resort establishments actively 
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adhere to eco-friendly guidelines, practice environmental management, commit 

themselves in carrying out environmental improvements, demonstrate such 

commitment via eco-labels or green globe logo, and acquire techniques related to 

best practices in environmental management with help sought from experts (Han, 

Hsu, Lee & Sheu, 2011). Tourism Malaysia (2015) reported that the average 

occupancy rate for hotels in Malaysia was 60%, while 70% at top tourist spots, such 

as Langkawi, Penang, Pahang, and Labuan. 

It is significant to address the issue at hand so that appropriate target sample could be 

identified and consequently enhance the ability to generalise the study outcomes. The 

following points elaborate the rational of selecting the three green resorts in Malaysia 

as the study context. This study selected Frangipani Beach Resort and Spa Langkawi 

(Kedah), Shangri-La’s Rasa Sayang Resort and Spa (Penang Island), and Holiday Inn 

Resort (Penang Island) mainly because these resorts were awarded the ASEAN 

Green Hotel Award for three consecutive years (2016–2018) at the ASEAN Tourism 

Forum in Manila, Philippines. 

The green wave in hospitality tourism across Malaysia is relatively new. In Malaysia, 

10 resorts and hotels were awarded the Asean Green Hotel Awards in year 2016. 

These 10 hotels established professional green hotel operations, such as 

environmental plan, green product, human resource, and environmental management, 

which benefitted the environment and the communities from a collective approach to 

operational professionalism. The 10 hotels from Malaysia are Shangri-La’s Rasa Ria 

Resort & Spa, Kota Kinabalu; Shangri-La’s Tanjung Aru Resort & Spa; Frangipani 

Langkawi Resort & Spa; The Shangri-La Hotel Kuala Lumpur; The Zenith Hotel, 

Kuantan; Borneo Tropical Rainforest Resort, Sarawak; The Shangri-La’s Rasa 
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Sayang Resort & Spa Penang; Miri Marriot Resort & Spa; Mandarin Oriental Kuala 

Lumpur; and Holiday Inn Resort Penang won the ASEAN Green Hotel Award at the 

first ASEAN Green Hotel Award Ceremony held in Sofitel Philippines Plaza Manila. 

Table 2.3 

Asean Green Resort and Hotel Awards Year 2016 

Resort / Hotel State 

Shangri-La’s Rasa Ria Resort Tuaran Sabah 

ShangriLa’s Tanjung Aru Resort and 

Spa Kota Kinabalu 

Sabah 

Frangipani Langkawi Resort & Spa Kedah 

The Shangri-La Hotel Kuala Lumpur 

The Zenith Hotel Pahang 

Borneo Tropical Rainforest Resort Sarawak 

The Shangri-La’s Rasa Sayang Resort & 

Spa Penang 

Penang 

Miri Marriot Resort & Spa Sarawak 

Mandarin Oriental Hotel Kuala Lumpur 

Holiday Inn Resort Penang Penang 

Source: Malaysia Tourism Promotion Board (2016) 

Being one of the world’s top holiday destinations, Malaysia has a wide variety of 

unique attractions - pristine beaches and breath-taking islands, a rich tapestry of 

cultures and history, well-preserved heritage treasures, world-class modern facilities, 

a fascinating collection of flora and fauna, lush and well-maintained nature reserves, 

a delightful array of mouth-watering cuisine, and a long list of shopping hotspots 
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(Malaysia Truly Asia, 2016). Malaysia is one of the twelve mega diverse nations in 

the world rich in flora and fauna (Malaysia, 2011). This study focused on three green 

resorts located in Penang and Langkawi, specifically resorts that take advantage of 

the attractive natural features and offer more amenities, either on site or with easy 

access to off-site facilities. 

Home to hundreds of flora and fauna species, the Penang National Park is a 

wondrous journey into the heart of nature. Also contained within the park are a 19th 

century lighthouse, a natural meromictic lake, nature trails, a turtle conservation 

centre, and a canopy walkway. Shangri-La hotels have “Green Programs” to identify 

ways to minimise wastage, curb practices that damage the environment, and promote 

environmental awareness. Shangri-La Hotel is located on the famed Batu Feringgi 

Beach, nestled between the sea and emerald green hills, and is mostly visited by 

tourists from the Western and European nations. Generally, Western and 

Europe travellers have higher consuming ability than local travellers. 

Holiday Inn Resort in Penang was awarded ASEAN Green Hotel Standard. The hotel 

offers an endless list of fun hotel facilities, thoughtful guest services, and exciting 

recreational activities. Holiday Inn Resort Penang is a perfect tropical beach 

destination due to its stunning beaches, as well as abundant flora and fauna, which 

will delight avid outdoor explorers. Visitors can engage in many activities that can 

bring them closer to the nature when staying at this resort.  

Langkawi Island is one of the tourist hotspots in Malaysia that was declared a 

UNESCO Global Geopark in 2007 (Chan, 2015). Surrounded by sparkling emerald 

waters and fringed by powder-fine sandy beaches, the charming tropical island 
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boasts some of the region’s best natural attractions. The island is shrouded in myths 

and mystery, making it one exciting and intriguing destination.  

The Frangipani Langkawi Resort & Spa had garnered a number of prestigious 

awards, including the ASEAN Green Hotel Award 2014 and 2016, as well 

as Tripadvisor’s Top 25 Relaxation and Spa Hotels for Malaysia. The Frangipani 

Langkawi Resort & Spa practices zero wastewater system, which is a 100% all-

natural filtration system that utilises aquatic plants to treat wastewater, turning them 

into Grade-A drinking water. Guests at the Frangipani Langkawi Resort & Spa can 

learn more about the filtration system, and gain hands-on-experience with daily 

complimentary Eco-Walk.  

The Frangipani Langkawi Resort & Spa reckons that it is definitively impossible to 

build, maintain, and operate a fully-functional resort without impacting the 

environment’s natural eco-system. The management and staff acknowledge that 

continued existence depends on the way they choose to manage the natural assets. 

This resort continually assesses, manages, and improves its on-going 

relationship with the environment by embedding sustainable green practices. The 

management’s continuous effort ensures that the geological assets remain as they 

are for many generations to come. To date, the Frangipani Langkawi Resort & Spa 

has managed to develop approximately 300 Green Practices to effectively reduce, 

reuse, and recycle. This resort, for instance, utilises energy-efficient light globes as 

part of the many directives to reduce energy consumption. The Frangipani Resort & 

Spa also incorporates the use of Solar Energy wherever possible. 

This present study focused specifically on green resorts because such properties are 

particularly linked with locations that have beautiful nature, as well as pleasant and 
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peaceful environments. Imran Rahman (2012) asserted that “location has an impact 

of hotel environmental practice” (p 722). Location in natural setting is a driving 

factor for resort operators to become competitive in minimising and eliminating their 

operation externalities on the environment (Mihalic, 2000; Leonard, 2010). 

Resorts are the choice for most tourists due to its vast facilities, such as garden, 

swimming pools, restaurants, and many more. Typically, a resort has two or more 

restaurants or lounges, apart from room service. Resorts also offer numerous 

activities or amenities, including on-site music and dancing halls, sports facilities 

such as golf or tennis, a large exercise room or gym, business centre, and spa. It is, 

thus, understood that resorts are meant for longer stay. Resorts are geared towards 

providing fun adventure and unique experience for families (Torre, 2014). Gee 

(2000, p. 22) mentioned, “the core principle of the resort concept is the creation of an 

environment that will promote and enhance a feeling of well-being and enjoyment.” 

To date, resort hotels have become one of the dominant segments within the 

accommodation industry (Inkabaran et al., 2004). 

This study suggests a new way for resorts in Malaysia with less green markets to 

consider developing more effective green resort marketing strategies. Another 

benefit of using Malaysia as the study context stems from the intensive competition 

within the hotel industry in Malaysia. Hence, it will be helpful for managers across 

Asian nations to modify or to enhance the conventional business model and enhance 

cooperate image into more customer-oriented.  



46 

 

2.4 Relationship between Environmental Concern and Revisit Intention  

Numerous industries, including the lodging industry, encounter critical issues 

pertaining to environmental concern (Nelson et al., 2013). Sustainable development, 

including the development of sustainable built environment, has become a significant 

feature and a veritable challenge across industries. The hotel and resort operators 

have also become increasingly aware that the environmental quality and protection 

are crucial to the development and performance of the hotels and resorts 

(Bohdanowicz et al., 2005). 

Environmental concern reflects one’s compassion, preference, and apprehension 

towards the environment. It ranges from “very unconcerned” to “very concerned” 

and can be measured using the new environmental paradigm (Milfont & Duckitt, 

2004). Environmental concern is an important variable that influences one’s decision 

making (Jain & Kaur, 2004). The customers often express their environmental 

concern based on the characteristics of the products and services, the accuracy of 

claims made by the green products and services, and the information and benefits 

provided by the green products and services (Forkink, 2010; Luchs et al., 2010).  

According to Barr and Gilg (2006), committed individuals or mainstream 

environmentalists tend to prioritise the environmental issues with a higher level of 

environmental concern and a higher sense of responsibility and moral obligation in 

protecting the environment. A clear communication on the benefits of the green 

products, particularly on the product packaging or in the product advertisement, can 

address the negative perception on the effectiveness of environmentally friendly 

products and contribute to environmental concern (Luchs et al., 2010). 



47 

 

The customers demonstrate growing environmental concern following their 

environmental awareness through the use of mass media, the implications of major 

industrial disasters, and the growing number of environmental activities (Kalafatis et 

al., 1999). The growing environmental concern highlights the seriousness of the 

environmental issues, resulting in the increasing trend of green movement, green 

practices, environmentalism, and eventually, green behaviour.  

Numerous studies explored the influence of environmental concern on green 

purchasing behaviour (Aman et al., 2012; Irawan & Darmayanti, 2012; Albayrak et 

al., 2013). For instance, Irawan and Darmayanti (2012) demonstrated the significant 

influence of environmental concern on green purchasing behaviour among the 

university students in Indonesia while Albayrak et al. (2013) demonstrated 

environmental concern as the determinant of the intention to perform green 

purchasing behaviour and the negative relationship between scepticism and the 

intention to perform green purchasing behaviour in Turkey. Besides that, Aman et al. 

(2012) also revealed similar findings where environmental concern significantly 

influences the intention to perform green purchasing behaviour in Sabah. The study 

subsequently adopted attitude as the mediator, which also revealed a positive 

relationship between environmental concern and attitude as well as between attitude 

and intention to perform green purchasing behaviour.  

With the importance of environmental issues as social issues today, the customers’ 

preference has shifted to environmentally friendly products and services when they 

have the options to choose their lodging during their travels (Laroche et al., 2001; 

Han et al., 2009; Lu et al., 2015). For instance, 79% of the total travellers expressed 

interest in a survey to go green when they have to choose their lodging for their 
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travels (United Nations Environment Programme, 2013) whereas 57% of the total 

travellers demonstrated the propensity to make green decisions when they have to 

choose their lodging or food as well as the intention to make green decisions for their 

future travel plans (71%) (TripAdvisor, 2012a). The propensity to demonstrate green 

behaviour has propelled the lodging industry to incorporate green practices and 

implement green campaigns, such as the International Hotels Environment Initiative 

(Han et al., 2009). The obtained findings from prior studies were fairly conclusive on 

the significance of attitude in explaining the customers’ decision-making process 

towards environmentally favourable decisions. For instance, in the development of 

the measurement scale for environmental concern, Han et al. (2010) emphasised that 

the level of one’s environmental concern influences his or her attitude and behaviour.  

Notably, other studies propounded that women express higher environmental 

concern than men do (Murphy et al., 1978; Mohai, 1992; Stern, 1992; Davidson & 

Freudenberg, 1996; Riechard & Peterson, 1998). In the same vein, Mohai (1992) and 

Stern (1992) concluded that women are more concerned about environmental issues 

than men are and that different genders possess different values and beliefs towards 

the environment. Riechard and Peterson (1998) also revealed similar results where 

female students in the study demonstrated higher perception of environmental risk 

scores than male students.  

The theoretical explanations for these differences between genders are the level of 

technological knowledge and tolerance for technological advancement, the support 

for economic growth, and lower perception of environmental risks, which are more 

prominent among men (Blocker & Eckberg, 1997). For example, it was postulated 

that women are less likely to have faith in science and technology compared to men, 
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resulting in a higher level of environmental concern and less support for a 

“technological fix” (Davidson & Freudenburg, 1996). Certain eco-feminist writings 

also suggested that women may, after all, be more of an environmentalist than men 

due to the biospheric orientation (Merchant, 1979). 

Meanwhile, Straughan and Roberts (1999) claimed that customers with a high level 

of environmental concern tend to engage in more intense environmentally friendly 

behaviours if they feel that their efforts and actions can be effective in resolving the 

environmental problems. Although these customers may not always consume green 

products or services, they are more likely to perform environmentally favourable 

behaviours on a daily basis and make green purchasing decisions (Suchard & 

Polonski, 1991; Schuhwerk & Lefkokk-Hagius, 1995; Paco & Raposo, 2009). 

Manaktola and Jauhari (2007) revealed that tourists who are conscious of green 

practices would frequently revisit the green lodgings. Similarly, Lee et al. (2010) also 

found that hotels that use green branding and implement green practices are able to 

convince their guests to demonstrate higher willingness to pay, provide positive 

recommendations to their relatives and friends, and even revisit the hotels. Similar 

findings were also revealed by Manaktola and Jauhari (2007), Lee et al. (2010), 

Aman et al. (2012), Irawan and Darmayanti (2012), Chan et al. (2014), and Suki and 

Suki (2015). 

However, several studies revealed contradictory findings, such as the study by Chia 

and Chun (2014), which revealed that the adoption of environmentally friendly 

behaviours and the implementation of green measures by the hotels in Taiwan do not 

influence the tourists’ decisions on where to stay during their travels. Besides that, 

Yusof et al. (2010) found that the resorts in Lake Kenyir, Malaysia, which implement 
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environmentally friendly practices (e.g., energy saving and waste management), are 

unable to attract repeat customers. Tsai and Tsai (2008) stressed that despite the 

increasing level of environmental concern and environmental awareness among the 

tourists in Taiwan, green behavioural intentions are not necessarily demonstrated 

when the price and quality of the hotels are the essential factors that influence the 

decision to stay or revisit. Similarly, the surveyed tourists in India who expressed 

their intention to revisit hotels demonstrated their reluctance to stay in green hotels 

due to the price of staying at a green hotel (Manaktola & Jauhari, 2007).   

According to Suki and Suki (2015), perceived behavioural control and attitude were 

found to positively influence the intention to revisit the green hotels, but the 

relationship between subjective norm and revisit intention was not significantly 

related. On the other hand, Chan et al. (2014) demonstrated the positive influence of 

environmental knowledge, environmental awareness, and environmental concern on 

the intention to implement green practices and eventually, green behaviour. Adding 

to that, the significant moderating role of gender was demonstrated in the 

relationship between environmental concern and green purchasing behaviour and 

between attitude and green purchasing behaviour (Dagher et al., 2015). Ham and Han 

(2013) assessed the moderating role of environmental concern, which revealed a 

positive relationship between green practices and customer loyalty to hotels. 

However, the study did not consider the influence of environmental concern on 

revisit intention to hotels.  

Addressing the inconclusive findings of prior studies, the positive influence of 

environmental concern on environmentally friendly practices, including its influence 

on the revisit intention to the green resorts, was evidently demonstrated. In particular, 
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this study viewed environmental concern in terms of environmental knowledge and 

environmental awareness, which are further discussed in the following subsections. 

In this case, it was expected that individuals who express a higher level of 

environmental concern would continuously increase their environmental knowledge 

and environmental awareness through the use of mass media, resulting in green 

attitude towards green resorts, thus having the intention to revisit green resorts. 

2.4.1 Relationship between Environmental Knowledge and Revisit Intention 

The characteristics that influence the decision-making process are associated with 

one’s knowledge or beliefs (Alba & Hutchinson, 1987). Environmental knowledge is 

defined as “a general knowledge of facts, concepts, and relationships concerning the 

natural environment and its major ecosystems” (Fryxell & Lo, 2003, p. 45). 

Environmental knowledge is also described as the state of one’s grasp of an 

environmental issue that significantly influences the decision-making process (Nik 

Abdul Rashid, 2009). Thus, environmental knowledge involves what one knows 

about the environment, the key relationships that are associated with environmental 

aspects or impacts, an appreciation of the overall ecological system, and collective 

responsibilities that are necessary for sustainable development (Mostafa, 2007). On 

the other hand, Laroche et al. (2001) defined environmental knowledge as one’s 

ability to identify a number of symbols, concepts, and behaviour patterns that are 

related to environmental protection.  

In general, there are two forms of environmental knowledge, namely (1) consumers 

have to educate to be understand the impact of a product to environment; and (2) 

consumer knowledge in the product itself being produced in an environmentally 

friendly way (D’Souza et al., 2006). There are numerous strategies for the customers 
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to gain knowledge and evidence, such as by reading the product label (D’Souza et. 

al, 2006). It is believed that customers with environmental knowledge demonstrate 

environmental awareness and favourable attitude towards green products or services. 

According to Laroche et al. (2001), knowledge influences all consumption phases of 

the decision-making process. There are several studies that supported the assumption 

that environmental knowledge or eco-literacy significantly predicts environmentally 

friendly behaviour (Chan, 1998). Chan and Lau (2000) assessed environmental 

knowledge as one of the independent variables in predicting the green purchasing 

behaviour in China, which revealed that Chinese respondents who possessed higher 

level of environmental knowledge expressed stronger intention to perform green 

purchasing behaviour. Another study by Wahid, Rahbar and Tan (2011) also 

obtained similar results where environmental knowledge was found to significantly 

influence the green purchasing behaviour among Penang green volunteers. 

Notably, the customers’ decision-making process and the effective marketing 

strategies for green products are deemed essential to promote green products (Cronin 

et al., 2011). When the customers are not pleased with certain brands of products or 

prefer certain high-end brands, such cases are typically related with the consumer 

behaviour. In this case, many are not familiar with the brand of the green products 

used in green hotels. Although the hospitality industry should be socially responsible 

to minimise environmental implications, most hotel or resort operators are concerned 

on how their guests would react to the implementation of green practices. It may take 

time for the hotels and resorts to be motivated in the implementation of green 

measures initially, but the level of environmental awareness has recently increased 

among the hotel and resort operators. The attempt to implement green initiatives in 

the hotels or resorts is influenced by the guests. After all, customers are encouraged 
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to make informed purchasing decision through the organisational marketing of eco-

certification programmes and information on what green products are and other 

related green aspects of the organisation (Han et al., 2010). 

Meanwhile, Norazah (2013) found that the environmental behaviour of young 

consumers influences their intention in the decision-making process, environmental 

awareness, and acceptance of green products and services. Apart from Norazah 

(2013), Han et al. (2010) previously demonstrated that individuals who possess 

knowledge on green hotels are willing to pay, even if staying in a green hotel is 

pricier, for the green products and services because they believe that they contribute 

to the environment and its sustainability by doing so (Lee et al., 2010; Han et al., 

2011).  

In the case of hospitality marketing, Yoo (2011) and Line and Runyan (2012) 

highlighted that addressing the changing needs of customers, understanding the 

concern of customers, and the knowledge of customers have collectively become a 

key success factor in a highly competitive environment, such as the hospitality 

industry. Although environmental knowledge was extensively explored within the 

context of the hospitality or lodging industry, the factors that contribute 

environmental knowledge in this particular industry should be adequately assessed. 

After all, knowledge influences one’s judgment (Lee et al., 2016). Therefore, the 

perception and evaluation on the green hotels and resorts, including the green 

products and services provided, are said to depend on the perceived value and 

environmental knowledge. Environmental knowledge is another possible factor that 

influences the perceived value of green hotels and resorts.  



54 

 

Numerous studies demonstrated the favourable influence of environmental 

knowledge on the attitude towards the emerging environmental issues (Zhang & Lei, 

2012; Cheng & Wu, 2015). Other studies revealed that a deeper knowledge on the 

environmental issues and how to address these issues potentially increases the 

likelihood of taking actions to protect the environment (Kollmuss & Agyeman, 2002; 

Kaiser & Fuhrer, 2003; Mobley et al., 2010). Individuals who are knowledgeable on 

the environmental problems demonstrate higher propensity to perform green 

behaviour (Oguz et al., 2010). For instance, Ali and Ahmad (2016) revealed the 

positive relationship between environmental knowledge and the intention to purchase 

green products. 

However, there were other contradictory findings on the influence of environmental 

knowledge. Otto et al. (2016) revealed a significant and negative relationship 

between environmental knowledge and environmental intention. On the other hand, 

the relationship between environmental knowledge and green purchasing behaviour 

was found not significant in the study by Paco and Raposo (2009). Similarly, 

Maloney and Ward (1973), Laroche et al. (2001), and Bartiaux (2008) also found no 

significant relationship between environmental knowledge and green behaviour. 

Prior to that, Tadajewski and Tsukamoto (2006) conducted a qualitative study on 

green consumer behaviour where the knowledge on life-cycle analysis was not 

translated to the customers’ daily shopping behaviour. In short, the significant 

influence of environmental knowledge was not empirically proved given the 

inconclusive findings on its role in influencing green behaviour (Laroche et al., 2001; 

Kaiser & Fuhrer, 2003; Zsóka et al., 2012).  
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The factors that influence the revisit intention as well as the relationship between 

environmental knowledge and the intention to perform green purchasing behaviour 

were extensively explored. However, the obtained findings on the influence of 

environmental knowledge on the revisit intention to the green resorts remain 

inconclusive. Certain studies highlighted that the revisit intention to the green hotels 

or resorts are due to the positive experience they had in their prior stay and the 

satisfaction for positively contributing to the environment (Manaktola & Jauhari, 

2007; Lee et al., 2010; Norazah, 2013; Norazah & Norbayah, 2015). However, other 

studies revealed that the implementation of green practices does not necessarily 

result in influencing the customer behaviour (Tsai & Tsai, 2008; Yusof et al., 2010; 

Chia-Jung & Pei-Chun, 2014). Addressing that, Choi et al. (2009) and Chen and 

Tung (2014) assessed the influence of environmental knowledge and environmental 

awareness on the decision of whether to stay in the green hotels or resorts whereas 

Ahmad and Thyagaraj (2015) explored the determinants of attitude and intention to 

purchase a green brand, which demonstrated no significant relationship between 

environmental knowledge and the intention to purchase a green brand. 

In view of the above, this study attempted to address the existing gap on the role of 

environmental knowledge in influencing the revisit intention, which is expected to 

extend the existing knowledge based on the behavioural intention and the behaviour 

of staying at the green resorts. The influence of attitude on behavioural intention 

(Ajzen & Fishbein, 1980) was empirically supported in numerous studies 

(Fitzmaurice, 2005; Pavlou & Fygenson, 2006; Thorbjornsen et al., 2007). Following 

the evidence on the influence of environmental concern of the lodging industry on 

enhancing the destination quality, the value of products and services provided 

(Mathieson & Wall, 1982), the number of travellers, the number of repeated visits 
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(Hu & Wall, 2005), and the revenues (Kirk, 1998), this study proposed the following 

hypothesis and its sub-hypothesis: 

H1 Environmental concern influences the revisit intention to the green resorts. 

H1a Environmental knowledge influences the revisit intention to the green resorts. 

2.4.2 Relationship between Environmental Awareness and Revisit Intention  

Environmental awareness reflects the concern and apprehension towards the diverse 

facets of environmental problems (Paco & Raposo, 2009; Kim & Han, 2010). The 

growing environmental awareness on the severity of environmental problems (Han et 

al., 2009; Chen & Tung, 2014) may have been contributed by personal experience, 

the experience of others, and the information from the media (resulting in green 

behaviour), the adoption of green measures or consumption on the daily basis (Paco 

& Raposo, 2009), and the growing awareness on the environmental consequences of 

the purchasing behaviour (Wahid et al., 2011). Over the past decade, the public 

sensitivity towards the environment has intensified in response to the imperative 

need to prevent or even reverse the negative implications of their behaviour towards 

the environment (Leonidou et al., 2010). Following the increase of environmental 

problems, many have resorted to transform their individual behaviours. 

Following the increase of environmental awareness, hotels and resorts are propelled 

to participate in the green movement (Han et al., 2009; Millar & Baloglu, 2011). 

Green hotels and resorts voluntarily provide green products and services (Millar & 

Baloglu, 2011), such as organic cotton sheets, towels and mattresses, non-smoking 

environment, the reuse option for towels and linens, renewable energy sources (e.g., 

solar or wind energy), recycling practice, and water and energy conservation 
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measures. These green hotels and resorts are required to follow strict guidelines to 

ensure the safety of their guests in their non-toxic and energy-efficient rooms. These 

green practices benefit the environment as well as the hotels and resorts (Kassinis & 

Soterious, 2003; Bohdanowicz, 2006; Lee et al., 2010), which motivate more hotels 

and resorts to incorporate green practices in their business operation for higher 

profits. 

Besides that, the increasing number of green social issues has also contributed to the 

growing awareness on green practices. Studies revealed that 79% of travellers 

expressed their concern on going green in the selection of hotel or resort for their 

travels (UNEP, 2013), and 90% of hotel guests indicated their willingness to stay in 

green hotels (Mensah, 2004). Additionally, the reuse option for towels and linens 

(58%), adjustable thermostat in room (37%), water-efficient low-flow toilet and 

showerhead (32%) were among the main green measures taken by the travellers 

during their stay in hotels and resorts (TripAdvisor, 2012a). Environmental 

awareness potentially contributes to the positive attitude towards green practices 

(Han et al., 2009, 2011), including their concern on the decision to stay in a green 

hotel or resort (Kim & Han, 2010) given their willingness to pay more to stay in 

green lodgings (Han et al., 2009). Despite the possible slight inconvenience, they are 

willing to participate in these green initiatives (Kim & Han, 2010) following the 

influence of green purchasing behaviour (Chen & Chang, 2013). In other words, 

environmental awareness influences the purchasing decisions (Delafrooz, 2014). 

Considering the inadequate literature on the relationship between environmental 

awareness and the revisit intention to the green resorts, especially within the 

Malaysian context, this study assessed the influence of environmental awareness on 



58 

 

the intention to revisit the green resorts among the resort guests. A positive 

relationship between both variables was expected in this study. In particular, the 

following hypothesis was tested in this study:  

H1b Environmental awareness influences the revisit intention to the green resorts. 

The following Table 2.1 summarises the literature review on environmental concern, 

environmental knowledge, and environmental awareness. 

Table 2.4 

Summary of Literature Review on Environmental Concern, Environmental 

Knowledge, and Environmental Awareness 

Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

Wurzinger 

and 

Johansson 

(2006) 

The study aimed 

to assess the 

environmental 

concern among 

eco-tourists and 

to compare their 

concern to the 

environmental 

concern of 

nature tourists 

and city tourists. 

Questionnaire 

survey 
 Environmental 

concern 

 Environmental 

attitude 

 Knowledge of 

ecotourism 

Environmental 

knowledge and 

environmental 

concern were 

significant 

predictors of 

attitude and 

behaviour 

among tourists.  

Manaktola 

and Jauhari 

(2007) 

The study aimed 

to explore the 

factors that 

influence the 

consumer 

attitude and 

Mixed-

methods 

approach 

 Attitude 

 Behaviour 

 Intention 

 Green practice  

The consumers 

who used the 

hotel services in 

India were 

conscious about 

environmentally 



59 

 

Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

behaviour 

towards green 

practices in the 

lodging industry 

within the 

Indian context 

and to explore 

the intention to 

pay for these 

practices. 

friendly 

practices. They 

patronised 

hotels with 

green practices 

without 

compromising 

the quality of 

services. The 

consumers 

expressed 

preference for 

green lodgings, 

but were not 

willing to pay 

extra for these 

services. Indian 

hotels were 

revealed to gain 

competitive 

advantage over 

similar products 

or services if 

they adopt green 

practices. 

Lee et al. 

(2010) 

This study 

explored how to 

develop the 

image and 

branding of a 

green hotel 

Online 

survey 
 Cognitive 

image 

 Affective image 

 Overall image 

 Behavioural 

intention 

The components 

of cognitive 

image (namely 

value and 

quality 

attributes) 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

using the 

concepts of 

cognitive image, 

affective image, 

and overall 

image. The 

study also 

assessed how 

the image of a 

green hotel 

affect 

behavioural 

intention (i.e., 

revisit intention, 

intention to 

offer positive 

recommendation

s to others, and 

willingness to 

pay more).  

positively 

influenced the 

affective image 

and overall 

image of a green 

hotel. The 

affective image 

also positively 

affected the 

overall image of 

a green hotel. 

The overall 

image of a green 

hotel 

contributed to 

more favourable 

behavioural 

intention. The 

quality 

attributes were 

found to be 

more powerful 

than the value 

attributes. 

 

Hedlund 

(2011) 

The study 

examined the 

impact of 

values, 

environmental 

concern, and 

Web-based 

questionnaire 

survey 

 Environmental 

concern 

 Sustainable 

tourism 

 Values 

 Vacation 

Significant 

positive 

relationships 

were found 

between 

environmental 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

willingness to 

accept economic 

sacrifices for 

environmental 

protection on 

the tourists’ 

intentions to 

buy ecologically 

sustainable 

tourism 

alternatives. 

choices 

 Willingness to 

pay 

concern and the 

willingness to 

accept economic 

sacrifices for 

environmental 

protection and 

between 

environmental 

concern and the 

intention to buy 

ecologically 

sustainable 

tourism 

alternatives. 

Furthermore, a 

positive 

relationship was 

found between 

the willingness 

to accept 

economic 

sacrifices for 

environmental 

protection and 

the intention to 

buy ecologically 

sustainable 

tourism 

alternatives. 

Aman et al. 

(2012) 

This study 

assessed the 

Questionnaire 

survey 
 Green purchase 

intention 

Environmental 

knowledge and 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

influence of 

environmental 

knowledge and 

environmental 

concern on the 

green purchase 

intention among 

consumers in 

Sabah, and 

simultaneously 

examined the 

mediation effect 

of attitude. 

(convenience 

sampling 

strategy) 

 Environmental 

knowledge 

 Environmental 

concern 

 Attitude 

environmental 

concern 

significantly 

influenced green 

purchase 

intention among 

consumers. 

Most 

importantly, 

attitude was 

found to 

partially 

mediate the 

relationship 

between 

environmental 

concern and 

green purchase 

intention. On 

the other hand, 

environmental 

knowledge did 

not predict 

attitude; thus, 

attitude was 

found to have 

no mediation 

effect on the 

relationship 

between 

environmental 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

knowledge and 

green purchase 

intention. 

Noor, 

Muhamma

d et al. 

(2012) 

This study 

aimed to 

identify the 

relationship 

between 

environmental 

knowledge and 

attitude towards 

green 

purchase 

behaviour 

Questionnaire 

survey 
 Green products 

 Environmental 

knowledge 

 Environmental 

attitude 

 Green purchase 

behaviour 

Environmental 

knowledge was 

reported to be 

moderate among 

the respondents; 

thus, indicating 

that they 

considered 

themselves as 

somewhat 

knowledgeable 

about the 

environmental 

issues. 

Mei et al. 

(2012) 

This study 

identified the 

factors that 

influence the 

green purchase 

intention and 

determined 

the relationships 

between the 

different factors 

(determinants) 

and green 

purchase 

intention among 

Self-

administered 

questionnaire 

survey 

(online via 

email to the 

members of 

activist 

group) 

 Green purchase 

intention 

 Environmental 

knowledge 

 Environmental 

attitude 

 Peer pressure 

 Government 

initiative 

 Eco-label 

Environmental 

knowledge and 

environmental 

attitude were 

positively 

related to the 

green purchase 

intention. 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

Malaysian 

consumers. The 

determinants 

comprised of 

individual 

drives, 

including 

individual 

environmental 

knowledge and 

environmental 

attitude, and 

external factors, 

including 

government 

initiative, peer 

pressure, and 

eco-label. 

Yahya et al. 

(2013) 

The study 

assessed the 

relationship of 

perceived 

consumer 

effectiveness, 

environmental 

concern, and 

ecologically 

conscious 

consumer 

behaviour 

within the 

Self-

administered 

questionnaire 

survey 

 Perceived 

consumer 

effectiveness 

 Environmental 

concern 

 Ecologically 

conscious 

consumer 

behaviour 

Environmental 

related 

consumer 

behaviour 

(ERCB) and 

regulatory 

support 

behaviour 

(RSB) appeared 

to have the 

highest positive, 

significant 

relationship 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

Malaysian 

context 

with 

ecologically 

conscious 

consumer 

behaviour. 

However, the 

willingness to 

pay behaviour 

(WPB) and 

environmental 

concern (EC) 

were found to 

be less 

significantly 

related to the 

ecologically 

conscious 

consumer 

behaviour. 

Norazah 

(2013) 

This study 

aimed to 

examine the 

influence of 

consumers' 

environmental 

concern, 

awareness on 

green products, 

price, and brand 

image on their 

purchasing 

Quantitative 

method 
 Environmental 

concern 

 Green products 

 Price awareness 

 Brand image 

awareness 

 Consumer 

purchasing 

decision 

The awareness 

on price and 

brand image 

significantly 

influenced the 

consumer 

purchasing 

decision of 

green products. 

The awareness 

of brand image 

was the 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

decision of 

green products. 

strongest factor 

that positively 

influenced 

consumer 

purchasing 

decision. This 

study confirmed 

that an 

individual who 

expressed 

environmental 

concern and 

concern on the 

brand image 

would have a 

stronger 

preference in 

purchasing 

green products. 

Hussain et 

al. (2014) 

This study 

examined the 

influence of 

environmental 

concern, 

awareness on 

green product, 

price, and brand 

image on the 

purchasing 

decision of 

green products. 

Questionnaire 

survey 

(convenience 

sampling 

strategy)  

 Brand 

awareness 

 Brand image 

 Price 

 Purchasing 

decision 

 Environmental 

concern 

 Environmental 

awareness 

The awareness 

on price and 

brand image 

significantly 

influenced the 

consumer 

purchasing 

decision of 

green products. 

Individuals who 

expressed 

environmental 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

concern and 

concern on the 

brand image 

would prefer to 

buy green 

products. 

Chia and 

Chun 

(2014) 

This study 

examined the 

relative 

importance of 

attributes when 

the tourists 

decide on 

selecting green 

hotels as well as 

the influence of 

their socio-

economic 

characteristics, 

environmental 

attitude, and 

green consumer 

behaviour on the 

selection 

choices. The 

study also 

examined the 

tourists’ 

willingness to 

pay for each 

attribute of a 

Quantitative 

method 
 Green hotel 

 Green 

consumer 

behaviour 

The respondents 

who indicated a 

high level of 

green 

consumption 

trait were more 

likely to choose 

hotels with a 

greater number 

of 

environmentally 

friendly 

attributes. The 

implicit amount 

that tourists 

were willing to 

pay for the 

quality of room 

was around 

US$ 13. As for 

the provision of 

personal 

toiletries, about 

US$ 22 was 

recorded, and 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

green hotel. for the service 

quality, it was 

around US$ 12. 

However, they 

also required a 

discount of 

approximately 

US$ 11 in order 

to accept the 

common 

practices of 

green hotels. 

Chan et al. 

(2014) 

This study 

investigated the 

influence of 

environmental 

knowledge, 

environmental 

awareness, and 

environmental 

concern of 

employees on 

the intention to 

implement 

green practices 

in hotels. 

Questionnaire 

survey 

approach 

(structural 

equation 

modelling) 

 Environmental 

knowledge 

 Environmental 

awareness 

 Environmental 

concern 

 

Environmental 

knowledge, 

environmental 

awareness, and 

environmental 

concern were 

positively 

associated with 

ecological 

behaviour. 

Ecological 

behaviour was 

positively 

associated with 

the intention to 

implement 

green practices 

in hotels. 

Additionally, 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

ecological 

behaviour 

mediated the 

relationship 

between these 

three green 

triggers 

(environmental 

knowledge, 

environmental 

awareness, and 

environmental 

concern) and the 

intention to 

implement 

green practices 

in hotels. 

Suki and 

Suki (2015)  

This study 

examined the 

relationship 

between 

returning 

tourists’ 

environmental 

behaviour and 

their propensity 

to stay in a 

green hotel, 

particularly 

within the 

Malaysian 

Hierarchical 

regression for 

data analysis 

across a 

sample of 

400 young 

respondents 

who stayed at 

a green hotel 

at least once 

in a year 

 Knowledge on 

green hotels 

 Attitude 

 Perceived 

behavioural 

control 

 Subjective 

norm 

 Consumer 

intention 

It was 

empirically 

demonstrated 

that returning 

tourists’ 

intention to stay 

in a green hotel 

was positively 

influenced by 

perceived 

behavioural 

control and 

attitude. 

However, 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

context. This 

study also 

examined the 

moderating role 

of 

environmental 

knowledge on 

green hotels. 

subjective norm 

was found to not 

significantly 

influence the 

returning 

tourists’ 

intention 

to stay in a 

green hotel. 

Karavasilis 

et al. 

(2015) 

This study 

aimed to 

examine the 

customers’ 

perception of 

what a green 

hotel should do 

or should be and 

explored the 

intention to opt 

for a green 

hotel.  

Online 

questionnaire 

survey 

 Hotel green 

practices 

 Environmental 

concern 

 Eco-friendly 

activities 

 Attitude 

 Overall image 

 Willingness to 

pay more 

 Awareness  

The potential 

customers were 

highly 

environmentally 

conscious, but 

they were not 

fully aware on 

the green hotels 

and did not 

always 

demonstrate the 

intention to opt 

for a green 

hotel, or 

willingness to 

pay more. 

Dagher et 

al. (2015) 

This study 

examined the 

moderating role 

of gender in the 

relationship 

between 

Online 

questionnaire 

survey 

 Environmental 

attitude 

 Environmental 

concern 

 Gender 

 Green 

The moderating 

role of gender 

was found to be 

significant and 

affected both 

environmental 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

environmental 

concern and 

attitude towards 

green 

purchasing 

behaviour from 

the perspective 

of Lebanese 

consumers 

purchasing 

behaviour 

concern and 

attitude towards 

green 

purchasing 

behaviour. 

Maichum et 

al. (2016) 

This study 

examined the 

extended 

framework of 

the model of 

Theory of 

Planned 

Behaviour 

where 

environmental 

concern and 

knowledge were 

added as the 

antecedents of 

attitude towards 

purchasing 

green products, 

subjective norm, 

and perceived 

behavioural 

control. 

Structured 

questionnaire 

survey 

 Environmental 

concern 

 Environmental 

knowledge 

 Green products 

 Intention to 

purchase the 

green products 

 Sustainable 

consumption 

Attitude, 

subjective norm, 

and perceived 

behavioural 

control 

significantly and 

positively 

influenced the 

intention to 

purchase the 

green products. 

Furthermore, the 

results indicated 

that 

environmental 

concern 

significantly 

influenced 

attitude, 

perceived 

behavioural 

control, and the 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

intention to 

purchase the 

green products, 

except for 

subjective norm. 

Moreover, 

environmental 

knowledge did 

not significantly 

influenced the 

intention to 

purchase the 

green products. 

Din et al. 

(2016) 

This study 

aimed to 

investigate the 

factors that 

affect green 

awareness on 

the purchasing 

behaviour for 

green brand 

products among 

the members of 

Generation Y. 

This study also 

attempted to 

investigate 

significant 

determinants 

that affect green 

Questionnaire 

survey 

(multiple 

linear 

regression 

analysis) 

 Green 

awareness 

 Purchasing 

behaviour for 

green brand 

products 

The results 

revealed that 

only 

health 

consciousness, 

environmental 

concern, eco-

label, and the 

role of 

government and 

non-

governmental 

agencies 

affected green 

awareness 

among the 

members of 

Generation Y on 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

awareness 

among the 

members of 

Generation Y. 

 

purchasing 

behaviour for 

green brand 

products. 

Huang and 

Liung 

(2017) 

This study 

assessed the 

mediating role 

of 

environmental 

concern and 

ecotourism 

experience. This 

study also 

explored the 

moderating role 

of 

environmental 

concern and 

image in the 

relationship 

between 

tourists’ 

ecotourism 

experience and 

their revisit 

intention. 

A three-way 

framework 

that provided 

a novel 

approach of 

combining 

moderation 

and 

mediation 

tests 

 Motivation 

 Environment 

concern 

 Image 

 Ecotourism 

experience 

 Revisit 

intention 

Environmental 

concern and 

ecotourism 

experience 

mediated the 

relationship 

between 

motivation and 

revisit intention. 

The moderating 

test showed that 

foreign tourists’ 

revisit intention 

and ecotourism 

experience were 

the highest 

when 

environmental 

concern and 

image were 

high. 

Chan 

(2018) 

This study 

aimed to assess 

the influence of 

environmental 

Questionnaire 

survey 

 

 Environmental 

concern 

 Social 

environment 

Environmental 

concern, social 

environment, 

physical 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

concern, social 

environment, 

and physical 

environment on 

the revisit 

intention with 

the customer 

satisfaction as 

the intervening 

variable. 

 

 Physical 

environment 

 Customer 

satisfaction 

 Revisit 

intention  

environment, 

and customer 

satisfaction did 

influence the 

revisit intention. 

Pan et al. 

(2018) 

This study 

explored the 

behavioural 

intention of 

tourism students 

across nine 

selected 

universities in 

Taiwan and 

significant 

factors that 

affect their 

behavioural 

intention. 

Questionnaire 

survey 

method  

 Environmental 

knowledge 

 Environmental 

sensitivity 

 Environmental 

responsibility 

 Behavioural 

Intentions 

Environmental 

knowledge 

positively 

affected 

behavioural 

intention and 

positively 

influenced 

environmental 

sensitivity and 

environmental 

responsibility. 

Furthermore, 

environmental 

sensitivity and 

environmental 

responsibility 

exerted full 

mediation effect 

on the 
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Table 2.4 (Continued) 

Reference Purpose Method Constructs Findings 

relationship 

between 

environmental 

knowledge and 

behavioural 

intention. 

 

Based on the systematic literature review, numerous studies had attempted to discuss 

the behaviour of tourists that shifted towards the green concept (Brécard et al., 2009). 

Indeed, the environmental concern was often used in prior studies to measure the 

importance of environmental protection and as an indicator of the green concept 

(Brécard et al., 2009). Furthermore, environmental concern and environmental 

knowledge were revealed in prior studies as significant predictors of attitude and 

behaviour of tourists (Wurzinger & Johansson, 2006), which explained why and how 

both environmental knowledge and environmental concern were associated with the 

awareness on the conservation of natural and cultural assets. Although many studies 

explored the relationship between various green aspects and purchasing decision, 

there were not many studies that specifically assessed this exclusive relationship 

within the context of hospitality industry, especially for lodgings that are located in 

strategic locations that are close to nature. Addressing that, this study explored how 

environmental concern in terms of environmental knowledge and environmental 

awareness influences the revisit intention to the green resorts in Malaysia.  

In conclusion, this study is expected to extend the existing knowledge base on the 

influence of environmental knowledge and environmental awareness on the revisit 

intention to the green resorts in Malaysia. This study regarded that environmental 
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knowledge generally influences the evaluation of products and services provided by 

the green resorts. Thus, resort guests with knowledge on the green resorts are 

generally aware that their decision to opt for green resorts is contributed by their 

sense of protecting the environment. After all, high environmental awareness 

facilitates in the selection of sustainable choices on the daily basis. Hence, in this 

study, green resort operators who are environmentally aware seek to deliver green 

products and services in order to satisfy their guests’ environmental demands. This 

study presumed that green resort guests who express environmental awareness would 

demonstrate the intention to revisit the green resorts. 

2.5 Perceived Value  

Perceived value describes one's opinion or mental assessment of the value of a 

product or services (Rasoolimanesh et al., 2016). Perceived value is also understood 

as a construct that is configured by the benefits received (economic, social, and 

relationship) and sacrifices made (price, time, effort, risk, and convenience) by the 

customers (Cronin et al., 2000; Bigne et al., 2001; Oh, 2003).Perceived value is 

considered as one of the most important attributes to grasp the needs and demands of 

customers in the service industry. 

 According to Zeithaml (1988), perceived value is deemed as a product or services 

that imparts a message of value to the customers through its benefits and 

distinguishes itself from the competitors. Perceived value also reflects the prior 

experience of the different types of services and expected experience that affect the 

current and future value-in-context experience of the customers. In particular, 

perceived value was found to significantly predict the customers’ satisfaction and 

behavioural intention (Cronin et al., 2000). 
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Besides that, the perceived value is closely associated with the customers’ overall 

assessment of the utility of the products and services based on what is received and 

what is given (Zeithaml, 1988). On a similar note, perceived value can be understood 

as a construct that is configured by (1) the benefits received (economic, social, and 

relationship) and (2) the sacrifices made (price, time, effort, risk, and convenience) 

by the customers (Dodds et al., 1991; Cronin et al., 2000; Bigne et al., 2001; Oh, 

2003). Prior studies broadly assessed perceived value due to its positive influence on 

the marketing performance (Sweeney et al., 1999). Perceived value has recently 

become more significant with the potential to increase the customers’ intention to 

purchase based on the product value (Steenkamp, 2006). 

Meanwhile, Petrick (2002) proposed to establish the conceptualisation of perceived 

value based on the findings of the study of Zeithaml (1988). Using focus groups and 

in-depth interviews, Zeithaml (1988) explored the relationship of the customers’ 

perception on the price, quality, and value, which revealed that the perceived quality 

and perceived value influence the customers’ purchasing intention. Subsequently, 

Zeithaml (1988) identified value as the following: (1) value is low price; (2) value is 

whatever one wants in a product; (3) value is the quality that the customers receive 

for the price paid; (4) value is what the customers get for what they give. 

Fundamentally, the theories of consumer behaviour establish the underlying basis of 

the concept of perceived value. It considers one’s feelings and attitude in order to 

grasp the tendency of being attracted towards the purchase of certain products or 

services in a highly competitive environment (Jamal et al., 2011). Other studies also 

associated perceived price, perceived benefit, monetary price, and behavioural price 

with perceived value. Although perceived value was initially viewed as a function of 
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the price of a product, its concept has recently shifted to “value for money” as the 

primary indicator of perceived value (Gallarza & Saura, 2006). The concept of 

“value for money” acknowledges the value of consumer behaviour approaches to the 

identification of perceived value (Duman, 2002). However, other psychological 

factors, such as quality, emotional response, and reputation, can also influence the 

decision to purchase a particular product or service (Petrick, 2002). In addition, 

factors such as perceived characteristics of products or services, the interest in the 

products or services, individual needs, motivation, expectation, personality, and 

social status may influence the overall perceived value (Solomon, 1999; Ateljevic, 

2000). 

Overall, value is said to be an abstract concept where its meaning varies according to 

the context (Sheth et al., 1991; Sweeney & Soutar, 2001). Value is often 

conceptualised as the assessment of the difference between perceived benefits and 

perceived sacrifices or the total trade-off benefits received compared to the sacrifices 

made to obtain the benefits (Holbrook, 1994; Liljander & Strandvik, 1997; Zeithaml, 

1988). Hence, the value may be often seen as a comparison between the attributes of 

“get” and “give”. 

A product value can distinguish a product from the products of competitors (Kim, 

2008). Apart from being a primary determinant in sustaining a long-term relationship 

with the customers, perceived value plays a key role in influencing the intention to 

purchase (Zhuang et al., 2010). Besides, perceived value also significantly influences 

the trust of customers (Kim et al., 2008). Therefore, releasing these green products 

into the market regularly offer various opportunities for the businesses to fit 
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themselves in a new marketplace, enhance their effectiveness, and gain economic 

advantages over other businesses that do not adopt the green concept (Chang, 2008).  

Arguably, the concept of value in the lodging industry should be perceived as a 

process of interpreting how the hotel or resort guests feel towards the products and 

services provided as opposed to what they sacrifice in terms of price and time 

(Nasution & Mavodo, 2008). According to Monroe (1990, p. 46), perceived value is 

defined as “a trade-off between the quality or benefits they perceive in the product in 

relative to the sacrifice they perceive by paying the price”. Therefore, the value is 

established when the products or services exceed the customers’ expectation.  

Addressing that, Komppula (2005) pointed out that the perceived value is described 

as the perceived value prior to the delivery of services and the perceived value during 

the delivery of services. Therefore, the value creation in the lodging industry depends 

on a number of aspects, such as the quality of rooms, the atmosphere of the hotel or 

resort, the quality of meals, and the condition of the recreation and sports facilities. 

In short, a combination of tangibles and intangibles reflects the perceived value and 

it differs from one individual to another individual. As mentioned in Nasution and 

Mavodo (2008), certain customers may consider a product or services to be of high 

value whereas other customers may not value the sacrifice made to acquire the 

product or services. 

The perceived value was analysed either as a one-dimensional measure (Gale, 1994) 

or multi-dimensional measure (Sheth et al., 1991; Petrick, 2002). However, analysing 

the perceived value as a one-dimensional measure is associated with the lack of 

validity and no specific direction on how to improve the perceived value (Petrick, 

2002). Therefore, the latter measure is believed to be more appropriate in the context 



80 

 

of services due to the complexity of the construct and the heterogeneousness of the 

services provided (Zeithmal, 1988; Williams & Soutar, 2009), which led to the 

development of different dimensions of perceived value, namely functional value, 

social value, emotional value, epistemic value, and conditional value (Sheth et al., 

1991).  

Furthermore, Sweeney and Soutar (2001) then developed a multi-dimensional scale 

that included the dimensions of functional value (i.e., economic and quality), 

emotional value, and social value. Jamal et al. (2011) developed a multi-dimensional 

scale that included the dimensions of functional value (i.e., price and establishment), 

experiential value (i.e., activity, culture, knowledge, and the interaction of hotel 

guests), and emotional value to examine the perceived value among the tourists who 

stay in a homestay. These dimensions were deemed as significant factors that 

influence the market choice behaviour in the study. 

In view of the above, this study defined value as the customers’ overall assessment of 

their green resort experience based on the guests evaluates their consumption 

experience and their real experience. With that, the guest is able to identify their 

green resort experience in terms of the benefits or sacrifices from their stay in a green 

resort.  Oliver (1997) defined behavioural intention as an affirmed likelihood to 

engage in certain behaviour. Referring to the definition, other studies defined revisit 

intention as a stated likelihood to return to the green resorts in the near future. Thus, 

to enhance the understanding of the perceived value among the green resort guests, 

this study explored how perceived value influences the revisit intention to the green 

resorts. 



81 

 

 In particular, this study adapted the functional value from the study of Sheth et al. 

(1991) and other basic consumption values, specifically social value, emotional 

value, and epistemic value as the antecedents of revisit intention to the green resorts. 

The importance of these different dimensions of perceived value was ranked from 

the perspectives of green resort guests in this study. With that, this study was 

expected to provide in-depth insights to the hotel and resort operators in improving 

the overall green resort experience through the different dimensions of perceived 

value for their guests. The conditional value occurs when the utility of the products 

depends on a particular situation or circumstances under which the product is 

purchased; thus, this dimension of perceived value was excluded from this study 

since this study focused on the green resorts. It was hypothesised that these 

dimensions of perceived value influence environmental knowledge and 

environmental awareness of the green resort guests.  

2.6 Dimensions of Perceived Value 

The concept of perceived values is closely related to the benefits of products and 

services. Thus, it is imperative to grasp how the value is perceived by the customers 

and what type of value or dimension is created by the organisation. The customers 

are more likely to express favourable response and may even repurchase when they 

perceive a high value in the consumption made (Petrick & Backman, 2002; Gallarza 

& Saura, 2006; Chen & Chen, 2010). A value should be viewed in a more specific 

rather than viewing the value as the evaluation process of preference attributes to 

achieve a desired goal or purpose. Thus, there is a need for improved 

conceptualisation of the value to allow studies to explore specific dimensions of 
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value for the development of strategic plans to improve the products and services 

delivered.  

The theory of consumption value postulated that the multifaceted choices of to buy 

or not to buy, to choose one type of product or service over another, or to choose one 

brand over another entail the various forms of the value itself (Sheth et al., 1991). 

According to the model of consumption values, there are five dimensions of values 

that influence consumer choice behaviour, namely functional value, social value, 

conditional value, emotional value, and epistemic value. It should be noted that a 

single dimension or multiple dimensions of value influence one’s decision. These 

values were explored across different disciplines (e.g., economics, sociology, 

psychology, marketing, and consumer behaviour), resulting in various theories and 

findings (Sheth et al., 1991).  

 

Figure 2.1. Dimensions of value in consumer choice behaviour 

Source: Sheth et al. (1991) 

In general, functional value refers to whether a product or services is able to perform 

its functional, utilitarian, or physical purpose. Social value refers to an image that is 

congruent with the social norms and with the social image that the customers expect 

Consumer Choice Behaviour 
Model 

Functional 
Value 

Conditional 
Value 

Social 
Value 

Emotional  
Value 

Epistemic 
Value 
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to project. Besides that, emotional value is associated with affective states that can be 

positive (such as confidence or excitement) or negative (such as fear or anger). 

Meanwhile, epistemic value focuses on the desire for knowledge that is driven by the 

intellectual curiosity or novelty seeking. The conditional value represents the fact 

that certain market choices depend on the situation or a set of circumstances faced by 

the customers. 

In view of the above, this study adapted the concept of consumption values through a 

multidimensional scale of perceived value that was expected to influence the revisit 

intention to the green resorts. This study aimed to assess the influence of the 

dimensions of environmental concern on the dimensions of perceived values as well 

as the mediating role of perceived value in the relationship between environmental 

concern and revisit intention. 

2.6.1 Functional Value  

Functional value is explained as the perceived utility acquired from an alternative’s 

capacity for functional, utilitarian, or physical performance that reflects the quality of 

the physical outcome of using a product or services in terms of price, reliability, and 

durability (Sheth et al., 1991). Functional value is among one of the key attributes 

that influences the decision-making process of customers (Sheth et al., 1991b). For 

examples, the functional value and social value dominate the decision to use filtered 

or unfiltered cigarette whereas the emotional value is the key attribute to the decision 

to smoke. Evidently, the dimensions of value depend on the decision level and the 

type of products or services considered.  
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In the case of the hospitality and tourism industries, the consumption of the physical 

aspects (the natural or manmade features) and the products and services (such as 

souvenirs, food, and activities) (Morgan et al., 2010) often involve the following 

attributes of functional value, namely quality, reliability, durability, and price. The 

number of attractions offered, the punctuality of the tour performance, seat comfort, 

price, and safety record also potentially influence the perception of functional value. 

The front desk also offers functional value through convenience, contacts, speed, 

efficiency, and administrative help (Christiansen, 1990). Essentially, the functional 

value is seen as a primary driver of the consumer choice in this industry (Williams & 

Soutar, 2005).  

Accordingly, green resorts employ various green practices, such as the use of non-

toxic materials, replacement of plastic utensils with glassware, or serving organic 

food, which improve the environmental quality and provides the customers with 

improved air quality, eco-friendly linens, especially for the allergy sufferers. These 

green practices are critically conducive for customers to experience safe and healthy 

environment (Kim et al., 2011; Lee et al., 2011). Quality, variety, reliability, comfort, 

safety, and price are among the most common destination factors that are associated 

with the functional value (Denys & Mendes, 2014). 

In this sense, functional value refers to the rational and economic evaluations. The 

quality of the products and services forms a part of the functional value. Hotels or 

resorts with a solid record of sustainability commitment should employ functional 

green image to attract green customers. In terms of functional green image, green 

customers would identify tangible demonstration of their commitment towards green 
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operational practices, such as recycling programme or those with Leadership in 

Energy and Environmental Design (LEED) certification. 

2.6.2 Social Value  

Social value is the perceived utility acquired through the consumption of an 

alternative as a result of its association with one or more specific social groups that 

represent the socioeconomic, cultural, or ethnic dimensions of the population of 

interest (Sheth et al., 1991). Maibach (1993) argued that customers would be 

motivated when their environmental contributions are acknowledged or admired. 

Social value serves a significant role in the perception of tourists on their experience 

during their travels (Williams & Soutar, 2000; Morgan et al., 2010). Additionally, 

social value is acquired when one is socially approved, feels accepted, makes good 

impression on others, and improves self-image (Sweeney & Soutar, 2001).  

Both social support and social structure reflect the concept of social value. When 

people carry out specific environmental behaviour, structural variables should be 

understood. The characteristics of social setting influence one’s responsible 

environmental behaviour. According to Corraliza (2000), the relationship between 

personal and social structural variables can be defined in terms of the degree of 

conflict or consistency between both variables. The conflict may be intense when 

both personal and structural variables are of different sign. For instance, when there 

is a positive personal disposition to a specific action, the social structural disposition 

challenges the action or when the social structural disposition facilitates the action, 

but the personal disposition is negative. Overall, the evaluation on the level of 

inhibition-facilitation presented by the social structure would affect the personal 

environmental attitude and behavioural intention. 
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In the tourism industry, several studies associated social value with direct social 

interaction. Friendliness and hospitality, respectful treatment, genuine care for 

customers, and willingness to help are some of the identified factors that create social 

value for tourists (Noypayak, 2009). The auto-expression emotion of the customers’ 

desire to exhibit environmental consciousness and to expect public recognition is 

perceived as a status-enhancing benefit (Griskevicius et al., 2010). On a similar note, 

customers who opt for green hotels or resorts think that their choice creates a good 

impression (Barber, 2012). 

Green hotels and resorts are often viewed as high-end products and services in 

Malaysia and those with favourable economic conditions are targeted. Green 

customers often distinguish themselves from other tourists through their social status 

during the travels. These customers are also psychologically satisfied while winning 

the admiration of others. Moreover, these green customers pay considerable attention 

to their interactions with their relatives and friends when they consume the products 

and services from the green resorts so as to improve their relationships with others. 

Besides that, making new friends or meeting interesting people during their travels 

also deliver positive influence on their revisit intention. Therefore, when it comes to 

marketing targets, the green resorts are suggested to focus on the tourist group as a 

unit of family or company or a group of middle- or high-income status. 

2.6.3 Epistemic Value 

Epistemic value is associated with the surprise or novelty aspect of the products and 

services and satisfies the desire for knowledge and new experience (Sheth et al., 

1991a). However, this dimension was underexplored within the context of green 

hotels and resorts although these green lodgings have the function to educate their 
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guests on the environment (Kotler et al., 1999). Epistemic value is one of the core 

benefits that are expected in the tourism experience (Williams & Soutar, 2009). 

Experiencing new and different lifestyle and sociocultural environment, meeting new 

people, trying new food, and learning and gaining new knowledge, are among the 

driving forces for people to travel (Andreu et al., 2006; Kim et al., 2007). 

Yang and Youngtae (2015) identified different green benefits, specifically functional 

benefit, emotional benefit, social benefit, and epistemic benefit, as insignificant 

predictors of green purchase intention, which were corroborated by other studies 

(Lee et al., 2011; Barber, 2012). Nevertheless, the recently developed epistemic 

benefit was identified as one of the dimensions of perceived value within the context 

of green values. On the other hand, functional benefit, emotional benefit, monetary 

cost, and explicit cost were significantly associated with green purchase intention. 

The formation of the perception of value can be rather situational and are subjected 

to numerous factors. Holbrook and Corfman (1985) argued that value reflects 

different attributes at different points of time, such as at the point of purchase, the 

point of preparation, and the point of consumption. The hotel or resort managers are 

required to change and adapt their products and services to create new and novel 

experience for their guests for higher epistemic value. In the case of green concept, 

epistemic value reflects the desire for knowledge and to experience green lifestyle 

while meeting new people and trying green products and services, and learning and 

discovering green facilities.  

2.6.4 Emotional Value  

Emotional value refers to the emotional evaluation on a product or services derived 

from the perceived capability of attributes that arouses feelings or affective states and 
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eventually, influences the behaviour (Tapachai & Waryzak, 2000). Mattsson (1991) 

highlighted that the emotional value focuses on feelings. Green consumption is 

compatible with environmental conservation that usually generates positive feelings 

(Corall-Verdugo et al., 2009). A well-being feeling is associated with the concept of 

altruism or in other words, doing something good for others without expecting 

anything in return (Ritov & Kahnemann, 1997; Jeong & Jang, 2010). Thus, a 

growing desire for improved well-being has recently emerged as an important 

emotional benefit among the hotel and resort guests (Robinot & Giannelloni, 2010). 

The guests would believe that their decision to opt for green hotels or resorts 

contributes to environmental conservation effort and the sustainability of 

environment (Hotel Online, 2002).  

Russell and Pratt (1980) suggested four basic emotional states, namely pleasant, 

unpleasant, arousing, and sleepy, that help to effectively evaluate the overall tourist 

destination as exciting, relaxing, irritating, boring, or a combination of these 

attributes. In order to measure the emotional value, the measurement items, such as 

feeling relaxed, enjoying consumption, and receiving pleasure, were applied by 

Sweeney and Soutar (2001). Meanwhile, Petrick (2002) claimed that consumption 

should give pleasure, sense of joy or happiness, delighted, or an overall good feeling 

for the customers.  

When it comes to the green concept, such as the green resorts, emotional benefits, 

such as altruism or intrinsic motivation of well-being, were proved to be essential 

predictors of green activities, such as recycling and green consumerism (Barber, 

2012; Griskevicius et al., 2010). In addition, the hotel or resort guests who observe 

green certification as a sign of quality would be more likely to opt for green lodging 
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and even be willing to pay a higher price to stay in the green lodging (Millar & 

Baloglu, 2011). Green customers would be motivated by the feel-good factor, such as 

the feeling of comfort, joyful, excited, pleasantly surprised, or calmness for 

contributing positive influence on the environment through their decision to stay in a 

green lodging.  

The emotional value of green resorts can be measured when the green resort guests 

are willing to relieve their pressure and fully enjoy their time during their stay in the 

green resort and even acquire new lodging experience during their travels. As for 

those who experience staying in a green resort for the first time, it is also important 

whether they can acclimatise themselves to the new environment. It is apparent that 

the factors that determine emotional value, such as the creation of positive 

atmosphere, relaxation, feeling happy, and enjoyment, greatly influence the 

behaviour of green resort guests and their revisit intention to the green resort. 

Therefore, the following section explores the influence of environmental concern on 

the perceived value of green resorts among the resort guests. 

2.7 Relationship between Environmental Concern and Perceived Value 

Values are usually conceptualised as essential life goals or standards that serve as 

guiding principles in life (Rokeach, 1973). The value system or one’s worldview is 

fundamental and rarely changes over time. Value is defined as “the deep tides of 

public mood, slow to change, but powerful” in comparison to opinion and attitude 

(Worcester, 1996). As such, these values may serve as an underlying basis in the 

formation of one’s attitude and as a guideline for a specific behaviour. Accordingly, 

one would consider the consequences of choices for something that they highly 

value. In this case, values may also serve as an important role in addressing 
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environmental problems that often arise from the conflicts between individual and 

collective interests (Axelrod, 1994; Karp, 1996). On the other hand, pro-

environmental behaviour may also arise from those values that transcend self-

interest. 

According to Zeithaml (1988), perceived value is deemed as a product or services 

that imparts a message of value to the customers through its benefits and 

distinguishes itself from the competitors. Perceived value also reflects the prior 

experience of the different types of services and expected experience that affect the 

current and future value-in-context experience of the customers. 

There were several studies that described values in relation to environmental attitude 

and behaviour. Rokeach (1973) and Schwartz (1994) proposed value scales that were 

extensively used to describe general environmental concern (Schultz & Zelezny, 

1999) and specific environmental attitude and beliefs (Stern & Dietz, 1994; Stern et 

al., 1995). Karp (1996) demonstrated the significant correlation between Schwarz’s 

values and various self-reported behaviours, such as recycling behaviour, consumer 

behaviour, and political behaviours for environmental protection. Besides that, there 

were also other studies that revealed the relationship between values and recycling 

practice (Dunlap et al., 1983) and between values and willingness to take action for 

environmental protection (Stern & Dietz, 1994). According to Stern et al. (1999), 

values significantly contribute to the explanation of activists as well as various non-

activist environmental behaviours, such as consumer behaviour, policy acceptance, 

and environmental citizenship. 

Environmental concern is an important attribute that reflects one’s compassion, 

preference, and apprehension towards the environment. Environmental concern 
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ranges from “very unconcerned” to “highly concerned” and can be measured using 

the new environmental paradigm (Milfont & Duckitt, 2004). It affects the overall 

decision-making process (Jain & Kaur, 2004) where the higher the level of 

environmental concern, the higher the likelihood that one evaluates the 

environmental consequences of purchase or consumption (Follows & Jobber, 2000; 

Nath et al., 2013). Environmental concern is defined as the evaluation of the 

seriousness of environmental problems. Similar to one’s worldview, environmental 

concern exclusively focuses on environmental issues.  

Stern and Dietz (1994) asserted that people are concerned about environmental 

problems when these problems threaten things that they highly value. However, 

Schultz (2001) argued that environmental concern is rooted in one’s value system 

that reflects the importance of consequences of environmental problems for oneself 

(egoistic), other people (altruistic), and the biosphere (biospherical). Thus, the value 

scale by Schultz (2000) reflects the extent of environmental concern towards the 

environmental problems and the most significant type of perceived consequence 

(varies across individuals). According to Stern and Dietz (1994), these three features 

represent the categories of environmental values, which were defined by Thompson 

and Barton (1994) as the motivational concern that is expressed for environmental 

problems based on the one’s conception of his or her relation to the environment. In 

this case, one may exert higher level of environmental concern, which promotes 

green purchasing behaviour (Kalafatis et al., 1999; Laroche et al., 2001; Manakotla 

& Jauhari, 2007). Thus, environmentally concerned individuals are more likely to 

purchase green products compared to those with a lower level of environmental 

concern (Kim & Choi, 2005). In short, environmental concern potentially influences 
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one’s motivation to behave in a way that minimises the environmental consequences 

(Seguin et al., 1998).  

It is imperative to grasp the influence of environmental concern on customers’ 

perceived value towards green resorts, especially in Malaysia, considering that the 

trend only recently emerges. The lack of information regarding the influence of 

different dimensions of environmental concern (e.g., environmental knowledge and 

environmental awareness) on perceived value has challenged the development of 

sound business and marketing strategies for the green resorts, which was specifically 

addressed in this study.  

According to Amyx et al. (1994), individuals with a high level of environmental 

knowledge exhibit willingness to pay when it comes to the consumption of green 

products. Environmental knowledge influences pro-environmental attitude, resulting 

in the formation of environmentally responsible behaviour (Amyxet et al., 1994; 

Corral-Verdugo, 1996; Mostafa, 2006). In consumer research, knowledge is 

considered as an important factor that influences all phases of the decision-making 

process and the evaluation of customers on the products and services (Alba & 

Hutchinson, 1987; Murray & Schlacter, 1990). Meanwhile, environmental 

knowledge is defined as the ability to identify or define green concept, symbols, and 

behaviours (Laroche et al., 2001).  

Apart from the general environmental knowledge on the fundamental understanding 

on environmental problems, there is also the action-based environmental knowledge 

(Darnall et al., 2012), which includes the awareness of the consequences of actions 

towards the environment and of the solutions to improve one’s behaviour (Hines et 

al., 1987). The customers’ needs in the hospitality marketing continuously change 
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and develop, which highlight the imperative need to grasp the customers’ concern 

and their knowledge in a highly competitive environment and the importance to 

continuously explore these aspects despite the substantial studies on environmental 

concern and knowledge in the hospitality industry (Yoo et al., 2011; Line & Runyan, 

2012).  

Environmental knowledge is considered as a requirement for the customers to 

address the environmental problems and evaluate their consumption choices 

(Liefländer et al., 2015). Prior studies also demonstrated the positive relationship 

between environmental knowledge and perceived values (Erhabor & Don, 2016; 

Latif et al., 2016; Azam et al., 2017). Therefore, the integration of environmental 

knowledge into the consumption values offers a promising pathway to gain in-depth 

insights on green behavioural intention and behaviours in the hospitality industry.  

Individuals who possess adequate level of environmental concern have better 

understanding on the required green measures and generate positive feelings when 

they perform environmentally friendly practices (Jiang & Kim, 2015), which are 

more likely to gain acknowledgement of others. Accordingly, Wang et al. (2018) 

revealed the significant and positive relationship between environmental knowledge 

and consumption values, which subsequently influences their revisit intention. As a 

result, these individuals are motivated to adopt more green practices, resulting in the 

formation of green behaviours (Fraj, Matute, & Melero, 2015).  

Meanwhile, environmental awareness is described as realising the consequences of 

one’s action towards the environment (Kollmuss & Agyeman, 2002). Environmental 

awareness is also described as to facilitate individuals and social groups to gain 

diverse experience for the development of fundamental understanding on the 
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environment and its associated problems (Saikia, 2017). This is mainly driven by the 

fact that people have become more environmentally aware after recognising the 

growing environmental problems, which have propelled them to address these 

environmental problems through their behaviours. In this case, there are customers 

who are willing to stay in green resorts and follow the strict green guidelines to 

experience safe and non-toxic environment with energy-efficient accommodation. 

These customers would eventually evaluate the values from their experience of 

staying in a green resort.  

In short, the dimensions of environmental concern and perceived value are 

considered as influential antecedents to more specific beliefs by acting as filters for 

new information or ideas. Hence, this study expected that environmental knowledge 

and environmental awareness as well as the perceived values significantly influence 

the formation of attitude, behavioural commitment, and revisit intention to the green 

resorts. As a whole, this study assessed the relationship between environmental 

concern and perceived values. Besides that, this study also examined whether these 

values in terms of functional value, social value, epistemic value, and emotional 

value are related to the measures of intent-defined behaviour that directly influences 

the dimensions of environmental concern (environmental knowledge and 

environmental awareness). In view of the above, this study proposed the following 

hypothesis for testing:  

H2 Environmental concern influences the dimensions of perceived value of the 

green resort guests. 

The functional value is regarded as one of the key attributes that influences the 

consumer choice, especially in the hospitality industry. Accordingly, one of the sub-
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dimensions of functional value is value for money, which is described as the derived 

utility of a product following the cost reduction (Sweeney & Soutar, 2001). When it 

comes to green consumption, the customers tend to look for benefits that increase the 

personal value by presenting their environmental concerns to other.  

The perception of functional value can be further enhanced when the customers’ 

expectations for high quality are met, resulting in an impression that green 

consumption is value for money. With the increasing environmental knowledge and 

environmental awareness, functional value is recognised as a significant factor that 

influences the revisit intention. For instance, customers are even willing to pay for 

green products if they positively view renewable energy consumption as high 

functional value (Bang et al., 2000). Referring to the prior studies that demonstrated 

a positive relationship between product performance and perceived value (see Baker 

et al., 2002; Chen & Hu, 2010; Cronin et al., 2000), this study proposed the 

following hypotheses for testing: 

H2a Environmental knowledge influences the perceived functional value. 

H2b Environmental awareness influences the perceived functional value. 

Apart from functional value, Sweeney and Soutar (2001) described social value as 

the derived utility from the ability of a product to enhance its self-concept. Arguably, 

there are two factors that reflect the social value, which are social image and 

reputation (Sheth et al., 1991, Anderson & Weitz, 1992). The characteristics of a 

social setting may either serve as facilitator or inhibitor of responsible environmental 

behaviour. Customers are typically aware of the environmental problems, 

environmental knowledge, health factors, and social influence. With that, this study 

assumed that environmental knowledge and environmental awareness influence the 
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perceived social value of the green resorts from the perspectives of green resort 

guests. This study proposed the following hypotheses for testing: 

H2c Environmental knowledge influences the perceived social value.  

H2d Environmental awareness influences the perceived social value. 

Meanwhile, epistemic value is associated with the element of surprise or novelty of a 

product that satisfies the desire for knowledge or to gain new experience (Sheth et 

al., 1991a). Epistemic value is also one of the core benefits that are expected through 

the tourism experience (Williams & Soutar, 2009). Experiencing new and different 

lifestyle and sociocultural environment, meeting new people, trying new food, and 

gaining new knowledge and discovery are among the strongest motivation attributes 

in travelling (Andreu et al., 2006; Kim et al., 2007). With respect to the focus of this 

study, the epistemic value reflects the resort guests’ desire for new knowledge on the 

green concept, experience for green lifestyle, consumption of green products and 

services, meeting new people, and discovering facilities of a green resort. Hence, this 

study tested the following hypotheses: 

H2e Environmental knowledge influences the perceived epistemic value. 

H2f Environmental awareness influences the perceived epistemic value. 

Last but not least, emotional value reflects the perceived utility acquired by 

consuming an alternative as a result of its ability to arouse affective state (e.g., 

comfort, security, excitement, anger, romance, passion, fear, and guilt) (Sheth et al., 

1991). This study focused on the positive and negative feelings of the green resort 

guests. The perceived emotional value reflects the psychological and emotional 

outcomes of environmental knowledge and environmental awareness as well as the 
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ability of the green resorts to stimulate emotional responses and create appealing 

situations for their guests. Thus, the following hypotheses were proposed for testing: 

H2g Environmental knowledge influences the perceived emotional value. 

H2h Environmental awareness influences the perceived emotional value. 

This study is expected to provide empirical evidences on the significance of 

environmental knowledge and environmental awareness, different dimensions of 

perceived value, and revisit intention to the green resorts. In view of the above, this 

study hypothesised the positive influence of environmental knowledge and 

environmental awareness on perceived value of green resorts. Environmental 

knowledge is considered as a significant attribute that influences the overall decision-

making process and the evaluation on the products and services. Environmental 

awareness, on the other hand, is likely to increase the value of green resorts through 

the green resort guests. In general, the guests express interest to stay in a neat, 

hygienic, and environmentally friendly lodging.  

2.8 Relationship between Perceived Value and Revisit Intention 

According to Rokeach (2006) and Shwarts (2006), values serve as the standards for 

an evaluation in determining between what is good or bad or between what is 

positive or negative. The construct of perceived value is identified as one of the most 

important measures to gain competitive advantage (Parasuraman, 1997) and 

arguably, one of the most important indicators for the intention to repurchase (Cronin 

et al., 2000; Oh, 2000; Parasuraman & Grewal, 2000). However, the intention to 

repurchase and consumer loyalty in the leisure and tourism services were only 

predicted based on the measures of consumer satisfaction and/or service quality 
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(Petrick, 2002). It is believed that perceived value is based on the evaluation of what 

are received and what are provided or in other words, a trade-off between perceived 

benefit and cost (Dodds & Mornoe, 1985; Mornoe & Chapman, 1987; Rys et al., 

1987; Zeithaml, 1988; Teas & Agarwal, 1997).  

There were also a number of studies that revealed perceived value as one of the most 

salient determinants of purchase intention and repeat visitation (Bojanic, 1996; 

Jayanti & Ghosh, 1996). For example, Bojanic (1996) examined perceived value in 

the hotel industry using the means-end model proposed by Zeithaml (1988), which 

revealed a significant and positive relationship between perceived value and the 

intention to repeat patronage. Baker et al. (1992) also demonstrated similar findings 

on the influence of the physical environment of a retail store on the customers’ 

perception of the quality, price, and value. Meanwhile, perceived value within the 

hospitality context is recognised as a highly significant factor that influences 

satisfaction and predicts behavioural intention (Cronin et al., 2000; Chen & Chen, 

2010). However, the influence of perceived role in the lodging industry remains 

overlooked. After all, the perceived value primarily guides the overall decision-

making process (Woodruff, 1997) and the customer choice as a function of multiple-

consumption value dimension (Sheth et al., 1991a). 

The relationship between perceived value and behavioural intention was extensively 

explored in various studies (Bolton & Drew, 1991; Jayanti & Ghosh, 1996; Petrick & 

Backman, 2002), but studies on the conceptual framework of perceived value were 

scarce, which highlights the need to acquire in-depth insights on the antecedents and 

determinants of perceived value for the benefit of tourism providers, especially in 

their decision-making process. By understanding the underlying dimensions (causes) 
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of perceived value, the destination managers should be able to accommodate the 

tourism experience according to the diverse markets in a way that maximises 

perceived value and eventually, behavioural intention of the customers. Thus, the 

intention to repurchase is typically assessed based on the perceived value (Teas & 

Agarwal, 1997; Cronin et al., 2000).  

The revisit intention is associated with those who have the intent to visit the hotel or 

resort that provides highly valuable experience in terms of efficiency and economic 

sense (Swinyard, 1993; Ha & Jang, 2010). Repeat customers are destination-aware 

tourists with expectations that are based on their prior experience (Reid & Reid, 

1993; McKercher & Wong, 2004). The likelihood of repeat visitors to re-purchase a 

product or services was revealed to be higher compared to first-time visitors in 

numerous studies (Juaneda, 1996; Sonmez & Graefe, 1998; Petrick et al., 2001; 

Petrick & Backman, 2002). Adding to that, most of these repeat visitors expressed a 

higher level of satisfaction than first-time visitors (Mohr et al., 1993; Juaneda, 1996; 

Li et al., 2008); thus, explaining why repeat visitors often revealed stronger revisit 

intention and higher likelihood to provide positive word-of-mouth (Kozak, 2001; Li 

et al., 2008). Such visitors are often more desirable since they require less persuasion 

to make a future purchase compared to first-time visitors. Therefore, repeat visitors 

provide a consistent source of revenues and an essential network channel that 

informally connects to friends, relatives, and potential travellers (Reid & Reid, 

1993).  

Evidences indicated that benefits have distinct aspects which make different 

contributions in specific choice contexts (Wang et al., 2004). The direct and 

significant relationship between perceived value and purchasing decision was 
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demonstrated in numerous studies (Dodds, 1991; Teas & Agarwal, 1997; Zeithaml, 

1988), especially in the case of when the generated benefits outweigh the costs 

(Dickson & Sawyer, 1990). Sheth et al. (1991b) discovered functional value as the 

key positive influence on the consumer choice and different dimensions of value, 

depending on the types of products and services.  

In the case of a green resort, emotional benefits, such as altruism or intrinsic 

motivation of well-being, were revealed to be significant predictors of green 

activities, including recycling and green consumerism, in several studies (Griskeviciu 

et al., 2010; Barber, 2012). Additionally, Millar and Baloglu (2011) demonstrated the 

propensity of customers to stay in a green hotel or exhibit the willingness to pay even 

if they have to pay more to stay in a green hotel when the hotel displays a green 

certification, which is a sign of quality. Meanwhile, Young and Jang (2007) revealed 

that the availability of healthy options in a green restaurant, which is an indication of 

food quality, significantly influences the customers’ behavioural intention. Based on 

these prior findings, positive green benefits do influence the revisit intention.   

Accordingly, the perceived value reflects the total benefits gained from the 

consumption in relative to the total costs (the price paid and other related costs of 

consumption) incurred to acquire those benefits (Woodruff, 1997). On the basis of 

equity theory (Oliver & Desarbo, 1988), customers are inclined to feel equitably 

treated if they perceive that the ratio of the outcome to input is comparable to the 

ratio of outcome to input for the organisation. Consistently, perceived value was 

found to be a good predictor of revisit intention to a destination among travellers 

(Petrick et al., 2001). Considering that behavioural intention is influenced by 

perceived value (Bolton & Drew, 1991), customers would first consider whether they 
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receive value for money prior to making the decision of returning for the product or 

services (Zeithaml, 1988).  

The substantial empirical evidences revealed perceived value as a critical tool in 

gaining competitive advantage (Parasuraman, 1997) as well as a key determinant of 

repurchase intention (Cronin et al., 2000; Petrick, 2004), revisit intention to heritage 

tourism destination (Chen & Chen, 2010), intention to use social commerce (Kim et 

al., 2013), revisit intention to dine in Korean restaurants among Americans (Ha & 

Jang, 2010), and even the intention to purchase online (Chen & Dubinsky, 2003). 

Cronin et al. (2000) even added that perceived value may be a better predictor of 

repurchase intention compared to satisfaction or quality. In view of the above, this 

study proposed the following hypothesis for testing: 

H3 Perceived value influences the revisit intention to the green resorts. 

Although value is also perceived as a whole experience, it is evident that certain 

guests perceive value for money in terms of price for the products and services they 

consume or experience. In this case, this involves the perceived functional value, 

which refers to one’s perspective on a product or services acquired with respect to its 

utilitarian, physical, and functional performance (Williams et al., 2017). There are 

two dimensions of functional value, namely price and quality (Sweeney & Soutar, 

2001), which significantly influence the decision-making process (Azam et al., 

2017). In the case of green lodgings, there are several green practices, such as 

replacing plastic utensils with glassware and offering organic food (Han & Hyun, 

2018). The following hypothesis was proposed for testing in this study: 

H3a Perceived functional value influences the revisit intention to the green resorts.  
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Social value is closely associated with self-image or in other words, the perceived 

utility of a product or service in terms of specific social, socioeconomic, cultural, or 

demographic groups (Suki, 2015). Suki (2016) highlighted the dominant influence of 

social norm in consumer purchasing behaviour since they are likely to depend on the 

expert opinion for minimal risk (Aqueveque, 2006). Likewise, other studies also 

demonstrated similar findings that proved the influence of social value across 

different contexts. For instance, Awuni and Du (2016) found that green purchase 

intention is influenced by social needs and self-image. Teoh and Noor (2015) 

highlighted that societal decisions are based on personal beliefs among Malaysians. 

In the case of tourism, social value is directly involved in social interactions (Azam 

et al., 2017). Guests who are prepared to stay in a green hotel during their travels are 

likely to make this choice since it reflects good impression within the social groups 

(Jiang & Kim, 2015). In view of the above, this study tested the following 

hypothesis: 

H3b Perceived social value influences the revisit intention to the green resorts. 

As previously described, epistemic value reflects the utility acquired from an 

alternative’s capacity to arouse curiosity, provide novelty, or satisfy the desire for 

knowledge. The epistemic value of green products or services, such as the 

characteristics of a product or the design of a product, significantly influences the 

consumer choice behaviour (Lin & Huang, 2012) given the familiarity with the 

brand, the curiosity towards a new product or services, or the willingness to learn 

about a new product or services. Knowledge is an essential trait that affects the 

overall decision-making process in the sense that the knowledge of the product or 

services is associated with the adoption of new products or services (Mayer, 2013; 
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Suki, 2013b). According to Awuni and Dui (2015), seeking new knowledge is 

essential in stimulating the decision to test new products or services. Besides that, 

seeking novelty also stems from the desire to know; for instance, the desire to know 

how to solve a problem (Lin & Huang, 2012). Therefore, the lack of knowledge on 

the green products and services offered potentially affect consumer purchase 

behaviour (Ginsberg & Bloom, 2004). Epistemic value was revealed in prior studies 

to positively influence sustainable consumption behaviour in India (Biswas & Roy, 

2015) and green purchasing behaviour in Portugal (Gonçalves et al., 2016). Based on 

these prior findings on epistemic value, this study proposed the following hypothesis 

for testing: 

H3c Perceived epistemic value influences the revisit intention to the green resorts. 

Emotional value is the main source of value obtained from the tourism experience. 

This dimension of perceived value tends to influence the creation of positive 

perception among the customers. However, studies on emotional value within the 

context of tourism were rather scarce. Prior studies generally examined the influence 

of mood on tourists’ experience and the factors that evoke feelings (Bitner, 1992; 

Tapachai & Waryszak, 2000; Williams & Soutar, 2000; Petrick, 2004). Although 

Liljander and Bergenwall (1999) assessed the influence of positive and negative 

emotions on tourists’ satisfaction, the study failed to include perceived value and 

behavioural intentions. Furthermore, Gursoy et al. (2006) claimed that emotional 

value exerts stronger influence on festival attendance. The motives to visit a festival, 

such as for relaxation, excitement, and enjoyment, reflect the influence of emotional 

value (Crompton & McKay, 1997; Nicholson & Pearce, 2001). Hence, based on the 

above findings, this study tested the following hypothesis:  
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H3d Perceived emotional value would influence customers’ intention to revisit 

green resorts. 

2.9 Revisit Intention 

With respect to the focus of this study, behavioural intention was described as the 

intention to revisit and recommend to others. The revisit intention refers to the 

willingness of the resort guests to visit the green resort again (Cole & Scott, 2004). 

The revisit intention is associated with those who have the intent to visit the hotel or 

resort that provides highly valuable experience in terms of efficiency and economic 

sense (Swinyard, 1993; Ha & Jang, 2010). Repeat customers are destination-aware 

tourists with expectations that are based on their prior experience (Reid & Reid, 

1993; McKercher & Wong, 2004). 

Destination and event organisations are often concerned with the underlying reasons 

of the willingness to consume or experience the same product or services again 

because the cost of retaining customers is lower than attracting new potential 

customers (Um et al., 2006). Meanwhile, Baker and Crompton (2000) described 

revisit intention as one’s intention to revisit within one year and one’s willingness to 

travel to the destination often. Therefore, it is essential that a service provider obtains 

a satisfied customer who intends to return in the future (Shonk & Chelladurai, 2008). 

There are various potential factors that influence revisit intention to a destination, 

such as the value of the destination, performance, promotional efforts, and viral news 

on the new destination attractions. The revisit intention also reflects one’s prior 

experience with the product or services that one highly values in terms of efficiency 

and economic sense, which are more likely to form revisit intention (Swinyard, 1993; 

Ha & Jang, 2010). 
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According to Zeithaml et al. (1996), there are five favourable behavioural intention, 

namely (1) to spread positive words about the provider; (2) to recommend the 

provider to other customers; (3) to maintain loyalty to the provider; (4) to spend 

more money with the provider; and (5) to pay premium price. Another form of 

behavioural intention, namely revisit intention, can be described as the intention of 

guests to experience similar products, services, places, or brand again in the future. 

The preference and needs of customers vary and continuously change over time. 

Thus, in order to sustain competitiveness, designing a memorable experience to 

attract these resort guests to revisit from time to time is what the resort management 

aims to achieve. Therefore, it is crucial to fully grasp the purchasing behaviour of 

customers and to be able to predict customers’ behavioural intention. 

Revisit intention was the main focus of numerous studies across diverse types of 

tourism activities (Lam & Hsu, 2006). There were also several studies (Han et al., 

2009; Han et al., 2010) that assessed the intention to visit, to recommend, and be 

willing to pay more to stay in a green hotel. Besides that, Han and Kim (2010) 

examined the influence of satisfaction on intention to stay in a green hotel. Most of 

these existing studies only focused on the intention to stay in a green lodging, rather 

than revisit intention. Chen and Tsai (2007) tested the relationship between 

destination image, evaluative factors (trip quality, perceived value, and satisfaction), 

and behavioural intention, which demonstrated the significant influence of perceived 

value on the level of satisfaction and future behavioural intention of customers. 

Similarly, Um et al. (2006) identified the relative weight of tourists’ evaluation 

constructs that influence revisit intention, which revealed that what these tourists in 

Hong Kong perceived from the destination performance seemed to reflect their 

revisit intention better compared to what actually satisfied them. Thus, using 
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perceived value to predict revisit intention may enhance the overall understanding of 

the behaviour of interest after the decision-making process. 

Prior studies demonstrated the significance of perceived value on behavioural 

intention (Jin et al., 2013), revisit intention (Quintal & Polczynski, 2010), and even 

future purchasing intention and behaviour (Grewal et al., 1998; Baker et al., 

2002). According to Buzzell and Gale (1987), the perceived value of products and 

services significantly influences consumer behaviour and predicts competitive 

success. Meanwhile, Jiang and Kim (2015) only explored the influence of perceived 

value in the pre-purchase stage and the behavioural intention was only denoted as the 

willingness to stay in a green hotel. Based on the prior findings, this study expected a 

positive relationship between perceived value and revisit intention to the green 

resorts since the green resort guests would re-evaluate the value of a green resort 

after their personal experience of staying in a green resort. Most of the guests would 

depend on their prior experience to develop the revisit intention to the resort given 

the significance of perceived value (Cronin et al., 2000). After all, consumer 

behaviour can be explained better through perceived value (Heskett et al., 1997).  

2.10 Mediating Role of Perceived Value  

Essentially, customers who are generally “value-driven” always make decisions 

based on the perceived values (Anderson, 2015). The higher the perceived values, the 

higher the likelihood or intention one makes the decision. Generally, environmental 

knowledge influences behavioural intention and behaviours in relation to the green 

concept (Çabuk et al., 2014; Newton et al., 2015). It was extensively demonstrated 

that environmental knowledge positively influences pro-environmental behavioural 

intention, such as revisit intention to the green hotels (Chan et al., 2014; Han, 2015). 

https://www.emeraldinsight.com/doi/full/10.1108/APJML-12-2013-0159?mobileUi=0&fullSc=1
https://www.emeraldinsight.com/doi/full/10.1108/APJML-12-2013-0159?mobileUi=0&fullSc=1
https://www.emeraldinsight.com/doi/full/10.1108/APJML-12-2013-0159?mobileUi=0&fullSc=1
https://www.emeraldinsight.com/doi/full/10.1108/APJML-12-2013-0159?mobileUi=0&fullSc=1
https://www.emeraldinsight.com/doi/full/10.1108/APJML-12-2013-0159?mobileUi=0&fullSc=1
https://www.emeraldinsight.com/doi/full/10.1108/APJML-12-2013-0159?mobileUi=0&fullSc=1
https://www.emeraldinsight.com/doi/full/10.1108/APJML-12-2013-0159?mobileUi=0&fullSc=1
https://www.emeraldinsight.com/doi/full/10.1108/APJML-12-2013-0159?mobileUi=0&fullSc=1
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Although environmental knowledge is significantly increased, only a minority 

indicated the willingness to change their behavioural intention to minimise the 

negative implications of their actions towards the environment (Abeliotis et al., 

2010).  

Customers who possess adequate environmental knowledge are more likely to adopt 

green behaviours, such as the decision to stay in a green hotel during their travels, 

because they strongly perceive the consumption values in relation to the green 

behaviours and this is not mainly due to the direct influence of environmental 

knowledge on the behaviour (Pagiaslis & Krontalis, 2014). Granzin and Olsen (1991) 

also revealed that environmentally concerned individuals perceive higher benefits of 

contributing to environmental protection. Additionally, the influence of 

environmental value is more pronounced among environmentally concerned 

individuals (Koller et al., 2011). Unlike customers who highly value lower price, 

customers who perceive emotional benefit are of more importance. Jiang and Kim 

(2015) assessed the mediating role of perceived green value (in terms of functional 

value, emotional value, social value, and epistemic value) on the relationship 

between environmental concern and the intention to stay in a green hotel, which 

revealed that perceived green benefits as an insignificant mediator. Nevertheless, 

Wang et al. (2018) recognised the mediating role of consumption value (in terms of 

functional, emotional, social, and epistemic value) in the relationship between 

environmental knowledge and revisit intention to the green hotels. 

Overall, perceived value can also be seen as a mediator in the relationship between 

environmental concern (environmental knowledge and awareness) and revisit 

intention to green resorts. This study aimed to determine whether customers with 
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higher level of environmental knowledge demonstrate an elevated sense of 

environmental responsibility. Hence, this study tested the following hypotheses:  

H4 Perceived value mediates the relationship between environmental 

concern and revisit intention to the green resorts.  

H4a Perceived functional value mediates the relationship between 

environmental knowledge and revisit intention to the green resorts. 

H4b Perceived social value mediates the relationship between 

environmental knowledge and revisit intention to the green resorts. 

H4c Perceived epistemic value mediates the relationship between 

environmental knowledge and revisit intention to the green resorts. 

H4d Perceived emotional value mediates the relationship between 

environmental knowledge and revisit intention to the green resorts. 

Environmental awareness is described as the ability to identify green concept, 

symbols, and behavioural patterns (Molina et al., 2013). Environmental awareness is 

said to positively influence the attitude towards green practices (Han et al., 2009, 

2011), which affects one’s decision to stay in a green resort (Kim & Han, 2010) and 

willingness to pay more to stay in a green resort given its positive image and attitude 

towards the environment (Han et al., 2009). Therefore, it is deemed as a key factor in 

the decision-making process that involves the consumption of goods or services. The 

study by Lee et al. (2016) reported that the guests who exhibited positive 

environmental awareness were either neutral or positive towards environmental 

programmes (89.7%) whereas only 10.3% of the guests revealed negative responses, 

which reaffirmed the lack of environmental awareness among the guests. Therefore, 
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the guests would gain higher environmental awareness when they have positive 

experience with the green practices of a green lodging during their travels.  

Environmental awareness is also associated with the customer behaviour for 

purchasing environmentally friendly products, which is followed by the interest to 

choose and consume the products (Suki et al., 2016). Theoretically, environmental 

awareness is based on recognising and recalling the brand as a green brand, which is 

of the result of the green activities and related associations (Mourad et al., 2012). The 

interesting role of environmental awareness has established itself as an influential 

factor that improves one’s environmental awareness. Environmental awareness is 

necessary for the customers to improve their interest to purchase green products 

(Rahmi et al., 2017).  

Accordingly, this study expected that customers who possess environmental 

awareness perceive green consumption as positive contribution to the environment. 

There are advantages and disadvantages of green products and services (Khor et al., 

2016). Thus, the resort management typically attempts to provide information on 

green products and services through the use of media and marketing to gain positive 

customer assessment and increase the perceived value (e.g., green perceived value) 

of the green resort (Chi et al., 2008). Some of the advantages offered by a green 

resort include water and energy conservation and good solid waste management. 

According to Chen and Chang (2012), green perceived value is described as an 

overall evaluation of the net benefit of a product and services between what is 

provided and received according to one’s environmental desire, sustainable 

expectations, and green needs. In principal, green perceived value is closely related 

to the evaluation of a green resort among the guests. 
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The transition from perceived value of a green resort that is built from environmental 

awareness to green perceived value is essential for the business operation of a green 

resort, especially when it comes to the revisit intention to the green resort. Numerous 

studies were conducted to assess and evaluate customer behaviour with respect to 

green perceived value (Rizwan et al., 2014). For instance, Wu and Chen (2014) 

demonstrated the formation of green perceived value through green advertising, 

resulting in environmental awareness. Besides that, some of the common assessment 

on green perceived value includes good value, expectations, environmental concern, 

environmentally friendly practice, and environmental benefit (Chen and Chang, 

2012). Thus, green resort guests with a high level of environmental awareness were 

theoretically expected to exhibit higher perceived value in this study, which 

propelled this study to test the following hypotheses:  

H4e Perceived functional value mediates the relationship between 

environmental awareness and revisit intention to the green resorts. 

H4f Perceived social value mediates the relationship between 

environmental awareness and revisit intention to the green resorts.  

H4g Perceived epistemic value mediates the relationship between 

environmental awareness and revisit intention to the green resorts. 

H4h Perceived emotional value mediates the relationship between 

environmental awareness and revisit intention to the green resorts. 
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2.11 Development of Hypotheses for Testing 

As previously described, this study proposed a series of hypotheses for testing with 

respect to the objectives of study and the corresponding research questions. A 

hypothesis is described as a logically conjectured relationship between two or more 

variables (Sekaran, 2000). This study proposed four main hypotheses to test the 

model on the relationship of environmental concern, perceived value, and revisit 

intention. In particular, the independent variable of this study was environmental 

concern, which comprised of environmental knowledge and environmental 

awareness. This study explored perceived value as the mediator whereas revisit 

intention was assessed as the dependent variable. Table 2.4 lists the hypotheses for 

testing in this study. This study tested the direct relationship between three 

constructs, specifically environmental knowledge, environmental awareness, and 

perceived value, and revisit intention to the green resorts (H1–H3). In this context, 

this refers to a directional hypothesis, which is a relationship where one can predict 

its direction whether the effect of one variable on the other is positive or negative 

(Sekaran, 2006). On the other hand, this study also tested non-directional hypotheses 

(the relationship between independent and dependent variables without specifying 

the direction of the relationship) (Sekaran, 2006), which involved the mediating role 

of perceived value in the relationship between environmental concern and revisit 

intention to the green resorts (H4).  
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Table 2.5 

List of Hypothesis  

Table 2.5 (Continued) 

Hypothesis Statement 

H1 Environmental concern influences the revisit intention to the green 

resorts. 

H1a Environmental knowledge influences the revisit intention to the green 

resorts. 

H1b Environmental awareness influences the revisit intention to the green 

resorts. 

 

H2 Environmental concern influences the dimensions of perceived value 

of the green resort guests. 

H2a Environmental knowledge influences the perceived functional value. 

H2b Environmental awareness influences the perceived functional value. 

H2c Environmental knowledge influences the perceived social value. 

H2d Environmental awareness influences the perceived social value. 

H2e Environmental knowledge influences the perceived epistemic value. 

H2f Environmental awareness influences the perceived epistemic value. 

H2g Environmental knowledge influences the perceived emotional value. 

H2h Environmental awareness influences the perceived emotional value. 

 

H3 Perceived value influences the revisit intention to the green resorts. 

H3a Perceived functional value influences the revisit intention to the green 

resorts.  

H3b Perceived social value influences the revisit intention to the green 

resorts.  

H3c Perceived epistemic value influences the revisit intention to the green 

resorts. 

H3d Perceived emotional value would influence customers’ intention to 
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Table 2.5 (Continued) 

Hypothesis Statement 

revisit green resorts. 

  

H4 Perceived value mediates the relationship between environmental 

concern and revisit intention to the green resorts. 

H4a Perceived functional value mediates the relationship between 

environmental knowledge and revisit intention to the green resorts.  

H4b Perceived social value mediates the relationship between 

environmental knowledge and revisit intention to the green resorts.  

H4c Perceived epistemic value mediates the relationship between 

environmental knowledge and revisit intention to the green resorts.  

H4d Perceived emotional value mediates the relationship between 

environmental knowledge and revisit intention to the green resorts.  

H4e Perceived functional value mediates the relationship between 

environmental awareness and revisit intention to the green resorts.  

H4f Perceived social value mediates the relationship between 

environmental awareness and revisit intention to the green resorts.  

H4g Perceived epistemic value mediates the relationship between 

environmental awareness and revisit intention to the green resorts.  

H4h Perceived emotional value mediates the relationship between 

environmental awareness and revisit intention to the green resorts.  

2.12 Related Theories on Behavioural Intention  

Revisit intention has gained growing interest in the academia, especially the study of 

tourist behaviour, and in the tourism industry (Feng, 2007). The behavioural 

intention establishes the underlying basis of behaviour, especially purchasing 

behaviour. Prior studies explored revisit intention based on various behavioural 

theories, such as the theory of reasoned action (TRA), theory of planned behaviour 

(TPB), and SET. 
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TRA has been extensively applied across diverse studies to identify significant 

determinants that influence a specific individual behaviour under volitional control 

(Ryu & Han, 2010). The main feature of this theory is the concept of intention. 

Intention is regarded as the necessary motivation to engage in a particular behaviour. 

In other words, the intention to perform a behaviour, which is the function of attitude 

and subjective norm, is the primary predictor of the behaviour. In particular, attitude 

towards the behaviour represents the attitudinal component whereas subjective norm 

(or the perception that relevant others consider whether one should perform the 

behaviour) represents the normative component of the theory. TRA has been widely 

utilised as a model to predict behavioural intention and behaviours within the context 

of marketing and consumer behaviour (Lam & Hsu, 2004; Lee, 2005). Figure 2.2 

illustrates the model of TRA. 

  

Figure 2.2. Model of theory reasoned action 

Source: Ajzen and Fishbien (1980) 

TRA provides a theoretical framework to assess attitude towards a specific 

behaviour. According to TRA, the most important determinant of one’s behaviour is 

the behavioural intention or in other words, the combination of attitude towards 

behaviour and subjective norm. Behavioural belief and evaluation of behavioural 

outcome represent one’s attitude towards behaviour whereas normative belief and 

motivation to comply reflect one’s subjective norm. If the outcome of performing a 
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specific behaviour is positive, one would exhibit a positive attitude towards the 

behaviour, and vice versa. If the relevant others consider performing the behaviour as 

positive, one would be motivated to meet their expectations, resulting in a positive 

subjective norm, and vice versa.  

Nevertheless, most recent studies focused on exploring the revisit intention based on 

TPB (Li et al., 2010), which is an extension of TRA (Ajzen, 1991). TPB is one of 

most influential theory and a widely used theoretical framework to assess the 

behavioural intention to engage in a specific behaviour, including tourist behaviour 

(Ajzen, 2002). The theory offers significant predictive utility for diverse types of 

tourist behaviour while TRA solely focuses on volitional personal or social factors in 

explaining one’s behavioural intention (Park, 2003). Prior studies that employed TPB 

to assess the intention of tourists to perform diverse types of tourism activities 

revealed positive findings of applying the theory in enhancing the overall 

understanding on the behavioural intention and travel behaviour. 

TPB, which was initially proposed by Ajzen (1999), received significant attention in 

the literature across different contexts in numerous studies on leisure (Ajzen & 

Driver, 1992; Hrubes & Ajzen, 2001; Pierro et al., 2003), tourism (Greenslade & 

White, 2005; Lam & Hus, 2006; Han et al., 2011), therapeutic recreation (Galea & 

Bray, 2006), health behaviour (Conner et al., 2002), and consumer behaviour 

(Kassem et al., 2003; Pavlou & Fygenson, 2006). With respect to TPB, the 

behavioural intention influences one’s engagement in a specific behaviour. The 

behavioural intention reflects the willingness or planning to perform a certain 

behaviour, which is driven by various motivational factors that potentially influence 

the behaviour (Ajzen, 1991, 2002). In other words, individuals who exhibit stronger 



116 

 

intention to perform a specific behaviour are more likely to perform the behaviour 

(Ajzen, 1991). As Doll and Ajzen (1992) highlighted, when an individual has 

complete control over the behaviour of interest, insights on the behavioural intention 

are adequate for a study to predict the behaviour. 

According to TPB, a behavioural intention is determined by three conceptually 

independent components, namely attitude, subjective norm, and perceived 

behavioural control (Ajzen, 2006). The TPB framework primarily serves to predict 

and grasp the motivational influences on a behaviour that is not under the volitional 

control, to identify how and where to target specific strategies to influence a 

behaviour, and to elucidate the behaviour (e.g., why one buys a new car, votes 

against a certain candidate, is absent from work, or engages in premarital sexual 

intercourse). As a general rule, the intention to perform behaviour is stronger when 

the attitude, subjective norm, and perceived behavioural control are increasingly 

favourable (Ajzen, 1991). 

The major difference between TRA and TPB is the inclusion of perceived 

behavioural intention in the latter theory as the third determinant of behavioural 

intention. Perceived behavioural control is determined by control beliefs and 

perceived power. Perceived behavioural control reflects how one’s motivation is 

influenced by the perceived difficulty of performing a specific behaviour and how 

one would successfully perform the behaviour of interest. This implies that the 

individual who exerts strong control belief on the factors that facilitate a behaviour 

have high perceived control over the behaviour.  Conversely, one who exerts strong 

control belief on the factors that impede the behaviour has low perceived control 

over the behaviour. This individual perception also reflects prior experience, the 
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anticipation of upcoming circumstances, and the individual attitude of the influential 

norms (Mackenzie & Jurs, 1993).  

Nevertheless, the above theories only focused on describing how attitude or 

perception influences behaviour, which was explored in studies on travel and leisure 

service (Austin et al., 1990), outdoor recreation behaviour (Wittman & Vaske, 1998; 

Mackay and Campbell, 2004), and voting (Ajzen & Fishbein, 1980). Apart from 

attitude, behavioural norm is also included in the theory as another determinant for 

behaviour, but remain not widely applied in studies on revisit intention to the green 

resorts.  

Meanwhile, SET is most widely used to explain the perception towards tourism. In 

general, this theory postulated the willingness to engage in an exchange if one 

receives reward and the benefit outweighs the costs (Skidmire, 1974). The 

development of SET is pioneered by sociologists such as Homans (1985), Blau 

(1964), and Emerson (1972). This theory has been recently used as a framework to 

assess social behaviour. Homans (1958, p.3) defined SET as “activity, tangible or 

intangible, and more or less rewarding or costly, between at least two people”. In the 

physical market, people exchange money with goods and services. However, such 

transaction can be extended into exchanging social capitals, such as power, trust, 

participation, or support. As for the hospitality and tourism industries, the exchange 

may occur between two or more actors; for examples, the exchange between 

customers, employee, government, or industry.  

Besides that, SET is one of the oldest theories of social behaviour that is particularly 

prominent in the sociology and social psychology literature (Homans, 1958). 

Emerson (1981) noted that a social exchange typically involves two sides where one 
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provides benefits to another and the other receives the benefits. Several seminal 

studies that contributed to the development of SET included the following studies by 

Homans (1958), Thibaut and Kelley (1959), Emerson (1962), and Blau (1964). In 

particular, Homans (1958) emphasised on social behaviour in the exchange process; 

Thibaut and Kelley (1959) discussed how actors in an exchange relationship weigh 

the benefits of the exchange relation; Emerson (1962) focused on the concept of 

power between actors in an exchange relationship; Blau (1964) emphasised on social 

interaction as an exchange process. SET highlights the notion that a behaviour or 

social interaction is an exchange of activity, particularly of reward and cost 

(Homans, 1961). The structure of reward and cost in a relationship that influences the 

interaction pattern is the highlight of the theory (Molm, 1991). Essentially, SET 

considers the exchange as the basis of human behaviour (Homans, 1961). 

SET has become one of the dominant theoretical framework in elucidating how a 

solid, long-term relationship between an organisation and customers is established 

and how the benefits of this exclusive relationship can be optimised (Kingshott, 

2006). Using SET as an underpinning theory of the study, Kingshott (2006) found 

that organisations should focus on the development of psychological contract and 

relational bonds in order to acquire better relational outcomes, such as customer trust 

and commitment. According to Shanthakumar and Xavier (2001), organisations are 

interested to build a relationship that yields the highest profit where reward 

outweighs the cost. In this case, the organisations are likely to dissolve a relationship 

where cost outweighs the reward.  

In the context of tourism, Ap (1992) described SET as “a general sociological theory 

concerned with understanding the exchange of resources between individuals and 
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groups in an interaction situation” (p. 668). With respect to SET, customers who 

believe that they would benefit from proposed development (e.g., tourism 

development) are likely to view it positively compared to those who focus on the 

cost. Jurowski et al. (1997) also developed a model that integrated several factors 

that are likely to influence how the economic, social, and environmental implications 

of tourism are perceived, such as perceived potential for economic gain, use of the 

resource base, attachment to one’s community, and attitude towards environmental 

preservation. The proposed model postulated that both antecedents and implications 

contributed direct and/or indirect influence on the community support on tourism, 

which was subsequently criticised by Gursoy et al (2002) for aggregating the costs 

and benefits into three categories. As a result, a new model was proposed with the 

addition of the state of local economy and the level of community concern, which 

segregated the economic, social, and environmental implications into costs and 

benefits and assessed the influence of both aspects on the community support on 

tourism. Conclusively, the perceived implications of tourism are now segregated into 

five areas, namely economic benefit, social benefit, social cost, cultural benefit, and 

cultural cost. 

In view of the above, this study regarded SET as the most appropriate theory to 

assess the relationship between the different dimensions of environmental concern 

and revisit intention to the green resorts through the different dimensions of 

perceived value. Moreover, SET considers both favourable and unfavourable 

perceptions with the capacity to examine a relationship at an individual or collective 

level (Ap, 1992). This study primarily focused on the intention to revisit a green 

resort at an individual level and identified the significant factors that influence the 
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revisit intention through functional value, social value, epistemic value, and 

emotional value with respect to SET.  

SET was used as the underpinning theory of study to elucidate how the guests value 

their stay in a green resort. Although there were numerous studies that assessed 

different factors that influence behavioural intention, studies that provide a 

conceptual framework that focuses on the influence of perceived value on the 

tourism destination remain scarce. To date, the mediating role of perceived value in 

the relationship between environmental concern and revisit intention to the green 

resorts in Malaysia as well as the relationship of environmental knowledge, 

environmental awareness, functional value, social value, epistemic value, emotional 

value, and revisit intention in a single model with respect to SET have not been 

explored, which were addressed in this study.  

2.13 Research Framework 

Following the comprehensive review of related literature, this study subsequently 

developed a theoretical framework and defined the overall focus of the study with 

respect to the objectives and corresponding research questions. Essentially, a 

theoretical framework is typically used as a guide to discuss the interrelationships 

between variables that are deemed to be integral to the dynamics of the phenomenon 

of interest (Zikmund et al., 2010) whereas a conceptual framework reflects how the 

study theorises the relationship between the constructs of interest (Gay et al., 2009). 

Testable hypotheses in a theoretical framework are developed to examine the 

theoretical validity. In addition, the development of a theoretical framework 

facilitates in hypothesising and testing specific relationships, which improves the 
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overall understanding of the dynamics of the phenomenon of interest (Hair et al., 

2010). 

Accordingly, this study adapted and modified a research framework, which was 

proposed in a prior study by Yang and Youngtae (2015) on the influence of 

perceived green value on green hotel guests’ propensity to revisit the green hotels. 

The current study was expected to extend the prior study to grasp how the guests 

value their decision to stay in a green lodging through their personal experience as 

well as the potential trade-off in the relationship between green resorts and their 

guests, and how these guests would reflect these values on their revisit intention.  

Considering that this study aimed to assess the mediating role of perceived value in 

the relationship between environmental concern and revisit intention, this study first 

assessed the direct relationship between environmental concern and revisit intention 

and subsequently, the indirect relationship between environmental concern and 

revisit intention through perceived value with respect to the SET. In this case, the 

guests may not exhibit the intention to revisit if they find that the cost of this 

relationship outweighs the benefit. Figure 2.3 illustrates the theoretical framework of 

the relationship of environmental concern, perceived value, and revisit intention to 

the green resorts.                          
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Figure 2.3. Research framework 

Referring to Figure 2.3, the developed research framework first revealed that the 

dimensions of environmental concern, specifically environmental knowledge and 

environmental awareness, were the independent variables in this study. 

Environmental knowledge and environmental awareness were hypothesised to, 

directly and indirectly, influence the revisit intention (dependent variable) to the 

green resorts. Secondly, perceived value was the hypothesised mediator in this study. 

There were four dimensions of perceived value in this study, which were functional 

value, social value, epistemic value, and emotional value. It was hypothesised that 

perceived value directly influences revisit intention and mediates the relationship 

between environmental concern and revisit intention. Lastly, there was only one 

dependent variable in this study, namely revisit intention. It was hypothesised that 

revisit intention to the green resorts are influenced by environmental concern and 

perceived value. 
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(Independent variable) 
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2.14 Summary 

This chapter provided a comprehensive review on the related literature on 

environmental concern, perceived value, and revisit intention. This chapter also 

presented several behavioural theories that were used in prior studies in assessing the 

constructs of interest. This study considered SET as the underpinning theory of 

study. A list of hypothesis for testing was provided in the chapter with respect to the 

objectives of study and the corresponding research questions. Most importantly, this 

study hypothesised that perceive value meditates the relationship between 

environmental concern and revisit intention. The following chapter describes the 

methodology used in this study. 
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CHAPTER THREE 

METHODOLOGY 

3.1 Introduction 

The prior chapters discussed various constructs pertaining to the intention to revisit 

the green resorts, which involved the relationships of environmental concern, 

perceived values, and revisit intention. Following the review of relevant literature 

and the in-depth discussion of the proposed model for this study, this chapter 

describes the methodology used in this study starting with the research design. The 

adequacy of the required data was ensured prior to the data analysis with respect to 

the objectives of this study and the corresponding research questions. In particular, 

this chapter discusses the research design, development of instrument, the 

questionnaire design, sampling strategy, validity and reliability of the instrument, 

data collection, pilot study, and data analysis. 

3.2 Research Design 

A research design refers to a plan, structure, or strategy to acquire answers to the 

objectives or research questions of a study. This study employed a questionnaire 

survey design to observe the trend of a large population of individuals based on their 

attitudes, opinions, and behaviours (Creswell, 2008). The subsequent section 

describes the employed research design, including the development of the 

instrument. 

Accordingly, this study considered the quantitative method as the most appropriate 

method to assess the relationships between the measurable constructs. The 
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quantitative approach is considered essential in analysing and proving theories and 

identifying potential constructs and relationships. Most importantly, the quantitative 

method applies standard validity and reliability tests and appropriate statistical 

procedures (Creswell, 2009). In addition, the use of quantitative method is deemed 

appropriate in testing the proposed conceptual model across a wider sample of the 

population of interest (Deshpande, 1983). 

In particular, this study performed quantitative data analysis to assess the role of the 

mediator in the relationship between the independent variable and dependent 

variable. The questionnaire survey was developed based on the related literature. 

This study has identified a number of factors, which led to the development of 

hypotheses for testing with respect to the objectives of study. Following the data 

collection, this study performed the multivariate data analyses, including reliability 

testing, factor analysis, and multiple regressions.  

3.3 Development of Instrument 

According to Hair et al. (2006), the literature can be used to operationalise the 

constructs for the development of instrument when there is adequate literature on the 

subject of interest. The adoption of existing measurement for the constructs in this 

study was expected to enhance the content validity of the measurement given the 

reasonably solid evidences provided in the literature (Gentry & Kalliny, 2008). 

Otherwise, the measurement should be self-constructed when there is inadequate 

literature on the subject of interest (Hair et al., 2006). 

Thus, this study employed the following steps to develop reliable measurement 

scales. Firstly, this study reviewed and thoroughly examined the literature within the 
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context of hospitality industry with respect to the focus and objectives of this study. 

Secondly, this study adapted and thoroughly defined the dimensions and key items of 

the considered constructs. As a result, this study adapted the appropriate 

measurement scales for environmental concern in terms of environmental knowledge 

and environmental awareness, perceived value in terms of functional value, 

emotional value, social value, and epistemic value, and revisit intention based on the 

literature review. 

3.3.1 Measurement Scale 

Most of the techniques in multivariate statistics are compatible with the adoption of 

continuous scale (Hair et al., 2006b). Nevertheless, the use of a Likert-type scale in 

multivariate statistics raises an issue of whether such scale can be treated as a 

continuous scale (Hair et al., 2006; Byrne, 2010). Despite that, Byrne (2010) asserted 

that the issue of a categorical scale can be overlooked when the study involves high 

number of categories. Additionally, Hair et al. (2006) noted that a measurement scale 

with more than four responsive categories can be treated as an interval scale or at 

least as a continuous scale.  

Besides that, the higher the number of scale categories, the finer the discrimination 

would be among the stimulus objects (Zikmund & Babin, 2007). A seven-point 

Likert scale allows greater differences in opinions, which is also commonly used in 

studies on hospitality (Back, 2005; Mattila, 2006; Kayaman & Arasli, 2007; Han et 

al., 2008). Hence, the selection of responses is made easier, which increases the 

chances of obtaining reliable responses (Churchill, 1999; Rashid, 2013). With that, 

this study employed a seven-point Likert scale with endpoints of strongly disagree 
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(1) and strongly agree (7). The following subsection discusses the details of the 

measurement scale and items in relation to the prior literature. 

3.3.2 Measurement of Variables 

The developed questionnaire survey in this study included all constructs of the 

proposed model, namely revisit intention as the dependent variable, perceived value 

as the mediator (functional value, emotional value, social value, and epistemic 

value), and environmental concern as the independent variable (environmental 

knowledge and environmental awareness). Kline (2005) pointed out that the 

intangible and unobservable variables should be measured by multiple indicators for 

improved validity. In other words, a set of measures or multiple measures are 

deemed to be more reliable and valid compared to individual measures. Thus, 

multiple measurement items were adapted from prior studies. The following 

subsections describe these variables in details:  

3.3.2.1 Environmental Knowledge  

Referring to Corrêa et al. (2015) and Yang and Youngtae (2015), this study modified 

the items of environmental knowledge with respect to the focus of this study, 

specifically the green resorts. Typically, environment knowledge involves what one 

knows about the environment and in understanding the term related to green concept 

(green resort, eco-friendly, organic, recycled, and energy efficient). Therefore, if 

guests have knowledge about the uprising environmental issues, their awareness 

level would increase and thus, the potential of intention to revisit green resort. In 

particular, five items were included in this study. The respondents were required to 

indicate their views according to the seven-point Likert scale with the endpoints of 
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strongly disagree (1) and strongly agree (7).  Table 3.1 presents the items to measure 

environmental knowledge in this study. 

Table 3.1 

Measurement Items for Environmental Knowledge 

Construct Dimension Items References 

Environment

al 

knowledge 

EK1 I know the meaning of the term 

“green resort”. 

Corrêa et al. 

(2015); Yang 

and Youngtae 

(2015) 

EK2 I know the meaning of the term 

“eco-friendly”. 

EK3 I know the meaning of the term 

“organic”. 

EK4 I know the meaning of the term 

“recycled”. 

 EK5 I know the meaning of the term 

“energy-efficient”. 

Note: All items in this study were developed and validated by Corrêa et al. (2015) 

and Yang and Youngtae (2015). 

3.3.2.2 Environmental Awareness 

Environmental awareness in this study reflects the concern and apprehension towards 

the diverse facets of environmental issues. The growing environmental awareness 

among guests may have been contributed by the experience of using environment-

friendly products, adopting green measures or consumption on daily basis, looking 

for environmental symbols and slogan in marketing campaign, and interested in 

learning something new about environmental issues. For the measurement of 

environmental awareness, this study adapted six items from Sweeney and Soutar 

(2001), Yonggui et al. (2004), and Rizwan et al. (2014). The respondents were 
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required to indicate their views according to the seven-point Likert scale with the 

endpoints of strongly disagree (1) and strongly agree (7). Table 3.2 presents the items 

to measure environmental awareness in this study.  

Table 3.2 

Measurement Items for Environmental Awareness 

Construct Dimension Items References 

Environmen

tal 

awareness 

EA1 I use environmentally friendly 

products. 

Sweeney and 

Soutar (2001); 

Yonggui et al. 

(2004); Rizwan et 

al. (2014) 

EA2 I recycle at home.  

EA3 I am interested in learning 

something new about 

environmental issues. 

EA4 I often think about whether my 

actions harm the natural world. 

 EA5 I prefer to stay in a green resort 

that has eco-label. 

 EA6 I always look for environmental 

symbols and slogans in 

marketing campaign. 

Note: All items were adapted from Sweeney and Soutar (2001), Yonggui et al. 

(2004), and Rizwan et al. (2014). 

3.3.2.3 Perceived Value  

Referring to the model of consumption values, there are five consumption values that 

are capable of influencing consumer choice behaviour, namely functional value, 

emotional value, social value, conditional value, and epistemic value. Sheth et al. 

(1991) developed and tested the scale for perceived value, which revealed the 

usefulness of the scale as a framework pertaining to the consumer choice behaviour. 



130 

 

As for the current literature on tourism, several studies had employed and modified 

the developed scale to measure the tourists’ perceived value, such as Sánchez et al. 

(2006) and Williams and Soutar (2009). Thus, this study measured the perceived 

value (functional value, emotional value, social value, and epistemic value) in 

relation to the intention to revisit green resorts according to the modified scale by 

Sheth et al. (1991).  

3.3.2.3.1 Functional Value 

Typically, the functional value of green resorts is individually perceived based on 

rational and economic evaluations, which are influenced by the quality of the 

products and services offered. The respondents were required to indicate their views 

according to the seven-point Likert scale with the endpoints of strongly disagree (1) 

and strongly agree (7). Table 3.3 presents the items to measure functional value in 

this study. 
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Table 3.3 

Measurement Items of Functional Value  

Construct Dimensi

on 

Items References 

Functional 

value 

FV1 Green resort has an acceptable 

standard of quality. 

Sweeney and Soutar 

(2001); Yonggui et al. 

(2004); Jyoti Sikka and 

Harsh (2011) 

 

FV2 Green resort provides quality 

product and service 

consistently. 

FV3 Green resort is well 

maintained. 

FV4 Green resort is reasonably 

priced. 

 FV5 The product and services 

offered are worth for the price 

charged. 

 FV6 I don’t mind paying a premium 

price for a green resort. 

Note: All items were adapted from Sweeney and Soutar (2001), Yonggui et al. 

(2004), and Jyoti Sikka and Harsh (2011). 

3.3.2.3.2 Social Value  

This study adapted items from prior studies, specifically Sweeney and Soutar (2001), 

Yonggui et al. (2004), Sánchez-Fernández and Iniesta-Bonillo (2007), and Jyoti 

Sikka and Harsh (2011). Social value is acquired when one is socially approved, 

feels accepted, makes good impression on others, and improves self-images 

(Sweeney & Soutar, 2001). The social value of green resorts is guests’ perceived 

utility derived from the products or services acquired in enhancing social self-

concept. In this case, this study associated the social value with four specific items 
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according to the seven-point Likert scale with the endpoints of “not important at all” 

(1) and “extremely important” (7) (Table 3.4). 

Table 3.4 

Measurement Items for Social Value 

Construct Dimension Items References 

Social value  SV1 

 

SV2 

Staying in a green resort would 

help me feel acceptable. 

Staying in a green resort would 

improve the way I am 

perceived. 

Sweeney and Soutar 

(2001); Yonggui et al. 

(2004); Sánchez-

Fernández and Iniesta-

Bonillo (2007); Jyoti 

Sikka and Harsh (2011) SV3 Staying in a green resort would 

make a good impression on 

other people. 

SV4 Staying in a green resort would 

give social approval. 

Note: All items were previously developed and validated by Sweeney and Soutar 

(2001), Yonggui et al. (2004), Sánchez-Fernández and Iniesta-Bonillo (2007), and 

Jyoti Sikka and Harsh (2011). 

3.3.2.3.3 Epistemic Value 

Within this context, epistemic value was generated when the interest amidst green 

resort guests to seek for new or unique experience offers epistemic value. Epistemic 

value reflects the perceived utility derived from products or services acquired in 

arousing interest, delivering uniqueness, and fulfilling the need for knowledge (Sheth 

et al., 1991). Some key driving factors that influence epistemic value among green 

resort guests are new or varied lifestyles (e.g., food or meeting new people), 

sociocultural environment, and learning or new discovery (e.g., new knowledge). 

This study measured epistemic value based on four adapted items from prior studies 



133 

 

according to the seven-point Likert scale with the endpoints of strongly disagree (1) 

and strongly agree (7) (Table 3.5). 

Table 3.5 

Measurement Items for Epistemic Value 

Construct Dimension Items References 

Epistemic 

value 

EV1 I like to stay in a green resort 

to discover different 

experience. 

Sweeney and Soutar 

(2001); Jyoti Sikka and 

Harsh (2011); Won-

Moo et al. (2012) EV2 Staying in a green resort 

provides me novel experience. 

EV3 I like to stay in a green resort 

to discover something new. 

EV4 I want to learn about being 

environmentally friendly 

during my stay in a green 

resort. 

Note: All adapted items were previously developed and validated by Sweeney and 

Soutar (2001), Jyoti Sikka and Harsh (2011), and Won-Moo et al. (2012). 

3.3.2.3.4 Emotional Value  

Emotional value emphasises on one’s feelings. The term ‘emotion’ has been 

frequently used interchangeably with affect and mood (Oliver, 1997). As observed in 

literature, emotion has an impact on post-consumption evaluation. Negative and 

positive emotions are generated depending on whether the guest has accomplished 

his desire and want from the service or product (William & Soutar, 2000). The 

measurement of emotion value in this study was based on prior studies on the 

positive and negative consumption emotions outlined by Liljander and Bergenwall 

(1999), Sweeney and Soutar (2001), Petrick (2002), and Rashid (2013). In particular, 
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six items of positive emotions (joy, happiness, excitement, calmness, relaxation, and 

surprise) and six items of negative emotions (annoyance, upset, frustrated, anger, 

sadness, and boredom) were assessed in this study. These emotions are reflective of 

relaxing atmosphere, beautiful environment, beautiful beaches, expansive tropical 

garden, breath-taking sunsets, and thrilling Eco-Walk. In this study, the guests were 

asked if they had experienced 12 different emotions during their visit and if positive 

or negative emotion led or did not lead to intention to revisit. This study determined 

the effects of positive and negative emotions on guest experiences and on evoking 

revisit intention. The respondents were required to provide responses based on the 

seven-point intensity scale with the endpoints of “I have not experienced the emotion 

at all” (1) and “I have strongly experienced the emotion” (7). Table 3.6 presents the 

items that measured emotional value in this study. 
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Table 3.6 

Measurement Items for Emotional Value  

Construct Dimension Items References 

Emotional 

value 

EMO1 

EMO2 

EMO3 

EMO4 

Joy 

Happiness 

Excitement 

Calmness 

Liljander and Bergenwall (1999); 

Sweeney and Soutar (2001); Petrick 

(2002); Rashid (2013) 

 

EMO5 Relaxation 

EMO6 

EMO7 

EMO8 

Surprise 

Annoyance 

Upset 

EMO9 Frustrated 

 EMO10 Anger 

 EMO11 

EMO12 

Sadness 

Boredom 

Note: All items were adapted from Liljander and Bergenwall (1999), Sweeney and 

Soutar (2001), Petrick (2002), and Rashid (2013). 

3.3.3.3.5 Revisit Intention  

In this study, revisit intention referred to customers who had prior experience with 

the green resorts that they perceived as highly valuable in terms of efficiency and 

economic sense. As shown in Table 3.7, this study measured revisit intention based 

on five adapted items from prior studies according to the seven-point measurement 

scale with the endpoints of not likely at all (1) and definitely (7) based on previous 

studies.  
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Table 3.7 

Measurement Items for Revisit Intention  

Construct Dimension Items References 

Revisit 

intention 

RI1 How likely are you to say good 

or positive things about the 

green resort? 

Ajzen and Driver 

(1992); Dodds et al. 

(1991); Conner and 

Sparks (1996);  

Petrick and Backman 

(2002) 

 

RI2 How likely are you to encourage 

others to visit the green resort? 

RI3 How likely are you to 

recommend green resort to 

others? 

RI4 If the opportunities arise, how 

likely are you to revisit green 

resort in the future? 

 RI5 For your next trip, how likely 

are you to choose the green 

resort over other resorts? 

Note: All items were adapted from Dodds et al. (1991), Ajzen and Driver (1992), 

Conner and Sparks (1996), and Petrick and Backman (2002). 

3.4 Questionnaire Design  

This study conducted self-administered questionnaire survey approach where the 

respondents completed the questionnaire survey without the assistance of trained 

interviewer (Hair et al., 2006). The designed instrument served as an important tool 

in this study to generate responses from the respondents since this cost-effective 

approach has the capacity to gather a substantial amount of data from a high number 

of respondents. Nevertheless, precautionary measures must be taken to ensure the 

clarity and comprehension of each item. As discussed in the prior section, the items 

in this instrument were adapted from prior studies.  
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A structured questionnaire survey was designed to measure the constructs of interest. 

The overall questionnaire survey comprised of three sections. The first section 

focused on the concept of green resort. The subsequent section comprised of seven 

subsections, which assessed environmental knowledge, environmental awareness, 

functional value, emotional value, social value, epistemic value, and revisit intention. 

The final section obtained demographic information of the respondents, specifically 

gender, age (from below 25 years of age to over 55 years of age), nationality (two 

categories: Malaysian or non-Malaysian), employment sector (three categories: 

government, private, or self-employed), occupation (three categories: executive, 

professional, or business), salary scale (from RM 1,000 and below to RM 4,001 and 

above), purpose of staying (three categories: business, pleasure, or business and 

pleasure), length of stay (from two nights to more than seven nights), solo or group 

travel (five categories: solo, with partner or spouse, family with children, with 

parents, or with friends), and source of information on the green resort (six 

categories: television or newspaper, friends and relatives, Internet, travel or tour 

agency, Tourism Malaysia, and personal experience). The complete questionnaire 

survey is provided in Appendix 1. 

3.5 Targeted Population 

The population refers to the whole group of people or organisations of interest in a 

study (Sekaran & Bougie, 2010). The targeted population serves as the source from 

which the data should be gathered, which influences the quality of results and 

findings (Saunders et al., 2009). Accordingly, this study targeted the green resort 

guests in the selected green resorts, namely Frangipani Beach Resort and Spa 

Langkawi (Kedah), Shangri-La’s Rasa Sayang Resort and Spa (Penang Island), and 
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Holiday Inn Resort (Penang Island). This study selected these three green resorts 

because these resorts were awarded the ASEAN Green Hotel Award for three 

consecutive years (2016–2018) at the ASEAN Tourism Forum in Manila, 

Philippines. 

This study selected Langkawi Island and Penang Island as the sampling locations 

because these locations are popular beach resort destinations in Malaysia and the 

hotspot for prominent green resorts. Conducting the study in these sampling 

locations was deemed feasible as the obtained results and findings were expected to 

benefit the current and future hotel and resort operators in their efforts to go green for 

their business operation. Meanwhile, the selection of these sampling locations for 

this study would facilitate other resorts to attain the standards of green resort, 

strengthen their competitiveness in environmental protection measures, and enhance 

the green aspects of their business operation. 

3.6 Sampling Strategy 

Sampling is the process of selecting an appropriate number of elements from the 

targeted population for the generalisation of the obtained findings across the 

population of interest based on the understanding of the properties or characteristics 

of the obtained sample. According to Pedhazur and Schmelkin (1991), sampling is a 

procedure that uses a small number of units of the population of interest as the 

underlying basis for drawing conclusions; therefore, it is imperative to increase the 

validity of data and ensure the representativeness of the sample. This study was 

conducted on the sample of individuals (as respondents) that represented the overall 

population of interest with respect to the scope and focus of this study. 
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Fundamentally, there are probability and non-probability sampling strategies. In the 

case of probability sampling strategies, the elements of the population have a known 

chance or probability of being selected as the subjects of the sample (Zikmund, 

2003). On the other hand, the elements of the population do not have a known chance 

or probability of being selected as the subjects of the sample in the case of non-

probability sampling strategy (Zikmund, 2003). 

Accordingly, this study considered the purposive sampling strategy as the most 

appropriate sampling strategy. The purposive sampling strategy was preferred over 

the non-probability sampling strategies for this study to generalise the obtained 

findings. Besides that, the purposive sampling strategy allows the study to target 

individuals with specific attributes to ensure that the respondents have the capacity to 

provide the desired information; the potential respondents are either the only ones 

who are capable to provide the desired information or conform to specific criteria 

that are set by the researcher (Bernard, 2002; Lewis & Sheppard, 2006). 

Additionally, it is a non-random technique that does not require any underlying 

theories or a specific number of informants. In other words, the researcher can decide 

on the required knowledge and sets out to seek potential respondents who can and 

are willing to provide the information through the virtue of knowledge or experience 

(Bernard, 2002; Lewis & Sheppard, 2006). The purposive sampling strategy mainly 

focuses on certain characteristics of the population of interest with respect to the 

objectives of the study and the corresponding research questions.  

In particular, this study focused on individuals who were willing to impart their 

knowledge and experience of staying in the green resorts. Hence, the potential 

respondents for this study were ensured to express their willingness to participate in 
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the questionnaire survey and meet the following criteria of selection. Firstly, the 

targeted respondents stayed in one of the selected green resorts and consumed the 

products and services at these resorts for at least two nights. Secondly, they recently 

completed their visit to ensure that they were able to remember their experience. The 

respondents were required to complete the questionnaire survey during their stay in 

the green resort or before they opted to check out. 

3.6.1 Sample Size 

The most appropriate sampling technique for this current study is a purposive 

sampling design. In this study, the targeted population were the green resort guests. 

Thus, there are three green resorts which fall under this category namely, Frangipani 

Beach Resort and Spa Langkawi (Kedah), Shangri-La’s Rasa Sayang Resort and Spa 

(Penang Island), and Holiday Inn Resort (Penang Island).  While the sampling 

strategy determines the representativeness of the sample, the sample size determines 

the accuracy of the gathered sample. The sample size refers to the number of units 

required to obtain precise and reliable results (Fink, 1995). In order to determine the 

required sample size for this study, the estimated total population of green resort 

guests were identified by referring to the total number of green resort rooms in the 

selected green resorts.  

Referring to the report of the Sales Department of Frangipani Beach Resort and Spa 

Langkawi in 2016, they received a total of 61,233 guests. The annual report of 

Shangri-La’s Rasa Sayang Resort and Spa Penang in 2016 indicated a total of 

108,000 guests while the Quality and Continuous Improvement Manager at Holiday 

Inn Resort, Penang reported 126,000 guests in 2016. Overall, the selected green 
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resorts recorded a total of 295,233 guests, which formed the population of this study. 

The following figure shows how the sampling procedure was carried out. 

Referring to Krejcie and Morgan (1970), as found in Sekaran (2000), the 

recommended sample size for this study was 381 at 95% confidence level. However, 

in order to increase the accuracy of the employed sampling strategy, this study opted 

to increase the number of sample to 400. Larger sample size is deemed to be more 

representative of the population of interest compared to smaller sample size 

(Sekaran, 2000). However, during the data collection, this study tried to obtain more 

than the suggested sample size due to several factors such as some guests were 

incomplete  the questionnaire and the biases in the survey results. Hence, the 

researcher decided to distribute 450 questionnaires and managed to obtain 450 

questionnaires that can be used for this study. 
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Figure 3.1. Sampling technique  
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3.7  Goodness of Measure  

In general, the instrument used in an empirical study must possess an acceptable 

level of validity and reliability based on the following rationalisations. Firstly, a valid 

measurement scale ensures that the empirical findings accurately reflect the 

constructs of interest. Secondly, a reliable measurement scale ensures the 

reproducibility of the results in other studies. The goodness of data is measured using 

the validity and reliability tests and factor analysis. Although this study adapted the 

measurement items from prior studies, this study ensured that the validity and the 

reliability of the measurement scale are re-examined since the current context on 

green resorts was different from the focus of prior studies.  

3.7.1  Data Validity and Reliability  

3.7.1.1  Validity 

Validity reflects whether the developed measurement items gauge the subject of 

interest thoroughly (Bryman & Bell, 2011). In other words, the validity of the scores 

in a questionnaire survey reflects the quality of the instrument and whether the 

indicators are worth to be considered in the study (Creswell, 2009). The 

measurement items are considered valid when the instrument gauges what it is 

intended to measure.  

There are three types of validity, namely criterion validity, construct validity, and 

content validity. Criterion validity refers to the ability of the instrument to measure 

one or more external referents (criteria), which is typically measured by conducting 

correlation analysis. Construct validity refers to how well the instrument is translated 

or transforms a concept, an idea, or behaviour into an operationalised construct 
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(Trochim, 2006). Meanwhile, the construct validity focuses on the ability of 

measurement items to measure the concept these items are intended to assess 

(Sekaran & Bougie, 2010). In other words, it measures the extent of the instrument 

represents and connects the observed phenomenon to the constructs.  

There are two types of construct validity, namely convergent validity and 

discriminant validity. Convergent validity refers to the extent of which the items of 

similar construct demonstrate high correlation whereas discriminant validity is 

associated with the lack of correlation between different constructs. Accordingly, 

EFA was considered for this study to assess the construct validity (Hair et al., 2010; 

Sekaran & Bougie, 2010) where this type of factor analysis provides an accurate 

means of conceptualising unobservable constructs (construct validity) with the 

capacity of grouping items or factors that are highly correlated (convergent validity) 

as well as separating items or factors that differ from one another (discriminant 

validity) (Rashid, 2007).  

Lastly, content validity assesses the suitability of the measurement items in 

representing the operational definition of each construct (Chisnall, 2001).The content 

validity testing involves three steps. Firstly, the constructs must be identified based 

on the literature review, specifically on how the constructs are defined and employed 

in prior studies. Secondly, the measurement items that represent each construct are 

listed. Finally, the list of measurement items is refined and the adequacy of these 

measurement items in gathering data for each construct is ensured. The proposed 

measurement scale should be validated by a panel of experts and subsequently 

pretested (McDaniel & Gates, 1999). 
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In this study, the content validity was primarily assessed based on the related 

literature on the development and utilisation of the instrument in prior studies 

(Liljander & Bergenwall 1999; Sweeney & Soutar, 2001; Petrick, 2002; Sánchez-

Fernández & Iniesta-Bonillo, 2007; Jyoti Sikka & Harsh, 2011; Won-Moo et al., 

2012; Rashid, 2013; Rizwan et al., 2014, Yonggui et al., 2004; Corrêa et al., 2015; 

Yang & Youngtae, 2015). In addition, experts were also involved in refining the 

instruments which include two academic staff of hospitality, tourism and event field 

from University Utara Malaysia. The selection of the both expects in assessing the 

content validity was due to their experience involvement in the research area. 

3.7.1.2  Reliability 

There are two ways to assess data reliability testing, namely test-retest reliability 

testing and internal consistency testing. Reliability reflects the consistency of the 

measurement items in measuring a concept (Bryman & Bell, 2011). According to 

Sekaran (2000), the test-retest reliability testing is a measure of reliability by 

administering a similar test twice with a specific duration in-between that involves a 

group of individuals. However, this approach is not widely employed because the 

respondents may express disinterest in participating in a similar questionnaire survey 

twice; thus, rendering this approach as an ineffective measure. Therefore, this study 

regarded the internal consistency testing based on the Cronbach’s alpha coefficient as 

the most appropriate given that it is widely accepted measure for reliability testing 

(Sekaran, 2010). The internal consistency testing assesses the intercorrelation of 

measurement items on the basis that these items should be interrelated since they 

measure the same construct (Hair et al., 1998). 
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Principally, the obtained Cronbach’s alpha coefficient will be the higher the 

coefficients, the better measuring instrument. According to Nunnally and Berstein 

(1994) and Sekaran and Bougie (2010), the Cronbach’s alpha coefficient of 0.70 is 

considered good, but a value of more than 0.60 is also deemed acceptable. The 

Cronbach’s alpha coefficient increases with the increasing correlation between items 

and the number of items. Therefore, high Cronbach’s alpha coefficient suggests the 

correlation of items and true scores whereas low Cronbach’s alpha coefficient 

suggests that the items poorly reflect the construct of interest (Nunnally & Bernstein, 

1994). In the latter case, the instrument should be modified to ensure its reliability 

and validity. A pilot study was subsequently performed in this study to address any 

misinterpretation and to improve the instrument in terms of clarity and 

comprehension.  

3.8 Data Collection 

After determining the research design, the population of interest, the instrument, and 

the sampling strategy, it is imperative to determine the data collection method. First, 

the respondents must have had the opportunity to sample relevant products and 

services at the green resorts. Judging from the size of the green resort areas, the 

extent of the facilities, as well as the attractions that these resorts offer, it was 

assumed that the guests who stayed for two nights or more would have utilised most 

of the products and services available. Prior to distribution of questionnaires, the 

potential respondents were asked if they had stayed over a fortnight. As a control 

measure, Section 5 of the questionnaire emphasised on two nights as the minimum 

length of stay. Guests who had stayed for two nights or more were eligible to 

participate in this survey. 
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Another issue to address refers to the time and point of data collection. As the nature 

of this study is experience-based, it was essential to obtain post-visit information 

after the guests had sampled the relevant products and services at the green resorts. 

In ascertaining that they still remember their experiences, the time that lapsed 

between the time of consumption and completion of the questionnaire should not be 

too long. Therefore, the questionnaires were distributed before the customers left the 

resorts. As such, the researcher had travelled to the selected green resorts to deliver 

the questionnaires to the respondents and later collect them upon completion. 

Two phases were applied in distributing and collecting the questionnaires. The initial 

phase of data collection was pilot test, with the purpose of minimising the risk of 

missing possible alternative answers and adjusting any inappropriate words, 

statements, or description in the questionnaire. The pilot study, which was conducted 

on 2nd April 2017, involved 50 customers who had stayed for two nights or more at 

the green resorts. The questionnaires were distributed at the beach of the green 

resorts. Based on the responses gained, several items were modified to enhance the 

clarity and comprehension of the instrument. 

In the second phase, a questionnaire, a cover letter, and written instructions were 

distributed via postal mail to the management of the selected three green resorts: Mr 

Anthony Wong Kim Hooi, the Managing Director of Frangipani Beach Resort and 

Spa Langkawi; Mr Dominic Egger, the General Manager of Holiday Inn Resort; and 

Mr Tom Toh, the Training Manager of Shangri-La’s Rasa Sayang Resort and Spa. A 

permission letter was also attached if the questionnaires may be placed in the resort 

rooms and a single questionnaire survey in the selected green resorts.  
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The management of Frangipani Beach Resort and Spa Langkawi provided favourable 

response and approval for the study to be carried out at the resort. Mr Anthony Wong 

Kim Hooi appointed an employee from the Environmental Department, Miss 

Hazwani, to assist in the data collection. As for the management of Holiday Inn 

Resort, the distribution of questionnaires was unfortunately not allowed within their 

premise, specifically resort rooms. In a similar note, the management of Shangri-La's 

Rasa Sayang Resort and Spa responded unfavourably and as Mr Tom Toh indicated, 

the distribution of questionnaires was not allowed in their premise and the 

management was not in the capacity to reveal any information as they were subjected 

to corporate governance.  

The actual data collection began in May 2017. In response to the favourable response 

from Frangipani Beach Resort and Spa Langkawi, this study managed to distribute 

200 sets of questionnaires on 17th May 2017 with the assistance given by Miss 

Hazwani. The questionnaires were placed in the resort rooms. On 31st July 2017, 80 

completed questionnaires were successfully retrieved. It was acknowledged that this 

approach contributed low response rate due to several factors, such as water spilled 

by children on the questionnaire and some guests were unaware about the 

questionnaire.  

Due to the constraints of the prior approach, this study proceeded with an alternative 

approach for data collection, which was the distribution of questionnaires at the 

beach resort in the morning and evening. This choice was made based on the notion 

that resort guests were possibly more relaxed and willing to complete the 

questionnaires. The data collection process took place on 25th May 2017; whereby 

the researcher visited Holiday Inn, Penang for three nights to distribute 
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questionnaires that resulted in 150 returned sets. Next, the researcher was at 

Langkawi Island from 28th until 31st July 2017 for data collection. The questionnaires 

were distributed in Pantai Tengah (where Frangipani Beach Resort and Spa 

Langkawi is located) in the morning and evening. On the final day in Langkawi 

Island, 100 sets of questionnaires were successfully gathered. The Shangri-La’s Rasa 

Sayang Resort and Spa was visited between 4th and 5th August 2017 and 31st August 

2017 for data collection. At the end of the day, 120 sets of questionnaires were 

successfully gathered. 

The data collection process took approximately four months (May-August 2017). 

This timeframe was appropriate and highly favourable for this study, considering that 

these several months were filled with school holidays and public holidays, wherein 

many had been expected to travel and spend their holidays at these resorts situated in 

the northern region of Peninsular Malaysia. The selected destinations are typically 

subjected to seasonal factor. However, this study was constrained by time and cost 

factors. Despite the targeted sample of 400, the final collected questionnaires 

recorded were 450, which surpassed the targeted value.  

Another relevant issues related to the sample unit is the identification of sample. For 

this reason, it is relatively easy to recognise international guests because they are 

willing to impart the available knowledge and experiences to green resort. However, 

identification is a problem with domestic guests, as they are unwilling to provide the 

information through virtue of knowledge or experience staying in green resorts. In 

this case, there were 312 completed questionnaires were collected from international 

respondent and 138 completed questionnaires were collected from domestic 
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respondents in these three research areas. A sample of 450 was indeed sufficient to 

represent the targeted population of this study. 

3.9 Pilot Study 

Fundamentally, the pilot study should be conducted to assess the validity and 

reliability of the developed instrument (e.g., measurement scale and items) (Sproull, 

2004). The respondents of pilot study are typically required to critically comment on 

the clarity of the measurement scale in order to improve the reliability of the 

instrument. In other words, this pilot study serves to observe the response of potential 

respondents on the length, format, and content of the developed instrument. 

According to Cooper and Schindler (2006), a pilot study is deemed important 

because it reveals potential limitations in the overall questionnaire design and 

provides proxy data for the sample selection, resulting in improved questionnaire 

survey for the data collection and analysis. Generally, a recommended sample size 

for a pilot study is 30 cases (Malhorta et al., 2008; Sekaran & Bougie, 2010) or 

ranges between 25 and 100 subjects (Cooper & Schindlr, 2008).  

The pilot study of this current study was conducted on 2 April 2017, which involved 

50 green resort guests who stayed for two nights or more in these three selected 

green resorts. Most of the respondents revealed that the instrument was easily 

understood. Besides that, the time taken to complete the questionnaire survey ranged 

between 15 and 20 minutes. Following that, the preliminary analysis was conducted 

for this pilot study where the results of reliability testing are tabulated in Table 3.8. 

Evidently, the tabulated results (> 0.70) in Table 3.8 revealed acceptable reliability 

value for all constructs. The instrument was slightly modified based on the responses 

provided where item on annoyance (under emotional value) (< 0.20) was removed, 
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resulting in higher Cronbach’s alpha coefficient (= 0.707). Moreover, the 

respondents revealed that they were unclear on the meaning of annoyance.  

Table 3.8 

Results of Reliability Testing for Pilot Study (before items deleted)  

Table 3.8 (Continued) 

Construct Cronbach’s 
alpha 

coefficient 
(α) 

Environmental concern  

Environmental knowledge 0.828 

1 I know the meaning of the term “green resort”. 

2 I know the meaning of the term “eco-friendly”. 

3 I know the meaning of the term “organic”. 

4 I know the meaning of the term “recycled”. 

5 I know the meaning of the term “energy-efficient”. 

 

Environmental awareness 0.812 

1 I use environmentally friendly products. 

2 I recycle at home. 

3 I am interested in learning something new about environmental 

issues. 

4 I often think about whether my actions harm the natural world. 

5 I prefer to stay in a green resort that has eco-label. 

6 I always look for environmental symbols and slogans in 

marketing campaign. 

 

Perceived value  

Functional value 0.855 

1 Green resort has an acceptable standard of quality 

2 Green resort provides quality product and service consistently. 

3 Green resort is well maintained. 

4 Green resort is reasonably priced. 
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Table 3.8 (Continued) 

Construct Cronbach’s 
alpha 

coefficient 
(α) 

5 The product and services offered are worth for the price charged. 

6 I don’t mind paying a premium price for a green resort. 

  

 0.943 

 

 

 

 

 

 

0.933 

Social value 

1 Staying in a green resort would help me feel acceptable. 

2 Staying in a green resort would improve the way I am perceived 

3 Staying in a green resort would make a good impression on other 

people. 

4 Staying in a green resort would give social approval. 

 

Epistemic value                                                                                            

1 I like to stay in a green resort to discover experience something 

different. 

2 Staying in a green resort provides me novel experience. 

3 I like to stay in a green resort to discover something new. 

4 I want to learn about being environmentally friendly during my 

stay in a green resort. 

   

Emotional value 0.689 

1 Joy 

2 Happiness 

3 Excitement 

4 Calmness 

5 Surprise 

6 Relax 

7 Annoyance 

8 Upset 

9 Frustrated 

10 Anger 

11 Sadness 



153 

 

Table 3.8 (Continued) 

Construct Cronbach’s 
alpha 

coefficient 
(α) 

12 Boredom 

 

Revisit intention 

 

0.912 

1 How likely are you to say good or positive things about the 

green resort? 

2 How likely are you to encourage others to visit the green resort? 

3 How likely are you to recommend green resort to others? 

4 If the opportunities arise, how likely are you to revisit green 

resort in the future? 

5 For your next trip, how likely are you to choose the green resort 

over other resorts? 

 

Table 3.9 

Emotional Value Items (#Question 7) 

Cronbach’s Alpha Value Cronbach’s Alpha if Item Deleted 

Annoyance   0.689 0.707 

 

Table 3.9 depicts that an item from emotional value was deleted for clarity and to 

avoid misconception. The pilot study ensured the validity and reliability aspects of 

the survey instruments prior to the actual data collection (Sekaran, 2000). The 

responses pointed out that they were unclear about the meaning of ‘annoyance’. The 

results of Cronbach’s alpha for reliability test are as follows: 

Table 3.10 



154 

 

Results of Reliability Testing from Pilot Study 

Constructs Cronbach’s Alpha Value No. of items 

Environmental knowledge  0.828 5 

Environmental awareness 0.812 6 

Functional value 0.855 6 

Social value 0.943 4 

Epistemic value 0.933 4 

Emotional value 0.707 11 

Revisit Intention 0.912 5 

 

Based on Table 3.10, the values of Cronbach’s alpha were above the minimum 

acceptable value set by Hair et al., (2010), which was at 0.6 for social science 

research. Overall, the value scores indicated that the instrument has an acceptable 

level of internal consistency for items that measured the same construct. The 

following figure shows how the procedures used during the study. Summarized the 

data proposed and real data for the analysis is presented in figure 3.2 below: 
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Figure 3.2 Research Methodology  

Quantitative method 
• Survey research using self-administrated 

questionnaire 

1. Questionnaire design 
Section 1 : concept of green resort  
Section 2-4 : EK, EA, FV, SOV, EPISV,EMO,RI 
Section 5 : Demographic profile 

2. Measurement and scaling 
       7-points Likert scale 

2  April 2017  
50 Samples : 50 green resort guests who stayed for two 
nights or more in these three selected green resorts. 
Reliability Test: 
All results were acceptable as Cronbach’s Alpha were 0.7 
and above (Nunally, 2007). The instrument was slightly 
modified based on the responses provided where item on 
annoyance (under emotional value) (< 0.20) was removed. 
resulting in higher Cronbach’s alpha coefficient (= 0.707). 
Moreover, the respondents revealed that they were unclear 
on the meaning of annoyance  

1. Sampling technique: 
 Purposive sampling 
2. Population: 

• Green resorts guests stay at 
Frangipani Beach Resort and Spa 
Langkawi (Kedah), Shangri-La’s 
Rasa Sayang Resort and Spa 
(Penang Island), and Holiday In 
Resort (Penang Island) 

3. Sampling size:  
  381 (Krejcie & Morgan, 1970) 
4. Respondent: 
 Green resort guests who stayed in one of 
the selected green resorts and consumed the 
products and services for at least two nights 
  

Method of Collection :Duration: May to August, 2017 
- via postal mail (questionnaire surveys can be 

placed in the resort rooms) 
-  In person (the distribution of questionnaire 

surveys at the beach resort in the morning and 
evening). 

IBM SPSS 22 – Descriptive analysis, reliability 
analysis, factor analysis, regression analysis 

Questionnaire 

design 

Research Method  

 Pilot Testing 

Sampling design 

process  

Data collection 

Data analysis 

technique 
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3.10 Data Analysis   

The relationship of environmental concern, perceived value, and revisit intention in 

this study was interpreted based on the results of appropriate data analysis. This 

study primarily focused on the mediating role of perceived value in the relationship 

between environmental concern and revisit intention among the green resort guests. 

Therefore, this study assessed the direct relationship between environmental concern 

and revisit intention, the direct relationship between perceived value and revisit 

intention, and the indirect relationship between environmental concern and revisit 

intention through perceived value. This study conducted reliability analysis, 

descriptive analysis, factor analysis, and regression analysis using IBM SPSS 

(version 22) with respect to the objectives of study and the corresponding research 

questions. Table 3.11 summarises the main statistical techniques considered in this 

study. 

Table 3.11 

Data Analysis Techniques of Study 

Data analysis Purpose 

Descriptive 

analysis 

To obtain the demographic profile of the respondents 

Reliability 

analysis 

To measure the internal consistency between the measurement 

items 

Factor analysis To assess the construct validity of data and to measure the 

degree to which the measurement items gauge similar construct 

of interest 

Regression 

analysis 

To assess the influence of independent variables on the 

dependent variable and to examine the relationships of different 

constructs 
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3.10.1 Descriptive Analysis 

According to Aaker et al. (2007), descriptive analysis describes and summarises the 

key features of the obtained data. The obtained data of demographic information in 

this study were analysed. The results of frequency, percentage, mean, standard 

deviation, and range were used to acquire the demographic profile of the respondents 

in this study. These results reflected an overview of the respondents and the 

measurement items in this study.  

3.10.2 Factor Analysis  

Factor analysis is an essential analysis in the development, refinement, and 

evaluation of tests, scales, or measures (Williams et al., 2010). This quantitative 

analysis identifies a small number of significant factors based on the 

interrelationships of the constructs. The results of factor analysis reveal the 

relationships among the constructs parsimoniously yet retaining meaningful factors. 

In general, there are exploratory factor analysis (EFA) and confirmatory factor 

analysis (CFA) (Hair et al., 2010). Firstly, EFA is commonly used to determine the 

number of significant factors that best represent the data and these identified factors 

are usually statistically obtained, rather than theoretically acquired. In other words, 

EFA reveals the factor structure based on the underlying pattern of the obtained data. 

Meanwhile, CFA assesses how well the set of measurement items represents the 

number of constructs. This analysis validates whether the data fit the hypothesised 

measurement model, which is more of a theoretical-driven testing (Hair et al., 2010). 

Nevertheless, different context and scope of study potentially influence the 

constructs of interest when the measurement items are adapted from prior studies 



158 

 

(Pizam and Ellis, 1999). Therefore, the measurement items may measure differently 

across studies given the different context and scope of study. According to 

Gunasekaran (1999), it is necessary to re-evaluate the validity of the measures when 

the measurement items are adopted or adapted from prior studies since these items 

were previously assessed across different contexts. Considering the need to be 

context-specific, this study considered EFA as the appropriate analysis to identify the 

structure of constructs in the proposed model within the context of green resorts in 

Malaysia.  

There are two main issues for the study to consider in determining whether the set of 

measurement items is adequate for factor analysis, namely sample size and the 

strength of the relationship. Most importantly, the recommended sample size should 

be at least 300 cases for factor analysis (Tabachnick & Fidell, 2001). Nevertheless, a 

smaller sample size (e.g., 150 cases) is deemed adequate when the obtained factor 

loading exceeds 0.80. On the other hand, Hair and Anderson (1995) suggested that a 

sample size of 100 or greater is adequate whereas Comrey (1973) categorised the 

sample size as follows: (1) sample size of 100: poor; (2) sample size of 200: fair; (3) 

sample size of 300: good; (4) sample size of 500: very good; (4) sample size of 1,000 

or more: excellent. Despite that, Tabachnick and Fidell (2001) asserted that a smaller 

sample size would eventually result in less reliable correlation coefficients among the 

items and the results may also vary across samples; hence, the study may not be able 

to generalise the derived number of factors across the population of interest 

compared to other studies that obtain a larger sample size. In short, a large sample 

size is required for EFA and the correlation coefficients must exceed 0.30 (indicating 

strong intercorrelations between items) (Tabachnick & Fidell, 2001; Pallant, 2007; 

Comfrey & Lee, 2013). This study considered the entire population of three selected 
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green resorts, resulting in 450 usable sets of questionnaire survey. Thus, the obtained 

sample size was deemed adequate for factor analysis. 

Secondly, the obtained coefficients in the correlation matrix are recommended to 

exceed the value of 0.30 (Tabachnick & Fidell, 2001; Hair et al., 2007; Pallant, 2007; 

Comfrey & Lee, 2013). The items with factor loadings of 0.30 and above should be 

retained for the subsequent analysis and other items with factor loadings of less than 

0.30 should be removed. Besides that, eigenvalue, as one of the most common 

criteria applied in determining the number of extracted factors in factor analysis (Hau 

& Marsh, 2004), is considered significant when it records a value of more than 1.0. 

Alternatively, the value of 1.0 is the cut-off.  

Meanwhile, this study considered EFA based on the following rationalisations: (1) to 

evaluate the degree of where the measurement items measure similar concept; (2) to 

reduce a large number of factors to a smaller set of significant factors; (3) to 

elucidate the complexity of the social behaviour based on a reduced number of 

factors (Bryman & Cramer, 2009). In this study, EFA was employed on all items that 

measured different constructs to illustrate the revisit intention in the green resorts, 

which involved 11 items for environmental concern (five items for environmental 

knowledge and six items for environmental awareness, 25 items for perceived value 

(six items for functional value; four items for social value; four items for epistemic 

value; 11 items for emotional value), and five items for revisit intention. 

Subsequently, the underlying factors were analysed for model evaluation and 

hypotheses testing. 

Following that, Kaiser-Meyer-Olkin (KMO) test for sampling adequacy and 

Bartlett's test of sphericity must be assessed to determine the adequacy of data for 
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EFA. According to Hair et al. (2010) and Comfrey and Lee (2013), Bartlett’s test of 

sphericity should provide significant chi-square output, which indicates that the 

matrix is not an identity matrix (p < 0.05). As for KMO test for sampling adequacy, 

it is the index used to compare the magnitude of correlation coefficients to that of the 

partial correlation coefficients (Kaiser, 1974; Field, 2009). The smaller the sum of 

the partial correlation between items, the closer the KMO value approaches 1.00; 

hence, the factor analysis is deemed adequate. Moreover, Kaiser (1974) described the 

KMO test for sampling adequacy based on its closeness to 1.00 where the value of 

0.90 is deemed excellent; the value of 0.80 is deemed good; the value of 0.70 is 

deemed moderate; the value of 0.60 is deemed fair; the value of 0.50 is deemed poor; 

the value of below 0.50 is deemed unacceptable. In short, the obtained data is 

considered appropriate to be subjected for factor analysis when the KMO test for 

sampling adequacy exceeds 0.60 and the Bartlett’s test of sphericity reveals 

significant result. 

Regarding the method of extraction, this study considered principal component 

analysis (PCA) with oblique rotation (e.g., promax). In general, there are orthogonal 

rotation and oblique rotation (Bryman & Cramer, 2009; Hair et al., 2010). 

Principally, the orthogonal rotation (i.e., varimax, quartimax, and equamax) focuses 

on the factors that are not correlated (or independent), which may be more artificial 

and not necessarily reflect a realistic overview of the results. On the other hand, 

oblique rotation (i.e., promax and direct oblimin) focuses on the cases of correlated 

factors.  

With that, Field (2009) proposed that the selection of either orthogonal rotation or 

oblique rotation depends on whether the factors are theoretically independent or 
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correlated. Considering that this study assessed the mediating role of perceived value 

in the relationship between environmental concern and revisit intention to the green 

resorts, this study involved a predetermined set of constructs with respective 

measurement items; hence, it was plausible that these items were distinct from each 

other. For example, the respondents in this study were able to distinguish the 

different dimensions of perceived value and the revisit intention to the green resorts. 

Nevertheless, Mastunaga (2010) recommended that EFA should employ the oblique 

rotation because almost all cases in social sciences are more or less related to one 

another and items that are completely independent from one another are rare. As a 

result, it is deemed appropriate to consider the oblique rotation since imposing an 

orthogonal rotation may result in biasness. Therefore, this study performed the 

oblique rotation, specifically promax, where the constructs were separately assessed. 

In view of the above, the study ensured to meet all requirements and critical points to 

run factor analysis for the following constructs: (1) dimensions of environmental 

concern; (2) dimensions of perceived value; (3) revisit intention. The obtained results 

of factor analysis are reported and discussed in Chapter Four. 

3.10.3 Regression Analysis 

This study conducted both simple regression analysis and multiple regression 

analysis in numerous steps for hypotheses testing. The simple regression analysis 

tests the relationship between a single dependent variable and a single independent 

variable whereas multiple regression analysis tests the relationship between a single 

dependent variable and several independent variables (Field, 2009; Hair et al., 2010). 

This study adopted the multiple regression analysis to predict the dependent variable 

based on the available predictors (independent variables). In other words, the 
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analysis assesses how a linear combination of independent variable statistically 

predicts the dependent variable. In particular, this study assessed multiple 

relationships that involved environmental knowledge, environmental awareness, 

functional value, social value, epistemic value, emotional value, and revisit intention. 

This study addressed the following assumptions of multiple regression analysis: 

1. This study conducted the normality test to determine whether the sample data 

are normally distributed. The skewness and kurtosis tests describe the shape 

of the data distribution. Skewness (symmetry) is an indicator that reveals the 

extent of the data distribute (from the centre) around the mean value (George 

& Mallery, 2006) while kurtosis is a test of flatness or peakedness in the data 

distribution. 

2. The linearity of the relationship between constructs was ensured without the 

presence of U-shaped or other curvilinear relationship that may disrupt the 

results of regression analysis. 

3. This study ensured that the homoscedasticity of the obtained data using the 

scatterplot of independent and dependent variables (plotting a straight line). 

4. This study also ensured that there is no multicollinearity problem. 

Multicollinearity refers to the relationship of three or more independent 

variables. Pallant (2005) suggested that multicollinearity exists when the 

tolerance value is lower than 0.10 and the VIF value exceeds 10. 
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Table 3.12 describes how regression analyses were employed in this study for 

hypotheses testing.  

 

Table 3.12 

Regression Analyses for Hypothesis Testing  

Hypotheses Analysis 

H1 Environmental concern influences the revisit 

intention to the green resorts. 

Simple regression analysis 

H2 Environmental concern influences the 

dimensions of perceived value of the green resort 

guests. 

Simple regression analysis 

H3 Perceived value influences the revisit intention to 

the green resorts. 

Simple regression analysis 

H4 Perceived value mediates the relationship 

between environmental concern and revisit 

intention to the green resorts. 

Multiple regression 

analysis 

3.11 Statistical Treatment for Mediator  

A mediator denotes a variable that contributes mediation effect on the relationship 

between the independent and dependent variables. The process of complete 

mediation is defined as a complete intervention caused by the mediator. Additionally, 

in order to examine the mediation effect, this study employed a four-step regression 

procedure that was developed by Barron and Kenny (1986). The procedure used 

three regression equations to establish mediation relationship between the predictor 

and an outcome variable. The model of the mediation relationship is illustrated in 

Figure 3.3.  
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Figure 3.3. Proposed mediation model of study 

Source: Barron and Kenny (1986) 

With respect to the figure provided, the most common approach to examine the 

mediation relationship is the causal steps procedure by Baron and Kenny (1986), 

which involved four steps using a series of regression analyses: 

1. As denoted by c, the independent variable X should be related to the 

dependent variable Y (X  Y). 

2. As denoted by a, the independent variable X should be related to the mediator 

M where M is the criterion variable in the regression equation and X is the 

predictor (X  M). 

3. As denoted by b, the mediator M should be related to the dependent variable 

Y where the effect of the relationship between predictor X and mediator M on 

criterion variable Y should be significant  (X  M  Y). 

Predictor variable 
(X) 

Criteria variable 
(Y) 

Mediator 

a b 

c' 

c 
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4. As shown, c’ reflects the effect of X on Y, controlling M (X  Y M) 

where the mediator fully mediates the relationship between X and Y when the 

relationship is not significant and the mediator partially mediates the 

relationship between X and Y when the relationship is significant but 

reduced. 

As indicated, the mediation effect can be either complete or partial. A complete or 

full mediation occurs when X no longer affects Y provided that M is controlled; 

hence, patch c’ is said to be zero. Partial mediation occurs when patch c’ is reduced 

in size provided that M is controlled. Apart from that, this study also conducted a 

Sobel test to confirm the mediating role of perceived value, which was first proposed 

by Sobel (1982). The Sobel test formula is typically used in statistical analyses, such 

as logistic regression and structural equation modelling. The Sobel test formula is as 

follows: 

 

where a is the regression coefficient for the relationship between the independent 

variable and the mediator; b is the regression coefficient for the relationship between 

the mediator and the dependent variable; SEa is the standard error of the relationship 

between the independent variable and the mediator; and SEb is the standard error of 

the relationship between the mediator variable and the dependent variable. 

Accordingly, the online Sobel test calculator (www.quantpsy.org) tests whether the 

influence of a mediator on the independent variable and dependent variable is 

significant and whether the indirect effect of the independent variable on the 

dependent variable through the mediator is significant. This interactive tool, which 

http://www.quantpsy.org/
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facilitates the analysis, involves unstandardised regression coefficient and standard 

error as input for the calculation. For example, a, b, sa, and sb are inserted into the 

cells to calculate the critical ratio as a test of whether the indirect effect of the 

independent variable on the dependent variable via the mediator is significantly 

different from zero.  

3.12 Summary  

This chapter described the methodology used in this study. This study considered the 

quantitative method given its suitability to the focus and objectives of the current 

study and its representativeness of the population of interest. Therefore, this study 

was able to generalise the obtained findings across the population of interest and the 

overall study can be replicated in another similar setting. This chapter also discussed 

the adapted measurement items for the development of instrument, data collection, 

and considered data analysis techniques. 
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CHAPTER FOUR 

DATA ANALYSIS AND RESULTS 

4.1 Introduction 

This chapter presents the study outcomes, inclusive of the demographic profile of 

respondents and the pattern of green resort guests in terms of their level of 

knowledge concern, perceived value, and revisit intention. The data were analysed 

based on the type of guests (domestic and international). In comparing the variances 

between the two groups, chi-square or t-test was applied accordingly. The chapter 

then proceeds to examine the results of reliability using Cronbach’s alpha as the 

indicator and the results of factor analysis. This chapter also presents the findings of 

the assumption testing based on statistical analyses, as well as the results of 

regression analyses for hypotheses testing.  

4.2 Demographic Profile of Respondents 

Table 4.1 presents the demographic profile of 450 respondents from three selected 

green resorts in the northern region of Peninsular Malaysia who participated in the 

questionnaire survey of study. 

  



168 

 

Table 4.1 

Demographic Profile of Respondents 

Table 4.1 (Continued) 

Demographic 

information 

Categories Frequency 

(n) 

Percentage (%) 

Gender Male 

Female 

166 

284 

36.9 

63.1 

Age Below 25 

26–40 

41–55  

56 or over 

129 

218 

66 

37 

28.7 

48.4 

14.7 

8.20 

Nationality                 Malaysian 

Non-Malaysian 

138 

312 

30.7 

69.3 

 

 

 

 

Employment sector Government 

Private 

Self-employed 

55 

270 

125 

12.2 

60.0 

27.8 

Occupation  Executive 

Professional 

Business 

Others  

49 

135 

195 

71 

11.0 

30.0 

43.3 

15.7 

Salary scale  RM 1,000 and below 

RM 1,001–RM 2,000 

RM 2,001–RM 3,000 

RM 3,001–RM 4,000 

RM 4,001 and above 

34 

16 

111 

59 

230 

7.6 

3.6 

24.7 

13.1 

51.0 

Purpose of stay Leisure 

Business 

Business and leisure 

Other 

309 

20 

32 

89 

68.7 

4.4 

7.1 

19.8 

Length of stay (nights) 2 

3–4 

5–7 

12 

277 

105 

2.7 

61.6 

23.3 
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Table 4.1 (Continued) 

Demographic 

information 

Categories Frequency 

(n) 

Percentage (%) 

More than 7 56 12.4 

Solo or group travel Solo 

With partner or spouse 

Family with children 

With parents 

With friends 

44 

138 

131 

42 

95 

9.80 

30.7 

29.1 

9.30 

21.1 

Source of information 

on the green resort 

Television or 

newspaper 

Friends and relatives 

Internet 

Travel or tour agency 

Tourism Malaysia 

Personal experience 

52 

35 

197 

54 

28 

84 

11.6 

7.80 

43.8 

12.0 

6.20 

18.7 

 

The respondents were mostly female (63.1%). Besides that, most of the respondents 

were of the age of between 26 and 40 years (48.1%), which was followed by of those 

who were below 25 years of age (28.7%) and between 41 and 55 years of age 

(14.7%). Only 8.2% of the total respondents were above 55 years. In addition, there 

were also respondents who were from other countries (69.3%), such as Argentina, 

Britain, United Arab Emirates, Sweden, France, German, Iran, China, Australia, the 

United States of America, Holland, and Norway. The remaining 30.7% were 

Malaysians. Meanwhile, a large proportion of these respondents were employed in 

the private sector (60.0%). There were 27.8% who were self-employed and 12.2% 

who were employed in the government sector. As for the occupation aspect, a 

majority of the respondents were involved in business (43.3%), which was followed 

by those who were from the professional level (30.0%) and executive level (11.0%). 
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Regarding the salary scale, 51.0% of the total respondents earned more than RM 

4,001 and 24.7% earned between RM 2,001 and RM 3,000. There were also others 

who earned between RM 3,001 and RM 4,000 (13.1%). Overall, most of these 

respondents were financially secured.  

Adding to that, a vast majority of these respondents regarded leisure as the most 

important reason for their stay in the green resorts (68.7%), followed by business and 

leisure (7.1%), and lastly, business purpose (4.4%). It is assumed that the green 

resort guests had the opportunity to consume the relevant products and services 

during their stay in the green resorts for at least two nights. Hence, the length of stay 

was categorised as follows: (1) 2 nights; (2) 3–4 nights; (3) 5–7 nights; (4) more than 

7 nights. In terms of the length of stay, a majority of the respondents stayed for three 

to four nights (61.6%) and followed by those who stayed for five to seven nights 

(23.3%). The remaining stayed for more than seven nights (12.4%) and only 2.7% 

stayed for two nights. These respondents mostly travelled with their partner or 

spouse (30.7%) or as a family with children (29.1%).  

This study also acquired information on how the respondents were aware of the 

green resorts. The obtained data revealed that 44.0% of the respondents obtained 

information from the Internet whereas 18.7% gained information on the green resorts 

from their personal experience. There were also others who were introduced to the 

green resorts through the television or newspaper (11.6%), friends and relatives 

(7.8%), and the Tourism Malaysia (6.2%).  
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4.3 Pattern of Green Resort Guests 

Within the four-month data collection period, 450 responses were obtained, 

comprising of 30.7% domestic and 69.3% international respondents. The figures 

indicate that the sample consisted of more international than domestic guests. The 

difficulty in accessing more domestic guests was because most domestic guests were 

unwilling to answer the questionnaires when approached at the beach resorts. As for 

the international guests, they were more willing to answer and share their 

experiences regarding their stay at the green resorts. In terms of gender, this sample 

consisted of 36.9% males and 63.1% females (see Table 4.2). Of the 138 domestic 

respondents, 20.3% were males and 79.7% were females. As for the 312 

international respondents, 44.2% were males and 55.8% were females. A chi-square 

test (χ² = 23.556, p = 0.000) signified a significant variance in the distribution of 

males and females among the international and domestic guests.  

Table 4.2  

Gender –Domestic and International Respondents  

Nationality Gender Total 

Male Female  

Domestic  28 110 138 

20.3% 79.7% 30.7% 

International  138 174 312 

44.2% 55.8% 69.3% 

Total 166 284 450 

 

In terms of occupation, the vast majority of the international respondents were 

involved in business (50.3%), followed by those from the professional domain 
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(26.6%), others (2.8%), and executives (1.3%). As for the domestic respondents, the 

vast majority of them were professionals (37.7%), followed by executives (32.6%), 

27.5% involved in business, and only 2.2% from the others category. The chi-square 

test (χ² = 131.935 p = 0.000) revealed a significant difference in the distribution of 

occupation between the domestic and international guests. 

Table 4.3  

Occupation –Domestic and International Respondents  

Nationality Occupation Total 

Executive Professional Business Others 

Domestic  45 52 38 3 138 

32.6% 37.7% 27.5% 2.2% 30.7% 

International  4 83 157 68 312 

1.3% 26.6% 50.3% 21.8% 69.3% 

Total 49 135 195 71 450 

 

In terms of salary scale, the sample was divided into five categories. The survey was 

conducted on domestic and international guests at beach resorts. The statistics 

differed between domestic and international groups. Most of the respondents (36.2%) 

from the domestic group earned more than RM4001, while 24.6% earned between 

RM3001 and RM4000, RM2001-RM3000 (18.8%), below RM1000 (12.3%), and 

RM1001-RM2000 (8%).  

As for the international respondents, most of them earned more than RM4001 

(57.7%); reflecting the highest salary scale, 27.2% earned between RM2001 and 

RM3000, 8% earned RM3001-RM4000, 5.4% earned <RM1000, and 1.6% earned 

between RM1001 and RM2000. The chi-square (χ² = 48.421 p = 0.000) indicated a 
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significant variance in the distribution of salary scale between domestic and 

international guests. 

Table 4.4  

Salary Scale–Domestic and International Respondents  

Nationality Salary scale  Total 

<RM1000 RM1001-

RM2000 

RM2001-

RM3000 

RM3001-

RM4000 

>RM4001 

Domestic  17 11 26 34 50 138 

12.3% 8% 18.8% 24.6% 36.2% 30.7% 

International  17 5 85 25 180 312 

5.4% 1.6% 27.2% 8% 57.7% 69.3% 

Total 34 16 111 59 230 450 

 

Most of the respondents (79.7%) from the domestic group and (53.5%) the 

international group stayed for 3-4 nights. About 19.6% of domestic respondents and 

25% of international respondents stayed for 5-7 nights. Longer duration visit by the 

domestic and international respondents reflected the average length of stay of the 

guests. The smallest percentage was 2 nights amidst international respondents. 

However, the statistics showed that the duration of stay differed greatly between 

domestic and international respondents (see Table 4.5). The chi-square (χ² = 39.145 p 

= 0.000) signified a significant difference in the distribution of length of stay 

between domestic and international guests. 
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Table 4.5 

Length of Stay –Domestic and International Respondents  

Nationality Length of stay Total 

2 nights 3-4 nights 5-7 nights More 
than 7 
nights 

Domestic  0 110     27 1 138 

0% 79.7% 19.6% 0.7% 30.7% 

International  12 167 78 55 312 

3.8% 53.5% 25% 17.6% 69.3% 

Total 12 277 105 56 450 

 

This study retrieved information on how the respondents were aware of the green 

resorts. From the survey, the domestic respondents knew about green resorts through 

several media, such as internet (48.4%), Travel or Tour Agency (21%), own 

experience (19.6%), television or newspaper (17.4%), friends and relatives (6.5%), 

and Tourism Malaysia (2.2%). As for the international respondents, 48.4% obtained 

information from the Internet, 18.3% gained information from their personal 

experience, while 9% received introduction through television or newspaper, 8.3% 

from friends and relatives, 8% each from Travel or Tour Agency and Tourism 

Malaysia. 
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Table 4.6  

Source of Information on the Green Resorts–Domestic and International 

Respondents  

Nationality Source of information on the green resort Total 

TV 

/Newspaper  

Friends and 

relatives 

Internet  Travel/ 

Tour 

Agency 

Tourism 

Malaysia 

Own 

Experience  

Domestic  24 9 46 29 3 27 138 

17.4% 6.5% 33.3% 21% 2.2% 19.6% 30.7% 

International  28 26 151 25 25 57 312 

9% 8.3% 48.4% 8% 8% 18.3% 69.3% 

Total 52 35 197 54 28 84 450 

 

In this study, the statistics of guests’ visit experience is also presented, inclusive of 

environmental concern, perceived value, and revisit intention to green resorts in 

Malaysia. Information related to these constructs is discussed in the following 

sections. 

4.3.1  Environmental Concern 

This section describes the perceptions of domestic and international respondents 

towards environmental concern. The results of t-test analysis for environmental 

concern are presented in Table 4.7. Both domestic (M= 5.53) and international 

respondents (M=5.92) rated environmental knowledge as the highest, while the 

ratings of environmental awareness were rated by domestic and international 

respondents at (M=5.15) and (M=5.10), respectively. 
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Table 4.7 

Mean Scores of Environmental Concern 

Environmental Concern  Domestic International Mean 

Difference 

sig. 

Mean Mean 

Environmental Knowledge 5.53 5.92 -0.38 0.199 

Environmental Awareness 5.15 5.10 0.04 0.001 

4.3.2   Perceived Value  

The respondents were asked to rate their perceived value based on their experience of 

the products and services offered at the selected green resorts. In this case, four 

dimensions of perceived value were assessed, namely functional, social, epistemic, 

and emotional values. The results tabulated in Table 4.8 signify that domestic and 

international respondents rated the perceived value of green resort as above average 

between (M=5.27) and (M=3.67).  

This result indicated that domestic respondents rated epistemic value (M=5.27) and 

functional value (M=5.11) as integral values while staying at the selected green 

resorts. A similar pattern emerges for international respondents as they rated 

epistemic value as the highest (M=4.90), and followed by functional value (M=4.76). 

Emotional value was rated lower by domestic respondents (M=3.76) and 

international respondent (M=3.67). Simply put, the guests’ visit experience in the 

selected green resorts was influenced by epistemic value, as reflected by its highest 

mean score. This value is linked with the element of surprise or novelty of a product 

that satisfies the desire for knowledge and to gain new experience. Apart from that, 

staying at green resort seemed to be influenced by functional value, which emerged 

as the second highest after epistemic value. Functional value is the perceived utility 
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acquired from an alternative capacity for functional, utilitarian, or physical 

performance that reflects the quality of the physical outcome of using a product or 

service in terms of price, reliability, and durability. 

These findings assist the researcher to gain better knowledge pertaining to the 

behavioural pattern displayed by green resort guests, apart from enhancing the 

practitioners, especially green resort managers, to grasp the overall process of 

customer evaluation. 

Table 4.8 

Mean Scores of Perceived Value 

Perceived Value   Domestic International Mean 

Difference 

sig. 

Mean Mean 

Functional Value 5.11 4.76 0.35 0.000 

Social Value 4.88 4.72 0.16 0.637 

Epistemic Value 5.27 4.90 0.14 0.000 

Emotional Value  3.76 3.67 0.07 0.261 

 

4.3.3   Revisit Intention  

Revisit intention in this study was represented by five statements concerning 

respondents’ intention to say positive things about green resort, to encourage others 

to visit green resort, to recommend green resorts, to revisit, and the likeness of them 

in selecting the green resort for their next trip. These were measured using a 7 point 

Likert-type scale from 1 (not likely at all) to 7 (definitely). 

The mean scores presented in Table 4.9 signified the willingness to revisit the green 

resort amongst domestic (M=5.39) and international (M=5.47) respondents. This 
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finding demonstrated that green guests’ prior experience with the product or services 

offered at the green resorts was highly valued in terms of efficiency and economic 

sense. 

 Table 4.9 

Mean Scores of Revisit Intention 

 

        

         Revisit Intention  

Domestic International Mean 

Difference 

sig. 

Mean Mean 

5.39 5.47 -0.08 0.008 

 

4.4 Descriptive Statistical Analysis of the Measurement Scale 

The descriptive statistics was applied to measure the concept of green resort, 

environmental knowledge, environmental awareness, perceived value (functional, 

social, epistemic, and emotional values), and revisit intention in this study. In order 

to determine the factors that influenced the guests to revisit green resorts in 

Malaysia; frequency, percentage, mean score, and standard deviation were used to 

elaborate the findings. 

4.4.1 Descriptive Analysis of the Concept of Green Resort 

The first section focused on the concept of green resort with incorporation of six 

questions. 
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Table 4.10 

Descriptive Analysis of the Concept of Green Resort 

Are you aware that the resort you are staying at is 
a green resort? 

Frequency Percentage 
(%) 

Yes  230 51.1 
No 220 48.9 
Are you aware of the green practices of this resort? Frequency Percentage 
Yes  249 55.3 
No  201 44.7 
Do you usually search for green resort first? Frequency Percentage 
Never 106 23.6 
2 82 18.2 
3 68 15.1 
4 30 6.7 
5 78 17.3 
6 39 8.7 
Very Often  47 10.4 
Have you ever stayed at a green resort? Frequency Percentage 
Never 85 18.9 
2 12 2.7 
3 37 8.2 
4 84 18.7 
5 122 27.1 
6 62 13.8 
Very Often 48 10.7 
Is it important for you to stay at a green resort?  Frequency Percentage  
Least Important  26 5.8 
2 15 3.3 
3 85 18.9 
4 128 28.4 
5 62 13.8 
6 68 15.1 
Very Important 66 14.7 
How concerned are you about environmental 
issues? 

Frequency  Percentage  

Not at all concerned  0 0 
2 8 1.8 
3 34 7.6 
4 96 21.3 
5 64 14.2 
6 157 34.9 
Extremely Concerned  91 20.2 
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In terms of awareness among guests staying at a green resort, 51.1% of the guests 

were indeed aware of the green resort, while 48.9% were unaware. Hence, it can be 

concluded that most of the respondents were aware of this green resort concept. 

About 55.3% of them were aware of the green practices of the resort, whereas 44.7% 

of the guests were unaware of the green practices of the resort. Hence, the outcomes 

revealed that most guests, in general, displayed interest in green practices. The 

analysis revealed that 23.6% of the guests never searched for green resort prior to 

booking and only 10.4% very often searched for green resort first before going for a 

stay. Next, 18.9% of guests stated that they never stayed at green resort, while 10.7% 

very often stayed at green resort. In addition, 14.7% of guests revealed that it was 

very important to stay at a green resort, while 5.8% of them claimed that it was least 

important to stay at a green resort. About 20.2% of guests indicated that they were 

extremely concerned about environmental issues, whereas 34.9% were concerned 

about environmental issues.  

4.4.2 Descriptive Analysis of Environmental Knowledge 

Table 4.11 presents the mean score of each item for environmental knowledge 

attributes. The mean scores ranged between 5.07 and 6.25; indicating that all the 

items were perceived as positive. The mean score was comparatively high for item “I 

know the meaning of the term recycle” (M = 6.25), while the lowest mean score was 

for item “I know the meaning of the term green resort” (M = 5.07). Based on the 

mean scores, the respondents seemed to reckon the following items as well: “I know 

the meaning of the term energy-efficient” (M = 6.08), “I know the meaning of the 

term organic” (M = 5.94), and “I know the meaning of the term eco-friendly” (M = 

5.65). 
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Table 4.11  

Descriptive Analysis for Environmental Knowledge 

Items Mean Standard 

Deviation 

 

I know the meaning of the term green resort  

 

5.07 1.81 

I know the meaning of the term eco-friendly 

 

5.65 1.35 

I know the meaning of the term organic 

  

5.94 1.16 

I know the meaning of the term recycle 

  

6.25 1.02 

I know the meaning of the term energy-

efficient 

6.08 0.99 

 

4.4.3 Descriptive Analysis of Environmental Awareness  

Table 4.12 presents the mean scores and standard deviation values for environmental 

awareness. The measurement items were composed of six items. The 7-point Likert 

scale ranging from 1 for “strongly disagree” to 7 for “strongly agree” was employed 

to determine environmental awareness among guests. The findings showed that the 

guests were interested in learning something new about environmental issues (M = 

5.82) and this item had the highest mean score, followed by “I recycle at home” (M = 

5.63), “I often think if my actions harm the natural world” (M = 5.41), “I prefer to 

stay at green resort that has environmental labels” (M = 5.05), and “I use 
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environmental-friendly products” (M = 4.48). The lowest mean score for 

environmental awareness was “I always look for environmental symbols and slogans 

in marketing campaign” (M = 4.32). 

Table 4.12 

Descriptive Analysis for Environmental Awareness 

Items Mean Standard Deviation 

 

I use environmental-friendly products 

 

4.48 1.64 

I recycle at home 5.63 1.33 

I am interested in learning something new 

about environmental issues 

  

5.82 1.13 

I often think if my actions harm the natural 

world 

  

5.41 1.39 

I prefer to stay at green resort that has 

environmental labels 

  

5.05 1.71 

I always looks for environmental symbols 

and slogans in marketing campaign 

4.32 1.90 

4.4.4 Descriptive Analysis of Perceived Value 

Tables 4.13 until 4.15 present the mean scores and standard deviation values for the 

dimension of perceived value (functional, social, epistemic, and emotional values). 

The guests’ perceived value of the green resort was prior to stay at this resort. The 

findings exemplified that most of the guests’ perceived value was related to the 

products and services for at least two nights. 
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4.4.4.1 Descriptive Analysis of Functional Value  

 

Table 4.13 presents the mean scores and standard deviation values for functional 

value. The mean scores ranged between 4.26 and 5.12, which indicated that all the 

items were perceived as positive. The mean score was comparatively high for item 

“Green resort provides quality product and service consistently” (M = 5.12), while 

the lowest mean score was for item “I don’t mind paying premium price for green 

resort” (M = 4.26). Based on the mean score of each item, the respondents responded 

to the following items as well: “Green resort has an acceptable standard of quality” 

(M =5.09), “Green resort is well maintained” (M=5.07), “Green resort is reasonably 

priced” (M= 4.83), and “The product and services offered worth the price charged” 

(M=4.82). 

Table 4.13 

Descriptive Analysis for Functional Value 

Items Functional Value Mean Standard Deviation 
 

Green resort has an acceptable standard of 
quality  
 

5.09 1.34 

Green resort provides quality product and 
service consistently  
 

5.12 1.36 

Green resort is well maintained 
  

5.07 1.25 

Green resort is reasonably priced  
  

4.83 1.50 

The product and services offered worth the 
price charged  
 

4.82 1.55 

I don’t mind paying premium price for green 
resort  
 

4.26 1.82 
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4.4.4.2 Descriptive Analysis of Social Value  

 

The guests were asked to rate their social value of their visit from 1 = “not at all 

important” to 7 = “extremely important”.  “Staying at a green resort would give 

social approval” had the lowest average mean score (M=4.69), while “Staying at 

green resort would make a good impression on other people” received the highest 

rating (M=4.86). Based on the mean score of each item, the respondents also selected 

the following items: “Staying at green resort would make me feel acceptable” 

(M=4.81), and “Staying at green resort would improve the way I am perceived” (M= 

4.69). 

 

Table 4.14 

Descriptive Analysis for Social Value 

Items Social Value Mean Standard 
Deviation 

  
Staying at green resort would make me feel 
acceptable 
 

4.81 1.72 

Staying at green resort would improve the way I 
am perceived 
 

4.72 1.80 

Staying at green resort would make a good 
impression on other people 
  

4.86 1.80 

Staying at green resort would give social 
approval 
  

4.69 1.76 
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4.4.4.3 Descriptive Analysis of Epistemic Value  

Table 4.15 presents the mean scores and standard deviation values for epistemic 

value. The highest mean score ranged between 5.24 and 4.84. Based on the mean 

scores, the respondents agreed with the following statements: “I like to stay at green 

resort to discover something new ” (M = 5.24), “I want to learn about being 

environment-friendly during stay at green resort” (M = 5.08), “I like to stay at green 

resort to discover something new” (M = 4.93), and “Staying at green resort provides 

me novelty experience” (M = 4.84). 

 

Table 4.15 

Descriptive Analysis for Epistemic Value  

Items Epistemic Value  Mean Standard 

Deviation 

  

I like to stay at green resort to discover 

experience something different 

4.93 1.61 

Staying at green resort provides me novelty 

experience  

4.84 1.57 

   

I like to stay at green resort to discover 

something new 

 

5.24 1.61 

I want to learn about being environment-

friendly during stay at green resort 

5.08 1.56 
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4.4.4.4 Descriptive Analysis of Emotional Value  

 

In order to measure the guests’ emotional responses, the guests were asked to express 

the extent of the positive and negative emotions they felt while at the green resort. 

Table 4.16 presents the mean scores and standard deviation values for guests’ 

emotional value. The measurement items were composed of 11 items to represent 

different emotional responses, namely joy, happiness, excitement, calmness, surprise, 

and relax as positive emotions, whereas upset, frustrated, anger, sadness, and 

boredom listed as negative emotions. The 7-point Likert scale, which ranged from 1 

for “I have not experienced the emotion at all” to 7 for “I have strongly experienced 

the emotion,” had been used to determine perceptions among guests.  

Overall, all the guests were inclined towards feeling strong positive emotions. The 

highest average mean score in this category was “Relax” (M= 5.35), followed by 

“Joy” (M =5.34), “Calmness” (M=5.32), “Happiness” (M =5.22), “Excitement” (M 

=4.82), and “Surprise” (M=4.51). As for negative emotions, the data showed that 

“anger” (M=1.74), and “frustrated” (M=1.95) had the lowest ratings. Other negative 

emotions were rated between 1.97 and 2.32, which indicated that the guests 

experienced very mild negative responses during their stay at the green resort, which 

are “sadness” (M=1. 97), “boredom” (M=2.18), and “upset” (M= 2.32). 
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Table 4.16 

Descriptive Analysis for Emotional Value  

 

Items for Emotional Value Mean Standard 

Deviation 

Joy 5.34 1.23 

Happiness 5.22 1.46 

Excitement 4.82 1.47 

Calmness 5.32 1.53 

Surprise 4.51 1.74 

Relax 5.35 1.68 

Upset 2.32 1.55 

 Frustrated 1.95 1.28 

Anger 1.74 1.11 

Sadness  1.97 1.40 

Boredom 2.18 1.60 

 

4.4.5 Descriptive Analysis of Revisit Intention 

Five items were assessed for guests’ intention to revisit green resorts using 7-point 

Likert scale ranging from 1 for “not likely at all” to 5 for “definitely.” Table 4.16 

presents the mean scores and standard deviation values for these items. From the 

results, the highest mean score was for “If the opportunity arise how likely are you to 

revisit green resort in the future” (M = 5.57), followed by “How likely are you to 

encourage others to visit green resort” (M = 5.53), “How likely for you to say good 

or positive thing about the green resort” (M = 5.42), “How likely are you to 

recommend green resort to others” (M=5.40), and the lowest score was for “For your 

next trip, how likely are you to choose green resort over other resort” (M = 5.33). 
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Table 4.17 

Descriptive Analysis for Revisit Intention 

Items of Revisit Intention Mean  Standard 

Deviation 

How likely for you to say good or positive thing 

about the green resort  

5.42 1.29 

How likely are you to encourage others to visit 

green resort  

5.53 1.36 

How likely are you to recommend green resort to 

others  

5.40 1.34 

If the opportunity arise, how likely are you to 

revisit green resort in the future  

5.57 1.39 

For your next trip, how likely are you to choose 

green resort over other resort  

5.33 1.50 

 

 

4.4.6 Factor Analysis  

The following subsections present the results of factor analysis on environmental 

knowledge, environmental awareness, functional value, social value, epistemic value, 

emotional value, and revisit intention. EFA was also employed to examine the 

factorial validity of the instrument used. 

4.4.6.1 Environmental Knowledge    

There were five items that represented environmental knowledge in this study. 

Referring to Table 3.4, a considerable number of correlation coefficients in the 

correlation matrix exceeded 0.30. Thus, it was considered that the data was 

appropriate for factor analysis. The obtained KMO value recorded 0.748 (> 0.60), 
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which demonstrated the data adequacy (Tabachnick & Fidell, 2001). The result of 

Bartlett’s test of sphericity was also significant. Thus, the study also assumed that the 

data was appropriate for the ensuing analysis. The obtained EFA results indicated 

that all items recorded factor loading of more than 0.40. The eigenvalue recorded 

2.58 (> 1.0) with the total variance of 51.77%. Table 4.18 presents the summarised 

results of factor analysis for environmental knowledge. 

Table 4.18 

Results of Factor Analysis for Environmental Knowledge 

Items Factor loading 

Environmental knowledge    

I know the meaning of the term “eco-friendly.” 0.835 

I know the meaning of the term “eco-friendly.” 0.754 

I know the meaning of the term “organic.” 0.734 

I know the meaning of the term “recycled.” 0.719 

I know the meaning of the term “energy-efficient.” 

 

0.518 

Eigenvalue 2.58 

% of variance                                                                                                  51.77 

KMO    0.748 

Bartlett’s of sphericity (Approx. chi-square)                                               611.204 

Df 10 

Sig. .000 

  

4.4.6.2 Environmental Awareness  

There were six items that represented environmental awareness in this study. 

Similarly, a considerable number of correlation coefficients in the correlation matrix 

exceeded 0.30. The obtained KMO value recorded 0.642, which was deemed 
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adequate with the significant result for the Bartlett’s test of sphericity. Thus, the 

obtained results suggested that the data was appropriate for factor analysis. The 

obtained EFA results revealed that all items recorded factor loading of more than 

0.30. The eigenvalue was 2.97 (> 1.0) with the total variance of 49.51%. Table 4.19 

summarises the results of factor analysis for environmental awareness. 

Table 4.19 

Results of Factor Analysis for Environmental Awareness 

Items Factor loading 

Environmental awareness   

I use environmentally friendly products. 0.759 

I recycle at home. 0.351 

I am interested in learning something new about 

environmental issues. 

0.577 

I often think about whether my actions harm the natural 

world. 

0.773 

I prefer to stay in a green resort that has eco-label. 0.846 

I always look for environmental symbols and slogans in a 

marketing campaign. 

0.791 

 

Eigenvalue 

 

2.971 

% of variance                                                                                                  49.51 

KMO                                                                                      0.642 

Bartlett’s of sphericity (Approx. chi-square)                                               1042.496 

Df 15 

Sig. .000 
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4.4.6.3 Functional Value 

Table 4.20 reveals that the obtained KMO value yielded a value of 0.788 for 

functional value, which exceeded the cut-off value of 0.50. In other words, the 

obtained data were moderately adequate. The result of Bartlett’s test of sphericity 

was also statistically significant (p < .001). Meanwhile, the obtained eigenvalue 

recorded 3.94 with the total variance of 65.67%. The obtained correlation 

coefficients of above 0.30 reaffirmed the appropriateness of the obtained data on 

functional value for factor analysis.  

Table 4.20 

Results of Factor Analysis on Functional Value 

Items Factor loading 

Functional value   

Green resort has an acceptable standard of quality. 0.822 

Green resort provides quality products and services 

consistently. 

0.872 

Green resort is well maintained. 0.910 

Green resort is reasonably priced. 0.821 

The product and services offered are worth for the price 

charged. 

0.816 

I don’t mind paying a premium price for a green resort. 0.581 

 

Eigenvalue 

 

3.94 

% of variance                                                                                                  65.678 

KMO                                                                                      0.788 

Bartlett’s of sphericity (Approx. chi-square)                                               2218.413 

Df 15 

Sig. .000 
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4.4.6.4 Social Value  

The tabulated results in Table 4.21 revealed that all four items should be retained 

considering that the factor loading of items exceeded 0.30. In addition, the obtained 

KMO value recorded the value of 0.748. Similarly, the result of Bartlett’s test of 

sphericity achieved statistical significance (p < .001). Meanwhile, the obtained 

eigenvalue (2.589) exceeded 1.0 and accounted for the total variance of 51.77%. 

Hence, the adequacy of the obtained data was reaffirmed for social value. 

Table 4.21 

Results of Factor Analysis for Social Value 

Items Factor loading 

Social value   

Staying in a green resort would help me feel acceptable. 0.822 

Staying in a green resort would improve the way I am 

perceived.  

0.872 

Staying in a green resort would make a good impression on 

other people. 

0.910 

Staying in a green resort would give social approval. 0.821 

 

Eigenvalue 

 

2.589 

% of variance                                                                                                  51.77 

KMO                                                                                      0.748 

Bartlett’s of sphericity (Approx. chi-square)                                               611.204 

Df 10 

Sig. .000 

4.4.6.5 Epistemic Value  

Referring to Table 4.22, the obtained results of KMO test for sampling adequacy 

(0.839), Bartlett’s test of sphericity (.000), and eigenvalue of 3.331 with the total 
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variance of 83.26% indicated the adequacy of the data. Moreover, all four items 

recorded factor loading of more than 0.70. Hence, the obtained data were deemed 

significant and appropriate for the ensuing analysis.  

Table 4.22 

Results of Factor Analysis for Epistemic Value 

Items Factor loading 

Epistemic value   

I like to stay in a green resort to discover different 

experience.  

0.954 

Staying in a green resort provides me novel experience. 0.916 

I like to stay in a green resort to discover something new. 0.937 

I want to learn about being environmentally friendly during 

my stay in a green resort. 

0.839 

 

Eigenvalue 

 

3.331 

% of variance                                                                                                  83.26 

KMO                                                                                      0.839 

Bartlett’s of sphericity (Approx. chi-square)                                               1654.150 

Df 6 

Sig. .000 

4.4.6.6 Emotional Value  

The obtained results in Table 4.23 demonstrated the data adequacy for emotional 

value. In particular, the obtained KMO value yielded a high value of 0.841 and the 

result of Bartlett’s test of sphericity was statistically significant. Additionally, the 

obtained eigenvalue exceeded 1.0 with the total variance of 44.7%. Therefore, all 11 

items were deemed adequate for further analysis. 
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Table 4.23 

Results of Factor Analysis for Emotional Value 

Items Factor loading 

Emotional value   

Joy 0.669 

Happiness 0.800 

Excitement 0.609 

Calmness 0.718 

Surprise 0.547 

Relax 0.730 

Upset -0.441 

Frustrated -0.757 

Anger -0.585 

Sadness -0.767 

Boredom -0.644 

 

Eigenvalue 

 

4.918 

% of variance                                                                                                  44.705 

KMO                                                                                      0.841 

Bartlett’s of sphericity (Approx. chi-square)                                               3589.659 

Df 55 

Sig. .000 

4.4.6.7 Revisit Intention  

Prior studies revealed that it is common for the hotel or resort guests to develop the 

intention to revisit following their experience with the relevant products and services. 

Therefore, this study expected that the revisit intention to the green resorts in 

Malaysia was demonstrated based on the following five items (Table 4.24). The 

obtained factor loadings ranged between 0.70 and 0.80, which were regarded 

adequate. Additionally, the results of KMO test for sampling adequacy and Bartlett’s 
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test of sphericity reaffirmed the adequacy of the obtained data. Thus, the data was 

deemed appropriate for the subsequent analysis.  

Table 4.24 

Results of Factor Analysis for Revisit Intention 

Items Factor loading 

Revisit intention   

How likely are you to say good or positive things about the 

green resort? 

0.895 

How likely are you to encourage others to visit the green 

resort? 

0.909 

How likely are you to recommend a green resort to others? 0.878 

If the opportunities arise, how likely are you to revisit a 

green resort in the future? 

0.884 

For your next trip, how likely are you to choose a green 

resort over other resorts? 

0.866 

 

Eigenvalue 

 

3.92 

% of variance                                                                                                  78.58 

KMO                                                                                      0.832 

Bartlett’s of sphericity (Approx. chi-square)                                               1916.601 

Df 10 

Sig. .000 

    

4.4.7 Reliability 

This study also tested the reliability of the measurement items in representation of 

the constructs of interest. As discussed in the prior chapter, Cronbach’s alpha 

coefficient is widely used as an indicator of reliability, which was also employed in 

this study. According to Nunnally and Berstein (1994) and Sekaran and Bougie 
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(2010), the value of 0.70 for Cronbach’s alpha coefficient is deemed good; any value 

that exceeds 0.60 is considered acceptable. Thus, a high Cronbach’s alpha coefficient 

reflects higher consistency of the items for each factor. 

Table 4.25 

Results of Reliability Analysis 

Constructs Cronbach’s alpha coefficient 

Environmental knowledge 0.720 

Environmental awareness 0.787 

Functional value 0.879 

Social value 0.871 

Epistemic value  0.932 

Emotional value 0.710 

Revisit intention 0.931 

 

Referring to the results in Table 4.25, the constructs demonstrated acceptable level of 

internal consistency considering that the obtained values ranged between 0.710 and 

0.932. In other words, the measured constructs exhibited good internal consistency, 

especially the constructs of epistemic value and revisit intention. The removal of 

items was deemed unnecessary in this study considering the good internal 

consistency of all constructs in their respective intended measures. With that, this 

study concluded that the reliability of instrument in terms of internal consistency was 

attained with respect to the literature on measurement scale (Pallant, 2007; Field, 

2009; Hair et al., 2010).  
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4.7    Testing the Assumptions of Statistical Analyses 

This study employed multiple regression analysis to assess the relationship between 

different variables. However, before assessing this relationship, it is essential to 

ensure the relevant assumptions of statistical analysis are met prior to conducting 

multiple regression analysis, which involve several tests to assess the data normality, 

linearity, homoscedasticity, and multicollinearity. 

4.7.1 Data Normality 

Data normality is considered as an important aspect in the multivariate analysis and 

other statistical analyses (Pallant, 2007; Hair et al., 2010) since the obtained results 

may be invalid when the assumption of normality is not met. The normality test 

determines whether the gathered data are normally distributed. There are various 

ways to assess the data distribution, particularly when it deviates from the normal 

distribution. The most commonly used test to describe the shape of data distribution 

are the skewness and kurtosis tests using IBM SPSS (descriptive statistics) (Hair et 

al., 2010). Besides that, there are other graphical tests to assess data normality, such 

as the histogram or the normal probability plot of the distribution of residuals. In this 

case, the plot would depict a straight line with multiple points that represent the 

observed residuals where the residuals for normally distributed data would lie along 

the straight line. 

Meanwhile, skewness indicates the extent of data distribute from the centre around 

the mean value (George & Mallery, 2006). Kline (2011) suggested that it is 

acceptable that the obtained values range between -3 and +3, which was 

demonstrated by the obtained data in this study (Table 4.26). On the other hand, 
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kurtosis depicts the flatness or peakedness in the data distribution. A negative value 

for kurtosis suggests a flatter shape than normal whereas the positive value indicates 

higher peakedness than normal (George & Mallery, 2006). In this case, it is 

recommended that the obtained values range between -3 and +3 (Coakes & Steed, 

2003). There were contradictory notions on the acceptable range for kurtosis as 

certain studies recommended the range of between -7 and +7 (Hu et al., 1992) 

whereas the range of between -10 and +10 was also suggested (Kline, 2011). 

Referring to Table 4.26, the obtained values of kurtosis were within the range of -3 

and +3, suggesting that the data conformed to the assumption of normality. Overall, 

the data was normally distributed.  

 Table 4.26 

Results of Skewness and Kurtosis 

Constructs Skewness Kurtosis 

Statistic Std. error Statistic Std. error 

Environmental knowledge 

Environmental awareness 

Functional value 

Social value 

Epistemic value  

Emotional value 

Revisit intention  

-0.660 0.155 
 

-0.297 0.23 

-0.252 0.155 
 

0.729 0.23 

-0.581 0.155 
 

0.486 0.23 

-0.671 0.155 
 

-0.174 0.23 

-0.966 0.155 
 

0.933 0.23 

0.410 0.155 
 

3.408 0.23 

-1.095 0.155 
 

1.424 0.23 

4.7.2 Linearity  

Linearity is the assumption that the relationship between the independent and 

dependent variables can be depicted as a straight line. The linearity test determines 

the extent of the changes in the dependent variable are associated with the 

independent variable (Sekaran, 2006). As for the regression analysis, the common 
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method to assess linearity involves the scatterplot. The probability plots and relevant 

scatterplots were observed in this study, which revealed no evidence of a non-linear 

pattern. Hence, linearity was assumed in this study.  

1. Homoscedasticity 

The constant variance of residuals is known as homoscedasticity. An equal 

level of variance across predictors for the dependent variable is assumed 

(Pallant, 2007), which means that the variation in the residuals (or the amount 

of error in the model) is similar at each point. As recommended by Field 

(2009), a scatterplot is typically used to examine homoscedasticity where the 

points are randomly and evenly dispersed throughout the plot. With that, this 

study observed no evidence of heteroscedasticity. 

2. Multicollinearity 

Multicollinearity refers to the relationship of three or more independent 

variables. There are numerous ways to assess the assumption of 

multicollinearity, such as tolerance value, variance inflation factor (VIF), and 

Pearson correlation coefficient. As recommended by Pallant (2005), the 

multicollinearity is assumed when the tolerance value is lower than 0.10 and 

the VIF value exceeds 10. Accordingly, this study assessed the 

multicollinearity between the independent variables based on the obtained 

tolerance value and VIF (Table 4.27). As a result, there was no 

multicollinearity issue among the independent variables considering that the 

obtained tolerance value for all constructs exceeded 0.10 and VIF did not 

exceed 10.  
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Table 4.27 

Results of Multicollinearity Testing  

Constructs Collinearity statistics 

Tolerance    VIF 

Environmental knowledge 

Environmental awareness 

Functional value 

Social value 

Epistemic value  

Emotional value 

0.751 1.332 
 

0.422 2.371 
 

0.463 2.159 
 

0.405 2.468 
 

0.326 3.071 
 

0.793 1.261 
 

 

 

4.8 Regression Analyses and Hypotheses Testing 

This study performed both simple regression analysis and multiple regression 

analysis to examine the relationship of the dimensions of environmental concern 

(environmental knowledge and environmental awareness), the dimensions of 

perceived value (functional value, social value, epistemic value, and emotional 

value), and revisit intention. Considering that this study involved 450 respondents in 

representation of the overall population of interest in three selected green resorts, the 

requirements of regression analysis were met. In particular, this study conducted 

simple regression analysis for the testing of Hypotheses 1–3 and multiple regression 

analysis for the testing of Hypothesis 4. The overall framework of study is illustrated 

in Figure 4.1. 
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Figure 4.1 Framework of study 

Referring to the proposed framework in Figure 4.1, all proposed hypotheses for 

testing are presented in the following: 

H1 Environmental concern influences the revisit intention to the green resorts. 

H1a Environmental knowledge influences the revisit intention to the green resorts. 

H1b Environmental awareness influences the revisit intention to the green resorts. 

H2 Environmental concern influences the dimensions of perceived value of the 

green resort guests. 

H2a Environmental knowledge influences the perceived functional value. 

H2b Environmental awareness influences the perceived functional value. 

H2c Environmental knowledge influences the perceived social value. 

H2d Environmental awareness influences the perceived social value. 

H2e Environmental knowledge influences the perceived epistemic value. 

H2f Environmental awareness influences the perceived epistemic value. 

H2g Environmental knowledge influences the perceived emotional value. 

H1, H1a,b 

H2, H2a,b,c,d,e,f,g,h 

 

H3, H3a,b,c,d 

H4, H4a,b,c,d,e,f,g,h 

 

ENVIRONMENTAL 
CONCERN 

(Independent variable) 

 Environmental knowledge 
 Environmental awareness 

PERCEIVED VALUE 
(Mediator) 

 Functional value 
 Social value 
 Epistemic value 
 Emotional value 

REVISIT 
INTENTION 

(Dependent variable) 
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H2h Environmental awareness influences the perceived emotional value. 

H3 Perceived value influences the revisit intention to the green resorts. 

H3a Perceived functional value influences the revisit intention to the green resorts.  

H3b Perceived social value influences the revisit intention to the green resorts.  

H3c Perceived epistemic value influences the revisit intention to the green resorts.  

H3d Perceived emotional value would influence customers’ intention to revisit 

green resorts. 

H4 Perceived value mediates the relationship between environmental concern 

and revisit intention to the green resorts. 

H4a Perceived functional value mediates the relationship between environmental 

knowledge and revisit intention to the green resorts.  

H4b Perceived social value mediates the relationship between environmental 

knowledge and revisit intention to the green resorts.  

H4c Perceived epistemic value mediates the relationship between environmental 

knowledge and revisit intention to the green resorts.  

H4d Perceived emotional value mediates the relationship between environmental 

knowledge and revisit intention to the green resorts.  

H4e Perceived functional value mediates the relationship between environmental 

awareness and revisit intention to the green resorts.  

H4f Perceived social value mediates the relationship between environmental 

awareness and revisit intention to the green resorts.  

H4g Perceived epistemic value mediates the relationship between environmental 

awareness and revisit intention to the green resorts.  
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H4h Perceived emotional value mediates the relationship between environmental 

awareness and revisit intention to the green resorts.  

4.8.1 Relationship between Environmental Concern and Revisit Intention  

This study conducted simple regression analysis to test the following hypotheses on 

the relationship between environmental concern and revisit intention: 

H1 Environmental concern influences the revisit intention to the green resorts. 

H1a Environmental knowledge influences the revisit intention to the green resorts. 

H1b Environmental awareness influences the revisit intention to the green resorts. 

The obtained results in Table 4.28 revealed that environmental concern explained 

36.7% (R² = 0.367) of the total variance in the revisit intention to the green resorts (F 

= 130.929, p = .000). In this case, the positive relationship between environmental 

awareness and revisit intention was statistically significant (β = 0.590, t =14.724, p = 

.000). However, the relationship between environmental knowledge and revisit 

intention was not significant (β = 0.045, t = 1.134, p > .05); thus, rejecting H1a. In 

addition, the obtained beta values revealed that environmental awareness, compared 

to environmental knowledge, contributed higher influence in predicting the revisit 

intention to the green resorts. Conclusively, environmental awareness significantly 

influences the revisit intention to the green resorts where H1b was supported.  
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Table 4.28 

Results of Simple Regression Analysis for Environmental Concern and Revisit 

Intention to the Green Resorts in Malaysia  

Constructs B SE B β Sig. 

Environmental knowledge 0.062 0.055 0.045 2.57 

Environmental awareness  0.673 0.46 0.590 .000 

 

R = 0.608 

    

R² = 3.67     

F = 130.929     

Notes: * denotes statistical significance at 0.05 level; ** denotes statistical 

significance at 0.01 level; B denotes unstandardised coefficient; SE B denotes 

standard error of coefficient; β denotes beta coefficient. 

4.8.2 Relationship between Environmental Concern and Perceived Value 

This study conducted simple regression analysis to test the following hypotheses on 

the relationship between environmental concern and perceived value: 

H2 Environmental concern influences the dimensions of perceived value of the 

green resort guests. 

H2a Environmental knowledge influences the perceived functional value. 

H2b Environmental awareness influences the perceived functional value.  

The obtained results in Table 4.29 revealed that environmental concern explained 

41.4% (R² = 0.414) of the total variance in the perceived functional value (F = 

159.86, p = .000). In this case, the relationship between environmental awareness and 

perceived functional value was statistically significant (β = 0.665, t = 17.254, p = 

.000). Nevertheless, the relationship between environmental knowledge and 
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perceived functional value was not significant (β = -0.063, t = -1.645, p > .05); thus, 

rejecting H2a. In addition, the obtained beta values indicated that environmental 

awareness, compared to environmental knowledge, contributed higher influence in 

predicting the perceived functional value. Hence, environmental awareness 

significantly influences the perceived functional value where H2b was supported. 

Table 4.29 

Results of Simple Regression Analysis for Environmental Concern and Perceived 

Functional Value 

Constructs B SE B β Sig. 

Environmental knowledge -0.083 0.050 -0.063 1.01 

Environmental awareness  0.726 0.042 0.665 .000 

     

R = 0.646     

R² = 0.414     

F = 159.856     

Notes: * denotes statistical significance at 0.05 level; ** denotes statistical 

significance at 0.01 level; B denotes unstandardised coefficient; SE B denotes 

standard error of coefficient; β denotes beta coefficient.  

Subsequently, this study proceeded to analyse the relationship between 

environmental concern and perceived social value. The following hypotheses were 

tested: 

H2c Environmental knowledge influences the perceived social value. 

H2d Environmental awareness influences the perceived social value. 

Referring to Table 4.30, this study found that the environmental concern explained 

29.2% (R² = 0.292) of the total variance in the perceived social value (F = 93.62, p = 
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.00). The relationship between environmental knowledge and perceived social value 

was statistically significant (β = 0.077, t = 2.195, p = .0029). Likewise, the 

relationship between environmental awareness and perceived social value was 

significant (β = 0.504, t = -11.883, p = .000). In other words, both H2c and H2d were 

supported in this study. Despite that, the obtained beta values indicated that 

environmental awareness, compared to environmental knowledge, contributed higher 

influence in predicting perceived social value. In short, environmental concern 

significantly influences the perceived social value.  

Table 4.30 

Results of Simple Regression Analysis for Environmental Concern and Perceived 

Social Value  

Constructs B SE B β Sig. 

Environmental knowledge 0.170 0.077 0.093 .029 

Environmental awareness  0.770 0.065 0.504 .000 

 

R = 0.646 

    

R² = 0.414     

F = 159.856     

Notes: * denotes statistical significance at 0.05 level; ** denotes statistical 

significance at 0.01 level; B denotes unstandardised coefficient; SE B denotes 

standard error of coefficient; β denotes beta coefficient. 

This study tested the following hypotheses on the relationship between 

environmental concern and the perceived epistemic value: 

H2e Environmental knowledge influences the perceived epistemic value. 

H2f Environmental awareness influences the perceived epistemic value. 
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Referring to Table 4.31, the obtained results revealed that environmental concern 

explained 43.3% of the total variance in the perceived epistemic value (R² = 0.433, F 

= 172.341, p < .01). This study also found that the relationship between 

environmental awareness and the perceived epistemic value was statistically 

significant and positive (β = 0.697, t =18.358, p < .01). On the other hand, 

environmental knowledge had a significant and negative relationship with the 

perceived epistemic value (β = -0.146, t = -3.836, p < .01). In addition, the obtained 

beta values indicated that environmental awareness, compared to environmental 

knowledge, contributed higher influence in predicting the perceived epistemic value. 

In this case, both H2e and H2f were supported in this study. In other words, 

environmental concern significantly influences the perceived epistemic value.  

Table 4.31 

Results of Simple Regression Analysis for Environmental Concern and Perceived 

Epistemic Value 

Constructs B SE B β Sig. 

Environmental knowledge -0.235 0.061 -0.146 .000 

Environmental awareness  0.943 0.051 0.697 .000 

     

R = 0.660     

R² = 0.433     

F = 172.341     

Notes: * denotes statistical significance at 0.05 level; ** denotes statistical 

significance at 0.01 level; B denotes unstandardised coefficient; SE B denotes 

standard error of coefficient; β denotes beta coefficient.  

The study also assessed the relationship between environmental concern and the 

perceived emotional value. The following hypotheses was tested: 



208 

 

H2g Environmental knowledge influences the perceived emotional value. 

H2h Environmental awareness influences the perceived emotional value.  

Referring to Table 4.32, environmental concern was found to explain 9.9% (R² = 

.099) of the total variance in the perceived emotional value (F = 25.766, p = .000). 

Both relationships that involved environmental knowledge (β = 0.139, t = 2.903, p = 

.004) and environmental awareness (β = 0.245, t = 5.134 p < .01) significantly 

contributed to the prediction of perceived emotional value. The obtained beta values 

also indicated that environmental awareness contributed higher influence in 

predicting the perceived emotional value. Based on the obtained results, both H2g 

and H2h were supported in this study. In other words, environmental concern 

significantly influences the perceived emotional value.  

Table 4.32 

Results of Simple Regression Analysis for Environmental Concern and Perceived 

Emotional Value 

Constructs B SE B β Sig. 

Environmental knowledge 0.115 0.040 0.139 .004 

Environmental awareness  0.171 0.033 0.245 .000 

     

R = 0.322     

R² = 0.099     

F = 25.766     

Notes: * denotes statistical significance at 0.05 level; ** denotes statistical 

significance at 0.01 level; B denotes unstandardised coefficient; SE B denotes 

standard error of coefficient; β denotes beta coefficient.  
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4.8.3  Relationship between Perceived Value and Revisit Intention 

This study tested Hypothesis 3 on the relationship between the dimensions of 

perceived value and revisit intention to the green resorts using simple regression 

analysis. The results revealed that 55.7% of the total variation in the revisit intention 

was explained by functional value (β = 0.0456, t = 10.706, p = .000) and epistemic 

value (β = 0.0285, t = 5.781, p = .000). Among all the constructs in this study, the 

functional value demonstrated the highest influence in predicting the revisit intention 

where the obtained standardised beta recorded 0.456. Thus, functional value was 

deemed as an important predictor of revisit intention, which was followed by 

epistemic value (standardised beta of 0.285). The findings also showed social value 

(β = 0.080, t = 1.689, p = .092) and emotional value (β = 0.037, t = 1.058, p = .291). 

In this study, only H3a and H3c (functional value and epistemic value) were 

supported whereas the other two hypotheses (H3b and H3d) that involved social value 

and emotional value were rejected since the p- value was greater than 0.05. 
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Table 4.33 

Results of Simple Regression Analysis for Perceived Value and Revisit Intention 

  Unstandardised 

Coefficient 

Standardised coefficient 

Model  B Std. 

Error 

B t-value Sig. 

 (Constant) 1.420 .220  6.440 .000 

 Functional value .476 .044 .456 10.706 .000 

 Social value .060 .035 .080 1.689 .092 

 Epistemic value .241 .042 .285 5.781 .000 

 Emotional value .060 .057 .037 1.058 .291 

  

R = 0.747 

R² = 0.557 

F = 140.084 

p < .001 

4.8.4 Perceived Value as the Mediator  

This study assessed the mediating role of perceived value in the relationship between 

environmental concern and revisit intention through four hypothesised paths 

according to the proposed method by Barron and Kenny (1986).  

 

4.8.4.1   Mediating Role of Perceived Value in the Relationship between 

Environmental Knowledge and Revisit Intention 

This study tested the following hypothesis using multiple regression analysis: 

H4a Perceived functional value mediates the relationship between environmental 

knowledge and revisit intention to the green resorts.  



211 

 

H4b Perceived social value mediates the relationship between environmental 

knowledge and revisit intention to the green resorts.  

H4c Perceived epistemic value mediates the relationship between environmental 

knowledge and revisit intention to the green resorts.  

H4d Perceived emotional value mediates the relationship between environmental 

knowledge and revisit intention to the green resorts. 

This study found that the relationship between environmental knowledge and revisit 

intention was not statistically significant (β = 0.045, t = 1.134, p > .05). Thus, the 

initial requirement of this mediating test was not met. As patch c was not established, 

there was no need for this study to proceed with the ensuing analysis to assess the 

mediation effect of perceived value (functional value, social value, epistemic value, 

and emotional value) on the relationship between environmental knowledge and 

revisit intention to the green resorts (H4a, H4b, H4c, and H4d). In other words, the 

study was not able to confirm the mediation effect of perceived value in the 

relationship between environmental knowledge and revisit intention to the green 

resorts. 

4.8.4.2  Mediating Role of Perceived Value in the Relationship between 

Environmental Awareness and Revisit Intention 

Similarly, this study tested the following hypothesis using multiple regression 

analysis: 

H4e Perceived functional value mediates the relationship between environmental 

awareness and revisit intention to the green resorts.  

H4f Perceived social value mediates the relationship between environmental 

awareness and revisit intention to the green resorts.  
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H4g Perceived epistemic value mediates the relationship between environmental 

awareness and revisit intention to the green resorts.  

H4h Perceived emotional value mediates the relationship between environmental 

awareness and revisit intention to the green resorts.  

This study initially assessed the relationship between environmental awareness and 

revisit intention (c), which revealed that the relationship was statistically significant 

(β = 0.590, t = 14.724, p = .000). Therefore, the study was able to proceed with the 

ensuing analysis for all dimensions of perceived value following the fulfilment of the 

requirement.  

The study first assessed the relationship between environmental awareness and 

perceived functional value (a), which indicated that the relationship was also 

significant (β = 0.665, t = 17.254, p = .000). Following that, this study assessed the 

effect of the relationship between environmental awareness and perceived functional 

value on revisit intention (b). The results revealed that this path was also significant 

(β = .0456, t = 10.706, p = .000). In order to complete the testing of the mediation 

effect, this study subsequently assessed the effect of environmental awareness on 

revisit intention, controlling the effect of perceived functional value (c’). As for this 

case, this study took into account the predictive power of path b to determine the 

mediation effect of perceived value. The obtained results demonstrated the 

significance of the relationship between environmental awareness and revisit 

intention (β = 0.272, p < .01), but with a slight reduction of unstandardised 

coefficient (β). Perceived functional value was found to mediate the relationship 

between environmental awareness and revisit intention to the green resorts in this 

study. In order to reaffirm this partial mediation, this study conducted the Sobel test, 
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which revealed statistical significance (t = 8.772, p < .01). In other words, a partial 

mediation occurred; thus, supporting H4e. 

With respect to H4f, this study assessed the effect of the relationship between 

environmental awareness and perceived social value (a), which revealed that the 

relationship was significant (β = 0.504, t = -11.883, p = .000). However, the effect of 

the relationship between environmental awareness and perceived social value on 

revisit intention (b) was found to be not significant (β = 0.080, t = 1.689, p = .092). 

With that, the study was not able to proceed with the ensuing analysis. As a result, 

this study was not able to confirm the mediation effect of perceived social value on 

the relationship between environmental awareness and revisit intention (H4f).  

Apart from that, this study found that the relationship between environmental 

awareness and perceived epistemic value (a) was significant (β = 0.697, t = 18.358, p 

< .01). Similarly, the effect of the relationship between environmental awareness and 

perceived epistemic value on revisit intention (b) was also significant (β = 0.0285, t = 

5.781, p = .000). This led to the analysis of the effect of environmental awareness on 

revisit intention, controlling the effect of perceived epistemic value (c’). It was 

revealed that the relationship between environmental awareness and revisit intention 

was significant (β = 0.330, p < .01), but with a reduction in unstandardised 

coefficient (β). Additionally, a partial mediation of perceived epistemic value on the 

relationship between environmental awareness and revisit intention to the green 

resorts occurred and further reaffirmed using the Sobel test (t = 7.827, p < .01). Thus, 

H4g was supported in this study. 

Last but not least, this study also assessed the relationship between environmental 

awareness and perceived emotional value (a) with respect to H4h. In this case, path a 
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was found significant (β = 0.245, t = 5.134 p < .01). However, the effect of the 

relationship between environmental awareness and perceived emotional value on 

revisit intention (b) was not significant (β = 0.037, t = 1.058, p = .291). Therefore, 

the study was not able to proceed with the ensuing analysis on confirming the 

mediation effect of perceived emotional value in the relationship between 

environmental awareness and revisit intention. 

Accordingly, this study conducted a series of regression analysis. The obtained 

results of regression analysis are summarised in Table 4.34, which demonstrated the 

mediating role of functional value and epistemic value in the significant relationship 

between environmental awareness and revisit intention to the green resorts. 

Meanwhile, the social value and emotional value were found to have no mediation 

effect on the relationship between environmental awareness and revisit intention to 

the green resorts.  
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Table 4.34 

Results of Regression Analysis on the Mediation Effect of Perceived Value on the 

Relationship between Environmental Awareness and Revisit Intention  

Independent 

variable (X) 

Mediator 

(M) 

Path Coefficients 

(B) 

Sig. Results 

Environment

al awareness  

Functional 

value 

 

XY (c) 0.590 .000 Partial 

mediation 

 

 

 

XM (a) 0.665 .000 

XMY (b) 0.456 .000 

XYM (c’) 0.272 .000 

Social 

value 

 

XY (c) 0.590 .000  

No 

Mediation 

 

XM (a) 0.504 .000 

XMY (b) 0.080 .092 

XYM (c’) - - 

Epistemic 

value 

 

XY (c) 0.590 .000 Partial 

mediation 

 

XM (a) 0.697 .000 

XMY (b) 0.285 .000 

XYM (c’) 0.330 .000 

 

Emotional 

value  

XY (c) 0.590 .000 No 

mediation XM (a) 0.248 .000 

XMY (b) 0.037 .0291 

XYM (c’) - - 

Note: Y denotes dependent variable, which in this case, the revisit intention to the 

green resorts. 

Overall, the perceived value did not mediate the relationship between environmental 

knowledge and revisit intention to the green resorts. Nevertheless, the study proved 

that functional value and epistemic value partially mediate the relationship between 

environmental awareness and revisit intention to the green resorts given the reduction 

in the influence of environmental awareness after the inclusion of both mediators. 
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Despite that, the reduction for both relationships were significantly different from 

zero; thus, reaffirming the partial mediation effect.  A summary of findings from the 

hypothesis testing is presented in Table 4.35. 

Table 4.35 

 Summary of Results from Hypotheses Testing 

Table 4.35 (Continued) 

Hypothesis Description   Results 

H1 Environmental concern influences the revisit 

intention to the green resorts. 

 Supported 

H1a Environmental knowledge influences the revisit 

intention to the green resorts. 

    Not supported 

H1b Environmental awareness influences the revisit 

intention to the green resorts. 

 

 Supported 

H2 Environmental concern influences the 

dimensions of perceived value of the green 

resort guests. 

 Supported 

H2a Environmental knowledge influences the 

perceived functional value. 

 Not supported 

H2b Environmental awareness influences the 

perceived functional value.  

 Supported 

H2c Environmental knowledge influences the 

perceived social value.  

       Supported 

H2d Environmental awareness influences the 

perceived social value. 

 Supported 

H2e Environmental knowledge influences the 

perceived epistemic value. 

 Supported 

H2f Environmental awareness influences the 

perceived epistemic value. 

 Supported 

H2g Environmental knowledge influences the 

perceived emotional value. 

 Supported 
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Table 4.35 (Continued) 

Hypothesis Description   Results 

H2h Environmental awareness influences the 

perceived emotional value.  

    Supported 

H3 Perceived value influences the revisit 

intention to the green resorts. 

               Supported 

H3a Perceived functional value influences the revisit 

intention to the green resorts.  

 Supported 

H3b Perceived social value influences the revisit 

intention to the green resorts.  

 Not supported 

H3c Perceived epistemic value influences the revisit 

intention to the green resorts.  

 Supported 

H3d Perceived emotional value influences the revisit 

intention to the green resorts.  

 Not supported 

    

H4 Perceived value mediates the relationship 

between environmental concern and revisit 

intention to the green resorts. 

 Inconclusive 

H4a Perceived functional value mediates the 

relationship between environmental knowledge 

and revisit intention the green resorts. 

 No mediation 

H4b Perceived social value mediates the relationship 

between environmental knowledge and revisit 

intention to the green resorts. 

 No mediation 

H4c Perceived epistemic value mediates the 

relationship between environmental knowledge 

and revisit intention to the green resorts. 

 No mediation 

H4d Perceived emotional value mediates the 

relationship between environmental knowledge 

and revisit intention to the green resorts. 

 No mediation 

H4e Perceived functional value mediates the 

relationship between environmental awareness 

and revisit intention to the green resorts. 

 Partial mediation 
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Table 4.35 (Continued) 

Hypothesis Description   Results 

H4f Perceived social value mediates the relationship 

between environmental awareness and revisit 

intention to the green resorts. 

 No mediation 

H4g Perceived epistemic value mediates the 

relationship between environmental awareness 

and revisit intention to the green resorts. 

 Partial mediation 

H4h Perceived emotional value mediates the 

relationship between environmental awareness 

and revisit intention to the green resorts. 

 No mediation 

 

In order to address these research questions, this study tested a total of 26 hypotheses 

using simple regression analysis and multiple regression analysis. The results of 

hypotheses testing are summarised in Table 4.35 where most of the hypotheses in 

this study were supported, except for the hypotheses on the mediation effect that 

were inconclusive.  

4.9 Summary 

The study successfully acquired 450 usable sets of questionnaire survey for data 

analysis. This study conducted descriptive analysis, validity analysis, factor analysis, 

reliability analysis, and regression analysis. There were several contradictory results 

found in this study, which are discussed in the following chapter.  
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CHAPTER FIVE 

DISCUSSION, CONCLUSION AND RECOMMENDATIONS 

5.1 Introduction  

This chapter discusses the obtained results of this study on the relationships among 

the constructs of interest. The chapter first recapitulates the findings of this study 

followed by a detailed discussion based on each objectives and it further describes 

the theoretical and practical contributions of the study in detail. The limitations of 

study, recommendations for future research, and the overall conclusion are presented 

at the end of this chapter. 

5.2 Recapitulation of Findings 

This study mainly assessed how the dimensions of environmental concern and 

perceived value influence the revisit intention to the green resorts in Malaysia. In 

addition, this study also examined the mediating role of perceived value in the 

relationship between environmental concern and revisit intention. The research 

framework was supported by SET, which indicated that guest intention to revisit 

green resort was influenced by environmental awareness, functional value, and 

epistemic value. The guests valued their stay at the selected green resort by 

expressing their concern and awareness on going green and their willingness to 

participate in the green initiatives. Accordingly, green resorts appear to adopt a range 

of green practices, such as the use of non-toxic materials, replacement of plastic 

utensils with glassware, and serving organic food, which improves environmental 

quality and provides customers better air quality and eco-friendly linens, especially 

for those who suffer from allergies. These green practices are critically conducive for 
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guests to experience safer and healthier environment. Quality, variety, reliability, 

comfort, safety, and price are among the factors linked with functional value. 

In the case of green concept, epistemic value reflects the desire to gain knowledge 

and to experience green lifestyle, while meeting new people, trying green products 

and services, as well as learning and discovering green facilities. In precise, this 

study defines value as the guests’ overall assessment of their green resort experience 

based on their evaluation towards their consumption experience and their real 

experience. As such, guests were able to identify their green resort experience in 

terms of the benefits or sacrifices from their stay in a green resort. The objectives of 

the study were assessed through the following research questions and hypotheses 

testing results, as presented in Table 5.1. 

Table 5.1  

Summary of Results from Main Hypotheses to answer RQ and RO 

RQ1  Do the dimensions of 

environmental concern 

significantly influence the 

intention to revisit green resorts?  

 

RO1 To assess the influence of 

the dimensions of 

environmental concern on 

the intention to revisit green 

resorts. 

H1 Environmental concern influences the revisit intention to the green resorts. 

H1a Environmental knowledge influences the revisit intention to the green resorts. 

H1b Environmental awareness influences the revisit intention to the green resorts. 

H1a not supported H1b supported 

The relationship between environmental knowledge and revisit intention was not 

significant. 

The positive relationship between environmental awareness and revisit intention was 

statistically significant. 
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RQ2 Do the dimensions of 

environmental concern 

significantly influence the green 

resort guests’ perceived value?  

 

RO2 To determine the influence 

of the dimensions of 

environmental concerns on 

green resort guests’ 

perceived value; 

 

H2 Environmental concern influences the dimensions of perceived value of the 

green resort guests. 

H2a Environmental knowledge influences the perceived functional value. 

H2b Environmental awareness influences the perceived functional value.  

 

H2a not supported H2b supported 

The relationship between environmental knowledge and perceived functional value 

was not thus, rejecting H2a. 

The relationship between environmental awareness and perceived functional value 

was statistically significant. 

 

 

H2c Environmental knowledge influences the perceived social value. 

H2d Environmental awareness influences the perceived social value. 

 

H2c and H2d were supported. 

Both environmental knowledge and environmental awareness have positive and 

significant influences the perceived social value. 

 

 

H2e Environmental knowledge influences the perceived epistemic value. 

H2f Environmental awareness influences the perceived epistemic value. 

 

H2e and H2f were supported. 

The relationship between environmental awareness and the perceived epistemic 

value was statistically significant and positive. 

Environmental knowledge had a significant and negative relationship with the 
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perceived epistemic value. 

H2g Environmental knowledge influences the perceived emotional value. 

H2h Environmental awareness influences the perceived emotional value 

 

H2g and H2h were supported 

Both relationships that involved environmental knowledge and environmental 

awareness contributed to the prediction of perceived emotional value 

RQ3 Do the dimensions of perceived 

value significantly influence the 

intention to revisit green resorts?  

 

RO3 To identify the influence of 

the dimensions of perceived 

value on the intention to 

revisit green resorts. 

H3 Perceived value influences the revisit intention to the green resorts. 

H3a Perceived functional value influences the revisit intention to the green resorts. 

H3b Perceived social value influences the revisit intention to the green resorts. 

H3c Perceived epistemic value influences the revisit intention to the green resorts. 

H3d Perceived emotional value would influence customers’ intention to revisit 

green resorts. 

 

H3a   supported, H3b not supported, H3c   supported and H3d   not supported. 

Perceived functional value and epistemic value had a significant influence on revisit 

intention. 

Perceived social value and emotional value was not significant influence on revisit 

intention. 

RQ4 To what extent does the 

dimension of perceived value 

mediate the relationship between 

environmental concern and the 

intention to revisit green resorts? 

RO4 To examine the mediating 

role of the dimensions of 

perceived value in the 

relationship between the 

dimensions of environmental 

concern and the intention to 

revisit green resorts.  

H4a Perceived functional value mediates the relationship between environmental 

knowledge and customers’ intention to revisit green resorts.  
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H4b Perceived social value mediates the relationship between environmental 

knowledge and customers’ intention to revisit green resorts.  

H4c Perceived epistemic value mediates the relationship between environmental 

knowledge and customers’ intention to revisit green resorts.  

H4d Perceived emotional value mediates the relationship between environmental 

knowledge and customers’ intention to revisit green resorts 

 

No mediation effect of perceived functional value, social value, epistemic value and 

emotional value on the relationship between environmental knowledge and 

customers’ intention to revisit green resorts. 

 

H4e Perceived functional value mediates the relationship between environmental 

awareness and revisit intention to the green resorts.  

H4f Perceived social value mediates the relationship between environmental 

awareness and revisit intention to the green resorts.  

H4g Perceived epistemic value mediates the relationship between environmental 

awareness and revisit intention to the green resorts.  

H4h Perceived emotional value mediates the relationship between environmental 

awareness and revisit intention to the green resorts.  

 

H4e partial mediation 

H4f  no mediation 

H4g   partial mediation  

H4h    no mediation  

 

  

Overall, this quantitative study successfully sampled 450 respondents who stayed in 

the green resorts and consumed the products and services provided at these resorts 

for at least two nights. Following the data collection using the questionnaire survey 

approach, this study conducted the following data analysis using IBM SPSS, namely 
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descriptive statistics, factor analysis, reliability analysis, and regression analysis with 

respect to the objectives of study and the corresponding research questions.   

5.3 Discussion of Findings  

This section discusses the influence of the dimensions of environmental concern, the 

dimensions of perceived value on the intention to revisit green resorts, and the 

mediating role of the dimensions of perceived value in the relationship between the 

dimensions of environmental concern and the intention to revisit green resorts. The 

literature and practical limitations implied within these findings are also discussed. It 

first starts with the It first starts with the demographic characteristics and pattern of 

green resort guests. 

5.3.1 Demographic Characteristics and Pattern of Green Resort Guests 

The results of this study, although not generalizable to all green guests or to the 

entire green hotel and resort, nevertheless offer some interesting findings for hotel 

and resort marketers. In this particular case, managers may segment their market 

based on guests that are willing to stay in green resort, and further refine that 

segment using other guest characteristics. Understanding these characteristics of 

guests in the green resort may help hotel and resort marketers to better identify the 

segment they wish to target. The result indicated that the respondents were mostly 

female, regarding the aspects that women usually purchase product and service for 

family and more dominant in the family considering the decision in the purchase 

process phases. It is noted that quite a large population of the respondents were 

travelling with their spouse or family and these groups typically prefer their female 



225 

 

members to complete the questionnaire. Hence, this may be why this survey yielded 

more female than male respondents. 

In term of age group, most of the respondents were of the age between 26 and 40 

years old. This group typically people who are in the developing stage of their career 

and their want to learn about being environmentally friendly during stay at green 

resort. The respondents also indicated that green resorts provide quality product and 

service consistenly. Since most of the respondents were from a younger age group 

there is a possibility of increase in awareness about green resorts in the coming 

generation.  

The survey was conducted on domestic and international guests at three green resorts 

in Langkawi and Penang. Therefore, by clasifying the respondents into domestic and 

international guests, the data collected from these areas may facilitate our 

understanding of the behaviour of this type of guest, specifically in relation with 

green resort. There were 312 completed questionnaires were collected from 

international respondent and 138 completed questionnaires were collected from 

domestic respondents in these three research areas. The figures indicate that the 

sample consisted of more international than domestic guests. The difficulty in 

accessing more domestic guests was because most domestic guests were unwilling to 

answer the questionnaires when approached at the beach resorts. As for the 

international guests, they were more willing to answer and share their experiences 

regarding their stay at the green resorts. 

For the respondents’ occupation, the findings showed that out of the 450 

respondents, the majority of the respondents were involved in business and earned 

more than RM4001.This type of respondents were financially secured. The ones with 
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a higher income were more staying in the green resorts than the ones with a lower 

income. Occupation and income had the statistical influence on the revisit intention 

to the green resort. 

It is estimated that the guests will have had chance to sample the relevant products 

and services if they have stayed for at least two nights. A majority of the respondents 

stayed for three to four nights. The longer duration of visit by the respondents 

reflects they interested in learning something new about environmental issues. For 

example, the respondents indicated that they partake in a number of environmentally 

friendly activities at home. It may be that the respondents in this study were more 

familiar with (i.e., had a high level of enduring involvement) the green resort room 

because they incorporated some of those same attributes into their daily lives. If a 

potential resort guest performs activities at home that are directly related to 

protecting the environment (i.e., recycling, use of energy efficient appliances), their 

level of enduring involvement with the green resort room, and with the resort product 

in general, would thus be high because they have knowledge of such a resort room 

and product because they have something similar at their home. 

This study also shows that the Internet continues to be number one source of 

information on the green resort, which guets very technology are depending in 

seeking and preparing  for their holidays.  Guests now perceive the Internet as more 

useful in assisting decision making activities related to destination choice, dining and 

shopping as compared with other tools. Social networking sites and photo or video 

sharing sites have become more popular as website used for trip planning. 

Particularly, during the online process, looking at comments and mateials posted by 

other guests have become one of the most important on guests’ information search 

and planning behaviour. 
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Green practices are those things that resort can do to minimize their carbon footprint 

and the negative impact that their resort has on the environment. Some of the 

practices that are often regognized by the guest as green responsible such as saving 

water, saving energy and reduce solid waste. In terms of awareness among guests 

staying at a green resort, most of the guests were indeed aware of the green resort 

concept and aware the green practices that has been implemented in the resort.  

Numerous factors have been proposed to explain why the growing environmental 

awareness among guests. The findings showed the main factors related to the guests 

were interested learning something new about the environmental issues. Hence, this 

implies that there might be an increase in demand for green practices in hotels and 

resorts. 

5.3.2 Influence of the Dimensions of Environmental Concern on the Intention to 

Revisit Green Resorts  

The first research objective determined the influence of the dimensions of 

environmental concern on the intention to revisit green resorts. Environmental 

concern was observed from two dimensions; environmental knowledge and 

environmental awareness. The results are summarised in Table 4.28 in Chapter Four. 

This study defines environmental concern as the level of emotion and commitment 

towards environmental issues. This study viewed environmental knowledge that 

involved what guests knew about the environment and if they understood the term 

related to green concept (green resort, eco-friendly, organic, recycled, and energy 

efficient). If guests has the knowledge about environmental issues; their awareness 

level would increase and would potentially have intention to revisit green resort.  
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Based on the pattern of the green resort guests, this present study found that both 

domestic (M= 5.53) and international (M=5.92) respondents rated environmental 

knowledge as the highest, and followed by environmental awareness rated by 

domestic (M =5.15) and international (M=5.10) respondents. 

The regression analysis presented in Table 4.28 reveals that the model significantly 

explained 36.7% of the variance in the revisit intention to green resorts with (F = 

130.929, p = .000). From the hypotheses testing, it was found that environmental 

concern had a significantly positive relationship with the intention to revisit green 

resorts. The relationship between environmental knowledge and revisit intention was 

not significant (β = 0.045, t = 1.134, p > .05); thus, rejecting H1a.   

These findings are in line with the study by Aman et al., (2012), which demonstrated 

the significant influence of environmental concern on green purchasing intention. 

Irawan and Darmayanti (2012) pointed out that environmental concern significantly 

influenced green purchasing behaviour among the surveyed university students in 

Indonesia. Albayrak et al., (2013) concluded environmental concern as the 

determinant of behavioural intention, whereas scepticism negatively influenced 

behavioural intention. Paco and Raposo (2009) postulated that environmental 

knowledge did not influence green purchase behaviour, whereas Ahmad and 

Thyagaraj (2015) reported that the relationship between environmental knowledge 

and purchase intention was not significant. 

Some studies, nonetheless, presented dissimilar findings. Chia and Chun (2014) 

demonstrated that the adoption of environmental-friendly behaviour and green 

measures by hotels in Taiwan did not influence the decision on where to stay during 

the travels. More importantly, this particular finding is coherent with the study 
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carried out by Yusof et al., (2010), wherein the green resorts in Lake Kenyir, 

Malaysia implemented environmental-friendly practices, such as energy conservation 

and waste management, failed to attract repeat visitors. Similarly, Tsai and Tsai 

(2008) found that it was not warranted that the surveyed tourists in Taiwan who 

expressed environmental concern demonstrated positive behavioural intention. 

Nevertheless, various factors seemed to influence green purchasing intention, 

including the positive influence of environmental knowledge (Ali & Ahmad, 2016). 

Wang et al., (2018) revealed that environmental knowledge positively influenced the 

intention to visit. 

Environmental awareness in this study reflects the concern and apprehension towards 

the diverse facets of environmental problems. The growing environmental awareness 

among guests may have been contributed by the experience of using environment-

friendly products, the adoption of green measures or consumption on daily basis, 

search for environmental symbols and slogan in marketing campaign, as well as 

interest in learning something new about uprising environmental issues.  

As for the influence of environmental awareness on revisit intention to green resorts, 

a significantly positive relationship was noted at β = 0.590 and p = .000. In terms of 

importance, the beta coefficients from the results suggest that environmental 

awareness contributed higher influence in predicting revisit intention to green resorts. 

The finding also displayed that environmental awareness potentially contributes to 

the guests’ concern on the decision to stay in a green hotel or resort. Simply put, 

environmental awareness influences revisit intention. 

This finding is line with that reported by Han et al., (2011) and Kim and Han (2010), 

in which environmental awareness potentially contributes to the positive attitude 
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towards green practices, including their decision to stay in a green hotel or resort. 

This finding is supported by Delafrooz (2014) that environmental awareness 

influences purchasing decisions. 

5.3.3 Influence of the Dimensions of Environmental Concern on Green Resort 

Guests’ Perceived Value 

With respect to the second research objectives, this study determined the influence of 

the dimensions of environmental concerns on green resort guests’ perceived value. 

Based on the hypotheses testing outcomes, it was found that the relationship between 

environmental awareness and perceived functional value was statistically significant 

(β = 0.665, t = 17.254, p = .000). Nonetheless, the relationship between 

environmental knowledge and perceived functional value was not significant (β = -

0.063, t = -1.645, p > .05).   

The outcomes exhibited that both environmental knowledge (β = 0.077, t = 2.195, p 

= .0029) and environmental awareness (β = 0.504, t = -11.883, p = .000) exerted 

significantly positive correlations with perceived social value. This study discovered 

that the relationship between environmental awareness and perceived epistemic value 

was statistically significant and positive (β = 0.697, t =18.358, p < .01). Meanwhile, 

environmental knowledge displayed a significantly negative relationship with 

perceived epistemic value (β = -0.146, t = -3.836, p < .01). Both relationships that 

involved environmental knowledge (β = 0.139, t = 2.903, p = .004) and 

environmental awareness (β = 0.245, t = 5.134 p < .01) significantly contributed to 

the prediction of perceived emotional value.  
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The results of hypotheses testing unravelled a significant relationship between 

environment concern and guests’ perceived value. This is in line with the study 

conducted by Jiang and Kim (2015), which claimed the individuals with adequate 

concern about the environment had better understanding on environmental protection 

actions and usually generated positive feelings as a result of performing green 

behaviour. In precise, the higher the level of one’s environmental concern, the higher 

the likelihood that others acknowledge the environmental measures that one 

performs. Follows and Jobber (2000) and Nath et al., (2013) reaffirmed the influence 

of environmental concern on the likeliness that one would evaluate the 

environmental consequences of his purchase or consumption. Schultz (2001) asserted 

that the underlying basis of environmental concern lies on the value system one 

possesses. People express environmental concern when the environmental issues 

negatively affect the aspects of their life that they value (Stern & Dietz, 1994). In 

general, environmental concern is an essential attribute that reflects one’s 

compassion, preference, and apprehension towards the environment.  

According to Liefländer et al., (2015), customers’ environmental concern is a 

requirement for them to deal with environment-responsible issues and evaluate the 

specific consumption values. Turning to this study, the respondents viewed 

environmental concern as positively relevant to perceived value to gain 

comprehensive understanding on environmental behaviour and intention within the 

hospitality domain. Green resorts tend to minimise environmental consequences and 

add value to their guests’ experience through various green measures, such as 

renewable energy, rainwater harvesting, recycling initiatives, bioclimatic design, 

energy-efficient lighting, and use of local materials. The guests also are able to enjoy 

the nature, have intent to go green, and eventually, adopt green behaviour. 
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In this study, H2a is not supported. On the contrary, several researches have 

postulated that guests’ environmental knowledge is a prerequisite for them to deal 

with environment-responsible issues and to evaluate specific perceived values 

(Liefander, Bogner, Kibbe & Kaiser, 2015). Suki (2015) indicated that 

environmental knowledge significantly promoted favourable perceived value with 

regard to green products. Erhabor and Don (2016) found that guests with adequate 

knowledge about environmental problems perceived more values in environmental 

practices. Unlike general guests, who solely value price, guests with more knowledge 

about the environment not only are more willing to pay a premium  for green hotel or 

resort, but also better perceive the improved service quality, as well as the safe and 

healthy food presented by green hotels or resorts (Namkung & Jang, 2017). 

In summary, this present study elaborates how and under what conditions 

environmental concern influence guests’ perceived value. The results showed that 

environmental awareness is significantly related to guests’ perceived value. In terms 

of environmental knowledge, the results suggested that environmental knowledge 

has a significant influence on perceived social value, epistemic value, and emotional 

value. The research also indicated that environmental knowledge does not influence 

perceived functional value.  

5.3.4  Influence of the Dimensions of Perceived Value on the Intention to 

Revisit Green Resorts  

The next research objective identified the influence of the dimensions of perceived 

value on the intention to revisit green resorts. The results revealed that 55.7% of the 

total variation in the revisit intention was explained by functional value (β = 0.0456, t 

= 10.706, p = .000) and epistemic value (β = 0.0285, t = 5.781, p = .000). Among all 
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the constructs embedded in this study, the functional value demonstrated the highest 

influence in predicting revisit intention, whereby the standardised beta was 0.456. 

Hence, functional value is deemed as an important predictor of revisit intention, and 

followed by epistemic value (standardised beta = 0.285). The findings displayed that 

social value (β = 0.080, t = 1.689, p = .092) and emotional value (β = 0.037, t = 

1.058, p = .291) did not significantly influence revisit intention. 

With respect to functional value, the results of this present research revealed that 

functional value had the strongest influence on revisit intention. The findings are in 

agreement with some studies, wherein functional value is seen as a primary factor in 

guests’ decision making (Azam, Rashid & Zainol, 2017). Accordingly, green resorts 

employ a range of green practices, such as the use of non-toxic materials, 

replacement of plastic utensils with glassware, and serving organic food, which is 

bound to enhance the environmental quality and to offer guests with improved air 

quality and eco-friendly linens, especially for those who suffer from allergies. Some 

researchers (see Kim et al., 2011; Lee et al., 2011) asserted that these green practices 

are critically conducive for guests to experience safer and healthier environment. 

Denys and Mendes (2014) claimed that quality, variety, reliability, comfort, safety, 

and price are among the most common destination factors that are linked with 

functional value. 

This study found epistemic value as the second most vital attribute among the 

dimensions of perceived value to influence revisit intention, such as novelty, new 

discovery, and learning about going green. In particular, epistemic value emerges 

when green resort guests have desire for knowledge and are curious about the 

features of green resorts. The findings on epistemic value are concurrent with the 
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findings reported by Biswas and Roy (2015) and Gonçalves et al., (2016), which 

highlighted the positive correlation between epistemic value and sustainable 

consumption behaviour in India and green purchasing behaviour, respectively. This 

reaffirms the expected key benefits of epistemic value for tourism experience 

(Williams & Soutar, 2009). Lin and Huang (2012) revealed the significant influence 

of epistemic value of green products (e.g., characteristics and design of products) on 

consumers’ choice behaviour. This is plausible as when customers are familiar with a 

brand, their sense of curiosity increases towards the new product, or they are willing 

to learn about the new product. 

The study analysis suggests that both social and emotional values exerted no 

significant influence on revisit intention. This is in line with the study conducted by 

Wang (2004), which concluded the insignificance of social value in its relationship 

with purchasing or repurchasing of green products and services. Han and Kim 

(2010), Chen and Peng (2012), Lienet et al., (2012), Teng et al., (2013), and Suki 

(2013b) opposed the above findings, whereby the significance of social value on the 

decision to stay or intention to revisit was demonstrated instead. Williams and Soutar 

(2000) and Morgan et al., (2010) claimed that social value played a significant role in 

forming tourists’ perception towards their experience of staying in a green resort. 

Awuni and Du (2016) also propounded on the influence of social needs and self-

image on green purchase intention. 

Interestingly, as previously revealed, emotional value exerted no influence on revisit 

intention despite the findings of prior studies revealed otherwise. In this present 

study, the respondents were asked if they felt some positive or negative emotional 

values during their stay at the green resort. Interestingly, most customers felt that 
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positive or negative emotional values did not influence their intention to revisit. On 

the contrary, resort guests who observed green certification as a sign of quality were 

more likely to opt for green lodging and displayed willingness to pay a higher price 

to stay in green lodging (Millar & Baloglu, 2011). Millar and Baloglu (2011) further 

pointed out that green customers would be motivated by the feel-good factor, such as 

the feeling of comfort, joyful, excited, pleasantly surprised, or calmness for 

contributing positive influence on the environment through their decision to stay in 

green lodging.  

Based on SET, exchange takes place when one receives reward and the benefits 

outweigh the costs. Perceived value influenced revisit intention to green resorts. 

Perceived value has been conceptualised as the difference between perceived benefit 

and perceived sacrifice. Typically, benefit is derived from perception of economic, 

social, and performance; whereas sacrifice is price, time, effort, and risk. Perceived 

value reflects prior experience of the different types of services and expected 

experience that affects the current and future value-in-context experience of the 

customers. Perceived value in this study had been viewed as the guests’ overall 

assessment of their green resort experience based on their evaluation towards 

consumption experience and their real experience. Hence, the guests were more 

likely to express favourable response and may even revisit when they perceive a high 

value in the consumption made. In this case, the respondents perceived functional 

and epistemic values when staying in green resorts, which influenced their revisit 

intention to the green resort. This finding strengthens the guests’ view that green 

resort experience in terms of benefits (quality, consistent service, worth for the price 

charged, discover experience something different, novelty experience, new and learn 

about being environment-friendly) from their stay in green resort. 
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5.3.5 Mediating Role of the Dimensions of Perceived Value in the Relationship 

between the Dimensions of Environmental Concern and the Intention to 

Revisit Green Resorts 

The primary research objective in this study assessed the mediating role of the 

dimensions of perceived value in the relationship between the dimensions of 

environmental concern and the intention to revisit green resorts. The empirical 

outcomes of this study failed to support the hypotheses (H4a, H4b,    H4c, and H4d). 

There was no mediation effect of perceived functional, social, epistemic, and 

emotional values on the relationship between environmental knowledge and 

customers’ intention to revisit green resorts. Based on the findings presented in 

Section 4.5.4.1 of Chapter Four, no mediation effect of perceived value was noted in 

the relationship between environmental knowledge and revisit intention to green 

resorts. The results of H4a, H4b, H4c, and H4d are not in line with past studies, as 

several past studies demonstrated the mediating role of perceived value in the 

relationship between environmental knowledge and revisit intention to green hotels 

(see Carlson et al., 2016; Kim & Park, 2017; Wang et al., 2018). The findings 

reaffirmed the inadequate level of environmental knowledge among customers, 

which influenced their decision-making process (Laroche et al., 2001). After all, the 

customers make their purchase choice based on their knowledge. In essence, 

environmental knowledge is described as how much the environmental issues are 

relatable to customers. Lack of environmental knowledge may result in low level of 

understanding on green concept and its benefits, thus potentially influencing revisit 

intention to green resorts.  
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Essentially, environmental knowledge is viewed as the ability of customers to 

identify and relate green concept, symbols, and behaviour with regard to 

environmental issues. Lack of environmental knowledge or expertise poses 

challenges to the implementation of sustainable development (Williams & Dair, 

2007). One of the most significant challenges of green marketing in Malaysia 

includes lack of information on green purchase intention and green behaviour among 

Malaysians. As a result, this challenges both local and international marketers, as 

well as other related agencies, to expand their green business and other effective 

marketing strategies (Chen & Chai, 2010). Some studies have proven the influence 

of environmental knowledge, attitude, values, and green practices on environmental 

quality (Schulitz & Oskamp, 1996; Mansaray & Abijoye, 1998). It is imperative that 

customers grasp and are aware of the importance of acquiring environmental 

knowledge.  

As for the mediating role of perceived value in the correlation between 

environmental awareness and revisit intention, this present study demonstrated the 

partial mediation effect of perceived functional value and perceived epistemic value 

on the relationship between environmental awareness and revisit intention to green 

resorts. Although previous studies have proven the direct correlation between 

perceived value and behavioural intention (see Dodds, 1991; Bojanic, 1996; Jayanti 

& Ghosh, 1996; Teas & Agarwal, 1997; Cronin et al., 2000; Chen & Chen, 2010), 

they did not validate the mediating roles of perceived functional value and perceived 

epistemic value for the correlation between environmental awareness and revisit 

intention to green resorts, as highlighted in this study. Through environmental 

awareness, customers are expected to be more conscious on their consumption of 

products and services towards the environment. Consumptions of green products and 
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services offer positive values to the environment. Green resorts may offer 

information on their green products and services through the use of media, as well as 

effective marketing strategies in acquiring better assessment from their guests, 

particularly in terms of green perceived value. When compared to other conventional 

resorts, these green resorts seem to have certain benefits, especially through the 

implementation of water and energy conservation, as well as good and solid waste 

management. The value of a green resort that offers environmental awareness, 

resulting from green perceived value, is indeed significant for the green resort to 

encourage revisit amongst their guests. 

Nevertheless, both social and emotional values in this study did not establish any 

mediating role between environmental awareness and revisit intention to green 

resorts. Social value has a significant role in the perception of guests on their 

experience during their travels. Within the context of green resorts, attributes of 

being socially approved, feels accepted, makes good impression on others, and 

improves self-image do not effect in predicting revisit intention, while perceived 

social value does not play any significant mediating role in the correlation between 

environmental knowledge and revisit intention to green resorts. 

The emotional value of green resorts is reflected when the guests are willing to 

relieve their pressure and completely enjoy their time during their stay in the green 

resorts, apart from acquiring new lodging experience during their travel. It is 

apparent that the factors that determine emotional value, such as creation of fun, 

relaxation, feeling happy, and enjoyment, do not have impact on the behaviour of 

green resort guests and their revisit intention.  
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Jiang and Kim (2015) emphasised on the role of perceived value in elaborating the 

behavioural intention in pre-purchase stage among green hotel guests, which pointed 

out the insignificant mediating role of perceived value in the correlation between 

environmental concern and behavioural intention. Nevertheless, this present study 

exemplifies that environmental knowledge (no mediation effect) and environmental 

awareness (did not directly explain the variance in revisit intention), to a certain 

extent, are partially mediated by external factors, particularly functional and 

epistemic values in the post-purchase stage.  

5.4 Contributions of Study 

The resultant outcomes of this study provided theoretical and practical contributions, 

especially for the management of green resorts. The following subsections describe 

the contributions of study from the theoretical and practical perspectives.  

5.4.1 Theoretical Contributions 

This study aimed to enrich the managerial understanding on revisit intention through 

the model development and the results of the hypotheses testing. Firstly, the study is 

expected to enhance the understanding on environmental knowledge and 

environmental awareness. This research was an exploratory study that sought to 

expand our understanding of guests’ perceptions of environmental awareness, 

environmental knowledge and perceived value based on guests experience stay in 

green resorts. Environmental awareness is deemed essential in influencing the revisit 

intention to green resorts in Malaysia. Overall, the study provided empirical 

evidences on the significant influence of environmental awareness on the revisit 

intention to the green resorts within the Malaysian context. Normally, guest natural 
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concern enlarges when utilisation behaviour turns out to be more adapted towards 

environmentally products; customer changes their acquiring behaviour to develop 

green purchasing behaviour  (Kilbourne & Pickett, 2008). 

On the other hand, the study proved that environmental knowledge does not 

significantly influence the intention to revisit the green resorts, which may be due to 

the lack of environmental knowledge itself among the resort guests. In general, 

knowledge has the capacity to influence the decision-making process and eventually, 

the purchase choices among the customers. The lack of environmental knowledge 

poses challenges for the green resorts to encourage their guests to revisit. Based on 

the obtained results, it is suggested that understanding the environmental issues is 

essential in order to influence revisit intention to green resorts where increased 

environmental knowledge raises the likelihood of customers to exhibit the intention 

to perform green practices (Wu & Teng, 2011). 

Evidently, the study extended the existing knowledge base on the significance of 

perceived value in multifaceted dimensions on the intention to revisit the green 

resorts. Besides that, this study provided salient knowledge on four key dimensions 

of perceived value, specifically functional value, social value, emotional value, and 

epistemic value, and its relation to the actual experience of the green resort guests. 

Furthermore, this study also proved that the perception of value depends on the 

functional value and epistemic value among the resort guests. Most importantly, the 

green resorts are encouraged to consider the order of importance for these identified 

dimensions of perceived value in this study to develop effective strategies according 

to the needs and preference of guests for higher perceived value.  
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The perceived functional value and perceived epistemic value should be critically 

considered in the delivery of green products and services in the green resorts given 

the significance of these values in enriching the experience of resort guests. Although 

the guests may be willing to pay more for their stay in a green resort, the green resort 

should provide products and services that are worth the price charged, novel 

experience, and new discovery on the green concept for their guests. Besides that, it 

is also imperative to highlight these affective dimensions in the hospitality and 

tourism industries since these dimensions of perceived value influence the revisit 

intention. The theoretical findings of this study were expected to assist the green 

resorts to enrich the perception of value among their guests across different features 

of the green resorts.  

Another important theoretical contribution of this study is associated with the 

mediating role of perceived value. In particular, this study proved the mediating role 

of perceived functional value and perceived epistemic value in the relationship 

between environmental awareness and revisit intention. This study demonstrated 

functional value as the major determinant since it represents the most important 

feature considered among the guest resorts. Apart from functional value, epistemic 

value is another important feature in enriching the tourism experience. The resort 

guests who stay in a green resort gain the opportunities to experience new and 

different lifestyle and environment, meeting new people, trying new food, and 

learning about new information, which motivate them to demonstrate the intention to 

revisit. The willingness to pay a premium among the resort guests implies that they 

put higher emphasis on the perceived value of a green resort over the value of 

conventional resort. This shows that environmental awareness, functional value, and 

epistemic value are the three factors that play major roles in influencing revisit 
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intention, as well as the mechanism of the mediating role of functional and epistemic 

values in the correlation between environmental concern and revisit intention. These 

outcomes may address several inconsistencies found in previous studies (see Jiang & 

Kim, 2015; Wang et al., 2018). In summary, this study contributes to the 

development of a newly revised theoretical framework founded upon SET, especially 

the incorporation of several variables, such as environmental concern, perceived 

value, and revisit intention. This contributes to novel finding in the tourism and 

hospitality studies, wherein guests do re-evaluate the value of green resort after their 

real experience. 

5.4.2 Practical Contributions 

This study provided essential findings to key practitioners, especially green resort 

managers, to grasp the overall process of customer evaluation. These green resort 

managers may utilise the findings of this study as a guide in their business 

management and operation. This study identified significant dimensions of 

environmental concern and perceived value for the resort management in the 

development of marketing strategies for respective tourist segments. Based on the 

obtained findings of this study, the practitioners should be able to grasp the influence 

of functional value of a green resort (e.g., non-chemical based amenities, reduction 

of emissions, and availability of organic foods and beverage options) in creating 

favourable impression and perception, which subsequently influence their revisit 

intentions.  

Related campaigns, of both online and offline, should be continuously implemented, 

such as attractive and informative advertising campaigns through the use of social 

media, to promote environmental concern in terms of environmental knowledge and 
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environmental awareness with regards to the green products and services. Through 

the effective use of social media for the marketing programmes, communicating the 

knowledge and benefits of green practices as well as relatable experience at the green 

resorts would attract attention and encourage the customers to recommend to others. 

The “electronic” word-of-mouth would then spread from one user to another and 

presumably even resonate. In a green resort, physical evidence on the nature of green 

products (e.g., the health benefits of a green room and the practicality of using the 

recycling bin) should also be demonstrated. The communication of these green 

messages should be made simple and straightforward. After all, effective campaigns 

should appeal to the targeted market without the use of jargons as confusing 

terminologies would confuse the customers on the green concept. Thus, it is best to 

deliver a straightforward, relevant, and relatable message to minimise the scepticism 

of customers towards the green concept.  

Adding to that, this study demonstrated the significance of perceived value in 

influencing the revisit intention. Thus, it is imperative to properly define the 

perceived value within the context of green resorts to encourage the guests to exhibit 

the intention to revisit and recommend to others. In general, the resort management is 

encouraged to grasp significant areas that attract guests who frequently visit the 

resort. With that, the green campaign programmes should focus on communicating 

the value of green practices to arouse the guests’ interest with respect to their needs 

and demands, rather than appealing to gain their empathy. In short, the guests should 

be informed on the resort’s efforts to provide them with valuable experience during 

their stay in a green resort. Although environmental awareness significantly 

influences the revisit intention through functional value and epistemic value, the 

green resort management should not overestimate the influence of environmental 
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awareness in predicting revisit intention and underestimate its influence in generating 

perceived value among the guests. Instead, the green resorts should advocate a 

sustainable green lifestyle and provide enrich experience of added value to their 

guests. The measures taken by the green resorts should make use of their guests’ 

personal experience for the others to relate and convince how this social exchange 

can be an advantage.  

Apart from that, the obtained findings of this study suggest the imperative need to 

implement two-way communication in promoting environmental awareness and 

enhancing the interaction between the green resort and the guests. In this case, an 

information feedback system is suggested. Focusing on customer feedback provides 

essential insights on how the guests evaluate their stay and what they value during 

their stay in a green resort. Since the green concept and green practices can be rather 

new and unfamiliar to many, the suggestions from the customers would help to 

improve the performance level of the green products and services. The study also 

demonstrated that it is critical for related practitioners and managers to grasp the 

dimensions of perceived value from the viewpoints of resort guests and enhance the 

conventional understanding on the relationship between environmental concern and 

revisit intention. This study also contributed in-depth insights to the resort 

management on how to communicate significant dimensions of perceived value 

towards the environmentally friendly practices of green resorts in arousing the 

guests’ interest to revisit the green resorts.  

5.5 Limitations of Study and Recommendations for Future Research  

Despite the extensive literature review, there were several limitations of study. 

Firstly, the choice of population. This study focused on guests who experienced 
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staying in a green resorts. This study did not directly compare the difference between 

the experience guest and the guest online review. There are different forms of social 

media websites, such as blogs, microblogs, and social networks, which offer valuable 

interaction opportunities for travellers to share and review their travel experience 

online through videos and images. These online reviews contribute significant effects 

on other travellers’ decision considering that they tend to refer to these reviews when 

they have to make travel arrangement. Thus, it is recommended for future research to 

consider comparing the negative and positive reviews on the guests’ experience in 

the green resorts and explores their impression after acquiring responses from the 

resort management in the social media using the questionnaire survey approach. It is 

recommended for future research to gather data from these social media websites or 

employ other qualitative methods, such as interview or focus group that involves 

green resort guests, to validate the obtained findings of this study. 

Secondly, the selection of variables in this study may limit the comprehensiveness of 

findings. Apart from revisit intention, this study focused on only six constructs 

within the context of green resorts, namely environmental knowledge, environmental 

awareness, functional value, social value, epistemic value, and emotional value. 

Therefore, it is recommended for future research to consider other potential variables 

that explain the variance in revisit intention. For instance, the factors that may 

influence the relationship between perceived value and revisit intention, such as 

attraction, attitude, and satisfaction. Sweeney and Soutar (2001) indicated that 

different dimensions of perceived value are essential and depend on the decision 

level and the types of products or services. Besides that, it is also recommended for 

future research to explore other potential mediators in this exclusive relationship 
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between environmental concern and revisit intention, such as self-identity and green 

image. 

Thirdly, the analytical methods used for data treatment. Multiple regression analysis 

has been recognised for its capacity to predict the strength of relationship between 

variables. In fact, it produces similar results in terms of regression coefficient 

compared to other advanced analytical methods, such as structural equation 

modelling (SEM) in LISREL (Hayes, 2013). However, the main limitation of 

multiple regression analysis includes its inability to consider the random 

measurement error or factors or conditions that affect the measurement of variables, 

which is addressed in SEM. Therefore, it is recommended for future research to 

consider using SEM to effectively subsume the whole range of standard multivariate 

analysis methods. 

5.6 Conclusion 

This research assessed the mediating role of perceived value on the intention to 

revisit green resorts within the context of Malaysia. The direct relationship between 

environmental concern and revisit intention, as well as the indirect relationship 

between environmental concern and revisit intention through perceived value, was 

assessed in this study. The SET was applied as the underpinning theory of this study 

to evaluate the relationships between the different dimensions of environmental 

concern and revisit intention to green resorts through the different dimensions of 

perceived value. It continues and improves the exploration on why guests choose 

green resort with its unique vision, in comparison to those reported in previous 

studies. 
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As for the methodology, this study employed quantitative methods to achieve the 

research objectives. Regression analysis was deployed to test the research hypotheses 

associated to the correlations between environmental concern dimensions, perceived 

value dimensions, and revisit intention. 

The findings revealed that environmental awareness influenced revisit intention to 

green resorts. This study highlights the roles of functional and epistemic values 

especially in influencing environmental awareness, and eventually, guests’ revisit 

intention to green resorts. It has also been revealed in this study the partial mediation 

effects of functional and epistemic values on the relationship between environmental 

awareness and revisit intention. Finally, this study suggests a variance in terms of 

level of perception between domestic and international guests on a range of elements 

applied in this study. Although not all hypotheses in the proposed model have been 

proven, the findings, without doubt, offer profound theoretical and practical 

implications. 

Overall, the findings suggest that environmental awareness, functional value and 

epistemic value have a highest influence the revisit intention to the green resorts. In 

conclusion, this research contributed both theoretical and practical implications 

within the context of green resorts and extended the existing knowledge base on 

environmental concern, perceived value, and revisit intention. 

  



248 

 

REFERENCES 

Abdul Wahid, N. Rahbar, E., & Tan, S. S. (2011). Factors influencing the green 

purchase behavior of Penang environmental volunteers. International Business 

Management, 5(1). 38-49. 

Abdul M. A. G. (2007). Exploring consumers’ willingness to be environmentally 

friendly. International Journal of Consumer Studies, 31, 237-247. 

Ajzen, I., & Fishbein, M. (1980). Understanding Attitudes and Predicting Social 

Behavior. Englewood Cliffs, N.J.: Prentice-Hall. 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and 

Human Decision Processes, 50(2), 179-211. 

Ajzen, I. (2002). Perceived behavioral control, self-efficacy, locus of control, and the 

theory of planned behavior. Journal of Applied Social Psychology, 32(4), 665-

683. 

Ajzen, I. (2006). Constructing a TpB Questionnaire: Conceptual and 

Methodological Considerations. Retrieved June 27, 2011 from the World Wide 

Web: http://www.people.umass.edu/aizen/pdf/tpb.measurement.pdf. 

Ajzen, I., & Driver, B. L. (1992). Application of the theory of planned behavior to 

leisure choice. Journal of Leisure Research, 24(3), 207-224. 

Akama, J. S., & Kieti, D. M. (2003). Measuring tourist satisfaction with Kenya’s 

wildlife safari: A case study of Tsavo West National Park. Tourism 

Management, 24(1), 73-81.  



249 

 

Alba, J. W., & Hutchinson, J. W. (1987). Dimensions of consumer expertise. Journal 

of Consumer Research, 13, 411-454. 

Al-Sabbahy, H.Z., Ekinci, Y. & Riley, M. (2004). An investigation of perceived 

value dimensions: Implications for hospitality research, Journal of Travel 

Research, 42(3), 226-234. 

Aman, A. L. (2012). The influence of environmental knowledge and concern on 

green purchase intention the role of attitude as a mediating variable. British 

Journal of Arts and Social Sciences. 7(3), 2046-9578. 

Andreu, L., Kozak, M., Avci, N., & Cifter, N. (2006). Market segmentation by 

motivation to travel. Journal of Travel & Tourism Marketing, 19(1), 1-14. 

Ansar, N. (2013). Impact of green marketing on consumer purchase intention: 

Mediterranean. Journal of Social Sciences, 4(11), 23-45. 

Ap, J. (1992). Residents’ perceptions on tourism impacts. Annals of Tourism 

Research, 19, 665-690. 

Archer, B. (1995). Importance of tourism for the economy of Bermuda. Annals of 

Tourism Research, 22, 918-930. 

Arimura, T. H., Hibiki, A., & Katayama, H. (2008). Is a voluntary approach an 

effective environmental policy instrument? A case for environmental 

management systems. Journal of Environmental Economics and Management, 

55, 281 - 295. 



250 

 

ASEAN Green Hotel Standard. (2016). Retrieved from 

http://www.asean.org/storage/2012/05/ASEAN-Green-Hotel-Standard. 

Asubonteng, P., McCleary, K. J., & Swan, J. E. (1996). SERVQUAL revisited: A 

critical review of service quality. Journal of Services Marketing, 10(6), 62–81. 

http://doi.org/10.1108/08876049610148602 

Ateljevic, I. (2000). Tourist  motivation, values and perceptions. In A. G. Woodside, 

G. I. Crouch, J. A. Mazanec, M. Oppermann, & M. Y. Sakai (Eds.), 

Consumer Psychology of Tourism, Hospitality, and Leisure (pp. 193-209). 

Wallingford and New York: CABI Publishing. 

Avelini, H. I. (2003). A version of tourism and the hotel industry in the 21st century. 

International Journal of Hospitality Management, 22, 129-134. 

Awang, K. W., Ishak, N. O. R. K., Radzi, S. M., & Taha, A. Z. (2008). 

Environmental variables and performance: Evidence from the hotel industry in 

Malaysia. International Journal of Economic, 2(1), 59-79. 

Axelrod, L. J. (1994). Balancing personal needs with environmental preservation: 

Identifying the values that guide decisions in ecological dilemmas. Journal of 

Social Issues, 50(3), 85-104. 

Ballantyne, R., Packer, J., & Hughes, K. (2008). Environmental awareness, interests 

and motives of botanic gardens visitors: Implications for interpretive practice. 

Tourism Management, 29(3), 439-444. 

http://www.asean.org/storage/2012/05/ASEAN-Green-Hotel-Standard
http://doi.org/10.1108/08876049610148602


251 

 

Bajs, I. P. (2015). Tourist perceived value, relationship to satisfaction, and behavioral 

intentions: The example of the Croatian tourist destination Dubrovnik. Journal 

of Travel Research, 54(1), 122-134.  

Baker, J., Levy, M., & Grewal, D. (1992). An experimental approach to making 

retail store environmental decisions. Journal of Retailing, 68(4), 445-460. 

Baker, D. A., & Crompton, J. L. (2000). Quality, satisfaction and behavioral 

intentions. Annals of Tourism Research, 27(3), 785-804. 

Barber, N. A. (2012). Profiling the potential ‘Green’ hotel guest: Who are they and 

what do they want? Journal of Hospitality and Tourism Research, 38(3), 361-

387. 

Beeton, S. (2006). Community development through tourism. Victoria, Australia: 

Landlinks Press. 

Bergin-Seers, S., & Mair, J. (2009). Emerging green tourists in Australia: Their 

behaviours and attitudes. Tourism and Hospitality Research, 9(2), 109-119. 

Bigne, J. E., Sanchez, M. I., &  Sanchez, J. (2001). Tourism image, evaluation 

variables and after-purchase behavior: Inter-relationship. Tourism Management, 

22(6), 607-616. 

Bigne, J. E., Moliner, M. A., & Callarisa, L. J. (2001). El valor y la fidelizacio´n de 

clientes: una propuesta de modelo dina´mico de comportamiento, Revista 

Europea de Direccio´n y Economı´a de la Empresa, 9(3), 65-78. 



252 

 

Bigne, J. E., Sanchez, I., & Andreu, L. (2009). The role of variety seeking in short 

and long run revisit intentions in holiday destinations. International Journal of 

Culture, Tourism and Hospitality Research, 3(2), 103-115. 

Blaikie, N. (1993). Approaches to social enquiry. Cambridge: Polity Press. 

Bohdanowicz, P. (2006). Environmental awareness and initiatives in the Swedish and 

Polish hotel industries – survey results. International Journal of Hospitality 

Management, 25(4), 662-682. 

Bojanic, D. C. (1996). Consumer perceptions of price, value, and satisfaction in the 

hotel industry: An exploratory study. Journal of Hospitality & Leisure 

Marketing, 4(l), 5- 22. 

Bolton, R. N., & Drew, J. H.  (1991). A multistage model of customers’ assessments 

of service quality and value. Journal of Consumer Research, 17, 375-384. 

Bonifant, B., Arnold, M. B., & Long, F. J. (1995). Gaining competitive advantage 

through environmental investments. Journal of Business Horizons, 37-47. 

Borhan, H., Vahidi, A., Phillips, A. M., Kuang, M. L., Kolmanovsky, I. V., & 

Cairano, S. D. (2012). MPC-based energy management of a power-split hybrid 

electric vehicle. IEEE Transactions on Control Systems Technology, 20. 

Bryman, A., & Bell, E. (2011). Business research methods (3rd ed.). Oxford: Oxford 

University Press. 

Bryman, A., & Cramer, D. (2009). Quantitative data analysis with SPSS 14, 15 and 

16: A guide for social scientists. New York, NY: Routledge. 



253 

 

Buckley, R. C. (2012). Sustainable tourism: Research and reality. Annals of Tourism 

Research, 39(2), 528-546. 

Butler, S. M., & Francis, S. (1997). The effects of environmental attitudes on apparel 

purchasing behaviour. Clothing and Textiles Research Journal, 15(2), 76-85. 

Cannon, J. P., & Perreault, W. D. Jr. (1999). Buyer-seller relationships in business 

markets. Journal of Marketing Research Chicago, 36(4),  439-460. 

Caruana A., & Fenech N. (2005). The effect of perceived value and overall 

satisfaction on loyalty: A study among dental patients. Journal of Medical 

Marketing, 5(3), 245–255. 

Carbonara, J. (2007). Foodservice goes green. Foodservice Equipment and Supplies, 

60(9). 48-54. 

Chan, T. S. (1996). Concerns for environmental issues and consumer purchase 

preferences: A two country study. Journal of International Consumer 

Marketing, 9, 43-55. 

Chan, K. (1999). Market segmentation of green consumers in Hong Kong. Journal of 

International Consumer Marketing, 12(2), 7-24. 

Chan, E. S. W. (2010). Implementing environmental management systems in small- 

and medium-sized hotels: Obstacles. Journal of Hospitality & Tourism 

Research, 35(1), 3-23. 

Chan, R. Y. K., & Lau, L. B. Y. (2000). Antecedents of green purchases: A survey in 

China. Journal of Consumer Marketing, 17(4), 338-357. 



254 

 

Chan, W., & Wong, K. (2006). Estimation of weight of solid waste: Newspapers in 

Hong Kong hotels. Journal of Hospitality & Tourism Research, 30(2), 231–245. 

Chang, D. S. (2008). The effects of sustainable development on firms’ financial 

performance – an empirical approach. Sustainable Development. 389-401(2), 

365–380. 

Chang, T. Z., & Wildt, A. R. (1994). Price, product information, and purchase 

intention: An empirical study. Journal of the Academy of Marketing Science, 

22(1), 16–27. 

Chen, Y. S. & Chang, C. H. (2012). Enhance green purchase intentions: The roles of 

green perceived value, green perceived risk, and green trust. Management 

Decision, 50(3), 502-520. 

Chen, C. F., & Tsai, D. C. (2007). How destination image and evaluative factors 

affect behavioral intentions? Tourism Management, 28(4), 1115-1122.  

Chen, J. S., & Gursoy, D. (2001). An investigation of tourists destination loyalty and 

preferences. International Journal of Contemporary Hospitality Management, 

13(2), 79-85.  

Chen, Z., & Dubinsky, A. J. (2003). A conceptual model of perceived customer 

value in e-commerce: A preliminary investigation. Psychology & Marketing, 

20(4), 323-347.  

Chen, C. F., & Chen, F. S. (2010). Experience quality, perceived value, satisfaction 

and behavioral intentions for heritage tourists. Tourism Management, 31(1), 29-

35.  



255 

 

Chen, P. T., & Hu, H. H. (2010). How determinant attributes of service quality 

influence customer-perceived value: An empirical investigation of the 

Australian coffee outlet industry. International Journal of Contemporary 

Hospitality Management, 22(4), 535-551.  

Chi, H. (2013). The influences of perceived value on consumer purchase intention: 

The moderating effect of advertising endorser. Journal of Marketing, 23(3),  

456-543. 

Chi, C. G. Q., & Qu, H. (2008). Examining the structural relationships of destination 

image, tourist satisfaction and destination loyalty: An integrated approach. 

Tourism Management, 29(4), 624-636.  

Christiansen, D. R. (1990). Adventure tourism. In J. C. Miles & S. Priest (Eds.), 

Adventure Education. State College, PA: Venture Publishing. 

Chukwuma, C.S. (1998). Environmental issues and our chemical world: The need for 

a multidimensional approach in environmental safety, health and management. 

Environmental Management and Health, 9(3), 136-43. 

Churchill, G. A. Jr. (1995). Marketing research: Methodological foundations. New 

York, USA: The Drydeu Press. 

Chyong, H. T., Phang, G., Hasan, H., & Buncha, M. R. (2006). Going green: A study 

of consumers’ willingness to pay for green products in Kota Kinabalu. 

International Journal of Business and Society, 7(2), 40-54. 



256 

 

Claver-Cortes, E., Molina-Azorin, J.F., & Pereira-Moliner, J. ( 2007). The impact of 

strategic behaviors on hotel performance. International Journal of 

Contemporary Hospitality Management, 19(1), 6–20. 

Collis, J., &  Hussey, R. (2009). Business research: A practical guide for 

undergraduate and postgraduate students (3rd ed.). New York: Palgrave 

Macmillan. 

Cook, K. S. Emerson, R. M. Gillmore, M. R. & Yamagishi, T. (1983). The 

distribution of power in exchange networks: Theory and experimental results. 

American Journal of Sociology, 89(1), 275-305. 

Cooper, D., & Schindler, P. (2014). Business research methods (12th ed.). Singapore: 

McGraw-Hill.  

Corall, V., Bonnes, M., Tapia, C., Fraijo, B., Frias, M. & Carrus, G. (2009). 

Correlates of pro-sustainability orientation: The affinity towards diversity. 

Journal of Environmental Psychology, 29(1), 34-43. 

Conner, M., Norman, P., & Bell, R. (2002). The theory of planned behavior and 

healthy eating. Health Psychology, 21(2), 194-201. 

Creswell, J. W. (2009). Research design: Qualitative, quantitative, and mixed 

methods approaches (3rd ed.). Los Angeles: Sage. 

Cronin, J. J., Brady, M. K., & Hult, G. T. M. (2000). Assessing the effects of quality, 

value, and customer satisfaction on consumer behavioural intentions in service 

environments. Journal of Retailing, 76(2), 193–218.  



257 

 

Darnell, A. C., & Johnson, P. S. (2001). Repeat visits to attractions: A preliminary 

economic analysis. Tourism Management, 22(2), 119-126.  

Darnall, N., Pointing, C. & Vazques-Brust, D. (2012), Why consumers buy green. In 

D. Vazquez-Brust & J. Sarkis (Eds.), Green-growth: Managing the transition to 

sustainable capitalism (pp. 287-308). New York: Springer. 

Davies, B. (2003). The role of quantitative and qualitative research in industrial 

studies of tourism. International Journal of Tourism Research, 5(2), 97–111. 

Department of Environmental Protection (2001). Greener accommodation: Saving 

money and the environment. Retrieved from http://www.dep.state.pa.us/ 

greenerAccom.pdf 

Denys, V. & Mendes, J. (2014). Consumption values and destination evaluation in 

destination decision making. Journal of Spatial and Organizational Dynamics, 

2(1), 4-18. 

Deshpande, R. (1983). Paradigms lost: On theory and method in research in 

marketing. Journal of Marketing, 47(Fall), 101-110. 

Dickson, P. R., & Sawyer, A. G. (1990). The price knowledge and search of 

supermarket shoppers. Journal of Marketing, 54, 42–53. 

Dief, M., & Font, X. (2010). The determinants of hotels’ marketing managers’ green 

marketing behavior. Journal of Sustainable Tourism, 18(2), 157-174. 



258 

 

Deraman, F., Ismail, N., Arifin, A. I. M. & Mostafa, M. I. A. (2017). Green practices 

in hotel industry: Factors influencing the implementation. Journal of Tourism, 

Hospitality & Culinary Arts, 9(2), 305-316. 

Dodds, W. B. & Monroe, K. B. (1985). The effect of brand and price information on 

subjective product evaluations. Journal of Consumer Research, 12, 85-90. 

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of price, brand, and store 

information on buyers’ product evaluations. Journal of Marketing Research, 

28(4), 307-319. 

Doll, J., & Ajzen, I. (1992). Accessibility and stability of predictors in the theory of 

planned behavior. Journal of Personality and Social Psychology, 63(5), 754-

765. 

Doyle, P. (2000). Value-based marketing. Journal of Strategic Marketing. 8(4), 299-

311. 

D’Souza ,C., Taghian ,M., & Khosla, R. (2007). Examination of environmental 

beliefs and its impact on the influence of price, quality and demographic 

characteristics with respect to green purchase intention. Journal of Targeting, 

Measurement and Analysis for Marketing, 15(2), 69-78. 

D' Souza, C. & Taghian, M. (2005). Green advertising effects on attitude and choice 

of advertising themes. Asia Pacific Journal of Marketing and Logistics, 17(3), 

9-21. 



259 

 

Duman, T. (2002). A model of perceived value for leisure travel products 

(Unpublished doctoral dissertation). Pennsylvania State University, 

Pennsylvania. 

Dumitrescu, C. (2013). Perceived value of pasta in Greece and Romania. British 

Food Journal, 115(10),1518-1536. 

Dunlap, R. E., Grieneeks, J. K., & Rokeach, M. (1983). Human values and pro-

environmental behavior. In W. D. Conn (Ed.), Energy and material resources: 

Attitudes, values, and public policy. Boulder, CO: Westview. 

Durif, F., Roy, J. & Boivin, C. (2012).Could perceived risks explain the ‘green gap’ 

in green product consumption?. Electronic Green Journal, 1(33), 1-15. 

Dwyer, F. R., Schurr, P. H., & Oh, S. (1987). Developing buyer-seller relationships. 

Journal of Marketing, 51(2), 11–27. 

Easterby-Smith, M., Thorpe, R. & Lowe, A. (2002). Management research: An 

introduction (2nd ed.). London: Sage Publications. 

Ebreo, A., Hershey, J., & Vining, J. (1999). Reducing solid waste: Linking recycling 

to environmentally responsible consumerism. Environment and Behavior, 31, 

107-134. 

Ellen, P. S., Wiener, J. L. & Cobb-Walgren, C. (1991). The role of perceived 

consumer effectiveness in motivating environmentally conscious behaviors. 

Journal of Public Policy & Marketing, 10(2), 102-117. 



260 

 

Environmentally Friendly Hotels (2008). Environmentally friendly hotels. Retrieved 

from http://www.environmentallyfriendlyhotels.com. 

Fallon, P., & Schofield, P. (2004). First-time and repeat visitors to Orlando, Florida: 

A comparative analysis of destination satisfaction. In G. I. Crouch, R. R. 

Perdue, H. J. P. Timmermans, & M. Uysal (Eds.), Consumer psychology of 

tourism (pp. 203-214). 

Feng, R., & Jang, S. (2004). Temporal destination loyalty: A structural initiation. 

Advances in Hospitality and Tourism Research, 9, 207–221. 

Field, A. (2009). Discovering statistics using SPSS for Windows. London: Saga 

Publication. 

Firth, T., & Hing, N. (1999). Backpacker hostels and their guests: Attitudes and 

behaviours relating to sustainable tourism. Tourism Management, 20(2), 251-

254. 

Fishbein, M., & Ajzen, I. (2011). Predicting and changing behavior: The reasoned 

action approach. Abingdon, UK: Taylor & Francis. 

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intentions, and behaviour: An 

introduction of theory and research. Reading, MA: Addison-Wesley. 

Fitzmaurice, J. (2005). Incorporating consumers motivations into the theory of 

reasoned action. Psychology and Marketing, 22(11), 911-929. 



261 

 

Flint, D. J., Woodruff, R. B., & Gardial, S. F. (1997). Customer value change in 

industrial marketing relationships: A call for new strategies and research. 

Industrial Marketing Management, 26(2), 163–175. 

Forkink, A. (2010). Perception, awareness, and acceptance of green kitchen 

cleaners: Go green market research. Retrieved from 

http://www.greenbook.org/Content/GoGreen/Green_Cleaners_report.pdf 

Fredline, E., & Faulkner, B. (2000). Host community reactions: A cluster analysis. 

Annals of Tourism Research, 27(3), 763-784. 

Fu, Y., & Hu, B. (2011). The effects of low-carbon consumption on consumer 

perceived value in green hotels. In Business Management and Electronic 

Information (BMEI) 2011 International Conference, Guangzhou (pp. 344-347). 

Gaechter, S. & Fehr, E. (1999). Collective action as a social exchange. Journal of 

Economic Behaviour and Organisation, 39(1), 341-369. 

Gale, B. Y. (1994). Managing customer value: Creating quality and service that 

customers can see. New York: The Free Press. 

Galea, M. N., & Bray, S. R. (2006). Predicting walking intentions and exercise in 

individuals with intermittent claudication: An application of the theory of 

planned behavior. Rehabilitation Psychology, 51(4), 299-305. 

Gallarza, M. G., & Saura I. G. (2006). Value dimensions, perceived value, 

satisfaction and loyalty: An investigation of university students’ travel 

behaviour. Tourism Management, 27, 437–452. 



262 

 

Gay, B., & Weaver, S. (2011). Theory building and paradigms: A primer on the 

nuances of theory construction. American International Journal of 

Contemporary Research, 1(2), 24-32.  

Gee, C. Y. (2000). Resort development and management. Michigan: Educational 

Institute of the American Hotel & Motel Association. 

Gefen, D., & Ridings, C. M. (2002). Implementation team responsiveness and user 

evaluation of customer relationship management. Journal of Management 

Information Systems, 19(1), 47−69. 

Gilg, A., Barr, S., & Ford, N. (2005). Green consumption or sustainable lifestyles? 

Identifying the sustainable consumer. Futures 37(6). Retrieved from 

http://www.sciencedirect.com/science. 

Gill, J., Johnson, P., & Clark, M. (2010). Research methods for managers (4th ed.). 

Los Angeles: SAGE. 

Gitelson, R. J., &  Crompton, J. L. (1984). Insights into the repeat vacation 

phenomenon. Annals of Tourism Research, 11(2), 199-217. 

Global Industry Research Report. Retrieved from 

http://www.ibisworld.com/industry/global/global-hotels-resorts.html. (accessed 

11 February 2013)  

Graf, A., & Maas, P. (2008). Customer value from a customer perspective: A 

comprehensive review. Journal Für Betriebswirtschaft, 58(1), 1–20.  

http://www.sciencedirect.com/science


263 

 

Granzin, K. L., & Olsen, J. E. (1991), Characterizing participants in activities 

protecting the environment: a focus on donating, recycling, and conservation 

behaviors. Journal of Public Policy & Marketing, 10(2), 1-27. 

Green Hotel Association (2016). What are green hotels? Retrieved from http:// 

www.greenhotels.com/whatare.htm 

Green Hotels Association (2014). What are green hotels? Retrieved from 

http://www.greenhotels.com/whatare.htm 

Green Hotel Association (2008). What are green hotels? Retrieved from 

www.greenhotels.com/whatare.htm. 

Green Purchasing Network Malaysia (2003). An introductory study on green 

purchasing activities in Malaysia (pp. 1-39). 

Green, T., & Peloza, J. (2011). How does corporate social responsibility create value 

for consumers? Journal of Consumer Marketing, 28(1), 48- 56. 

Greenslade, J. H., & White, K. M. (2005). The prediction of above-average 

participation in volunteerism: A test of the theory of planned behavior and the 

volunteers functions inventory in older Australian adults. The Journal of Social 

Psychology, 145(2), 155-172. 

Griskevicius, V., Tybur, J., & Van den Bergh, B. (2010). Going green to be seen: 

Status, reputation, and conspicuous conservation. Journal of Personality and 

Social Psychology, 98(3), 392-404. 

http://www.greenhotels.com/whatare.htm


264 

 

Grove, S.J., Fisk, R.P., Pickett, G.M., & Kangun, N. (1996). Going green in the 

service sector: Social responsibility issues, implications and implementation. 

European Journal of Marketing, 30(5), 56-66.  

Gui, B. (2000). Beyond transactions: On the interpersonal dimension of economic 

reality. Annals of Public and Cooperative Economics, 71(2), 139-169. 

Gurney, P. M., & Humphreys, M. (2006). Consuming responsibility: The search for 

value at Laskarina Holidays. Journal of Business Ethics, 64, 83-100. 

Gursoy, D., Jurowski, C., & Uysal, M. (2002). Resident attitudes: A structural 

modelling approach, Annals of Tourism Research, 23, 503-526. 

Gustin, M. E., & Weaver, P.A. (1996).Are hotels prepared for the environmental 

consumer?, Hospitality Research Journal, 20(2), 1-14. 

Ha, J. Y., & Jang, S.C. (2010). Perceived values, satisfaction, and behavioral 

intentions: The role of familiarity in Korean restaurants. International Journal 

of Hospitality Management, 29, 520-529. 

Hair, J., Black, B., Babin, B., Anderson, R., & Tatham, R. (2006). Multivariate data 

analysis (6th ed.). Upper Saddle River, NJ: Prentice-Hall.  

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data 

analysis (7th ed.). Prentice Hall, Upper Saddle River, New Jersey. 

Han, H., & Back, K. (2008). Relationships among image congruence, consumption 

emotions, and customer loyalty in the lodging industry. Journal of Hospitality & 

Tourism Research, 32(4), 467-490. 



265 

 

Han, H., Hsu, L., & Lee, J. (2009). Empirical investigation of the roles of attitudes 

toward green behaviors, overall image, gender, and age in hotel customers’ eco-

friendly decision-making process. International Journal of Hospitality 

Management, 28(4), 519-528. 

Han, H. S., Hsu, L. T., & Sheu, C. (2010). Application of the theory of planned 

behavior to greenhotel choice: Testing the effect of environmental friendly 

activities. Tourism Management, 31(3), 325-334. 

Han, H., & Kim, Y. (2010). An investigation of green hotel customers’ decision 

formation: Developing an extended model of the theory of planned behaviour. 

International Journal of Hospitality Management, 29(4), 659-668.  

Han, H., Hsu, L.T., Lee, J. S., & Sheu, C. (2011).  Are lodging customers ready to go 

green? An examination of attitudes, demographics, and eco-friendly decisions. 

International Journal of Hospitality Management, 30(1), 345-355. 

Harcar T., Kara A., & Kucukemiroglu, O. (2006). Consumer’s perceived value and 

buying behavior of store brands: An empirical investigation. The Business 

Review, 5(2), 55–62. 

Haron, S.A., Paim, L. & Yahaya, N. (2005). Towards sustainable consumption: An 

examination of environmental knowledge among Malaysians. International 

Journal of Consumers Studies, 29(5), 426-436. 

Hernandez, S. A., Cohen, J. & Garcia, H. L. (1996). Residents attitudes towards an 

Instant Resort Enclave. Annals of Tourism Research, 23(4), 755-779. 



266 

 

Hashim, R.A.,  Zulaika, Z., Mohamad, W., & Merican,S. (2013). Exploring visitors’ 

attitude towards green practices and revisit intentions of a tourist destination. 

Journal of Management, 3(7), 427-433.  

Hines, J.M., Herald, R. H., & Audrey, N. T. (1987). Analysis and synthesis of 

research on research on responsible environmental behavior: A meta-analysis. 

Journal of Environmental Education, 18, 1-8. 

Hodgson, P. (1990). New tourism product development: Market research's role. 

Tourism Management, 11(1), 2-5. 

Hogan, J. (2008), My definition of hospitality. What’s yours? Retrieved from 

http://www.hotelonline.com/News/PR2008_3rd/Sept08_HospitalityDefine 

d.html. 

Holbrook, M. B., & Corfman, K. P. (1985). Quality and value in the consumption 

experience: Phaedrus rides again. Lexington, MA: D. C. Heath and Company. 

Holbrook, M. B. (1994). The nature of customer value: An axiology of services in 

the consumption experience. In R. T. Rust, & R. L. Oliver (Eds). Service 

quality: New directions in theory and practice (pp. 21-71). Thousand Oaks, CA: 

Sage. 

Holbrook, M. B. (1999). Consumer value: A framework for analysis and research. 

London: Routledge. 

Hospitality Going Green (2008). Global Hospitality Insights (pp. 1-13). 



267 

 

Hopper, J. R., & Nielsen, J. M. (1991). Recycling as altruistic behaviour: Normative 

and behavioural strategies to expand participation in a community recycling 

program. Environment and Behaviour, 23(2), 195-220.  

Hotel Online (2002). Consumer attitudes towards the role of hotels in environmental 

sustainability. Retrieved from http://www.hotel-

online.com/News/PR20023rd/Jul02 IHEI.html. 

Howard, J. A., & Sheth, J. N. (1969). The theory of buyer behavior. New York, NY: 

John Wiley & Sons. 

Hrubes, D., Ajzen, I., & Daigle, J. (2001). Predicting hunting intentions and 

behavior: An application of the theory of planned behavior. Leisure Sciences, 

23(3), 165-178. 

Hsiao, T. Y., Chuang, C. M., Kuo, N. W., & Yu, S. M. F. (2014). Establishing 

attributes of an environmental management system for green hotel evaluation. 

International Journal of Hospitality Management, 36, 197–208. 

Hsu, C., Killion, L., Brown, G., Gross, M., & Huang, S. (2008). Tourism marketing: 

An Asian-Pacific perspective. Milton, Australia: John Wiley & Sons. 

Hu, H., Kandampully, J., & Juwaheer, T. D. (2009). Relationships and impacts of 

service quality, perceived value, customer satisfaction, and image: An empirical 

study. The Service Industries Journal, 29(2), 111-125. 

Hu, H. H., Parsa, H. G., & Self, J. (2010). The  dynamics of green restaurant 

patronage. Cornell  Hospitality Quarterly, 51(3), 344-362.  

http://www.hotel-online.com/News/PR20023rd/Jul02%20IHEI.html
http://www.hotel-online.com/News/PR20023rd/Jul02%20IHEI.html


268 

 

Hu, Y. Z., & Ritchie, J. R. B. (1993). Measuring destination attractiveness: A 

contextual approach. Journal of Travel Research, 32(2), 25-34. 

Hu, W., & Wall, G. (2005). Environmental management, environmental image and 

the competitive tourist attraction. Journal of Sustainable Tourism, 13(6), 617-

635. 

Huber, F., Herrmann, A., & Morgan R. E. (2001). Gaining competitive advantage 

through customer value oriented management. Journal of Consumer Marketing, 

18(1), 41-53. 

Inkabaran, R., Jackson, M., & Chhetri, P. (2004). Segmentation of resort tourists: A 

study on profile differences in selection, satisfaction, opinion and preferences. 

In Proceedings of the New Zealand Tourism and Hospitality Research 

Conference 2004 (pp. 136-145).  

Jain, S. K., &  Kaur,  G.  (2004). Green  marketing:  An  attitudinal  and  behavioural 

analysis of  Indian  consumer.  Global Business Review, 5(2), 187-205.  

Jang, S. C, & Ha, J. (2009). Perceived values, satisfaction, and behavioral intentions: 

The role of familiarity in Korean restaurants. International Journal of 

Hospitality Management, 1(3), 227-235. 

Jamal, A. S., Othman, N., & Muhammad, M. K. (2011). Tourist perceived value in a 

community-based homestay visit: An investigation into the functional and 

experiential aspect of value. Journal of Vacation Marketing, 17(1), 5-15.  

Jang, S., & Feng, R. (2007). Temporal destination revisit intention: The effects of 

novelty seeking and satisfaction. Tourism Management, 28(2), 580-590.  



269 

 

Jayanti, R. K., & Ghosh A. K. (1996). Service value determination: An integrative 

perspective. Journal of Hospitality and Leisure Marketing, 34(4), 5–25. 

Jayarman, K., Lin, S. K., Guat, C. L., & Ong, W. L. (2010). Does Malaysian tourism 

attract Singaporeans to revisit Malaysia? Journal of Business and Policy 

Research, 5(2), 159-179. 

Jeong, E. H., & Jang, S. C. (2010). Effects of restaurant green practices: Which 

practices are important and effective? In Caesars Hospitality Research Summit 

of Emerging Issues and Trends in Hospitality and Tourism Research in Las 

Vegas, Paper 13. 

Johnston (1998). The effect of intensity of dissatisfaction on complaining behavior. 

Journal Consumer Satisfaction, Dissatisfaction, and Complaint Behaviour, 11, 

69-77. 

José, A. C. & Jaime, B. (2000). Environmental values, beliefs, and actions: A 

situational approach. Environment and Behavior, 32, 832-848. 

Juaneda, C. (1996). Estimating the probability of return visits using a survey of 

tourist expenditure in the Balearic Islands. Tourism Economics 2(4), 339-352. 

Juwaheer, T. D., Pudaruth, S. & Noyaux, M. M. E. (2012). Analysing the impact of 

green marketing strategies on consumer purchasing patterns in Mauritius. World 

Journal of Entrepreneurship, Management and Sustainable Development, 8(1), 

36-59. 



270 

 

Jyoti Sikka, Kainth, & Harsh, V. Verma. (2011). Consumption values: Scale 

development and validation. Journal of Advances in Management Research, 

8(2), 285-300. 

Kaiser, F.G., Woelfing, S. & Fuhrer, U. (1999) Environmental attitude and 

ecological behavior. Journal of Environmental Psychology, 19, 1-19. 

Kalafatis, S. P., Pollard, M., East, R., & Tsogas, M. H. (1999). Green marketing and 

ajzen's theory of planned behaviour: A cross-market examination. Journal of 

Consumer Marketing, 16(5), 441-460. 

Kandampully, J., & Suhartanto, D. (2000). Customer loyalty in the hotel industry: 

The role of customer satisfaction and image. International Journal of 

Contemporary Hospitality Management, 12(6), 346-351. 

Karp, D. G. (1996). Values and their effect on pro-environmental behavior. 

Environment and Behavior, 28(1), 111-133. 

Kassem, N. O., Lee, J. W., Modeste, N. N., & Johnston, P. K. (2003). Understanding 

soft drink consumption among female adolescents using the theory of planned 

behavior. Health Education Research, 18(3), 278-291. 

Kasim, A. (2004). Socio-environmentally responsible hotel business: Do tourists to 

Penang Island, Malaysia care? Journal of Hospitality and Leisure Marketing, 

11(4), 5-28. 

Kayat, K. (2002). Power, social exchanges and tourism in Langkawi - Rethinking 

residents’ perceptions. International Journal of Tourism Research, 4(3), 171-

191. 



271 

 

Kerlinger, F. N. (1986). Foundations of behavioral research (3rd ed.). Fort Worth, 

TX: Holt, Rinehart, and Winston. 

Kim, C. (2008). An empirical study on the integrated framework of e-CRM in online 

shopping: evaluating the relationships among perceived value, satisfaction, and 

trust based on customers' perspectives. Journal of Electronic Commerce in 

Organizations, 6(3), 1-19. 

Kim, Y., & Choi, S. M. (2005). Antecedents of green purchase behavior: An 

examination of collectivism, environmental concern, and PCE. Advances in 

Consumer Research, 32, 592. 

Kim, C., Zhao, W., & Yang, K. H. (2008). An empirical study on the integrated 

framework of e-CRM in online shopping: Evaluating the relationships among 

perceived value, satisfaction, and trust based on customers’ perspectives. 

Journal of Electronic Commerce in Organizations, 6(3), 1-19.  

Kim, K., Noh, J., & Jogaratnam, G. (2007). Multi-destination segmentation based on 

push and pull motives. Journal of Travel & Tourism Marketing. 21(2),19-32. 

Kim, Y. H., Kim, M. C., & Goh, B. K. (2011). An examination of food tourist’s 

behavior: Using the modified theory of reasoned action. Tourism Management, 

32(5), 1159–1165.  

Kirk, D. (1998). Attitudes to environmental management held by a group of hotel 

managers in Edinburgh. International Journal of Hospitality Management, 17, 

33-47. 



272 

 

Kirk, D. (1996). Environmental management for hotels. Oxford: Butterworth 

Heinemann Ltd. 

Klinger, E. (1971), Structure and functions of fantasy. New York: Wiley-

Interscience. 

Kothari, C. R. (2008). Research methodology: Methods and techniques. Chemistry. 

Retrieved from http://books.google.es/books?id=hZ9wSHysQDYC 

Koller, M., Floh, A., & Zauner, A. (2011). Further  insights into perceived value and 

consumer loyalty: A green’ perspective, Psychology and Marketing, 28(12) 

1154-1176. 

Koller, M. (2012). Consumer loyalty: A “green” perspective. Psychology & 

Marketing, 28(11), 1154–1176. 

Kotler, P., Bowen, J., & Makens, J. (1999). Marketing for hospitality and tourism 

(2nd ed.). Prentice-Hall, Upper Saddle River, NJ. 

Kozak, M. & Baloglu, S. (2011). Managing and marketing tourist destinations: 

Strategies to gain a competitive edge. New York: Routledge. 

Kozak, M., & Rimmington, M. (2000). Tourist satisfaction with Mallorca, Spain, as 

an off-season holiday destination. Journal of Travel Research, 38, 260-69. 

Kozak, M. (2001). Repeaters’ behavior at two distinct destinations, Annals of 

Tourism Research, 28(3), 784-807. 

http://books.google.es/books?id=hZ9wSHysQDYC


273 

 

Kozak, M. (2003). Measuring tourist satisfaction with multiple destination attributes. 

Tourism Analysis, 3(4), 229-240. 

http://dx.doi.org/10.3727/108354203108750076 

Krejcie, R., & Morgan, D. (1970). Determining sample size for research activities. 

Educational and Psychological Measurement, 30, 607-610. 

Kuo, Y. F., Wu, C. M., & Deng, W. J. (2009). The relationships among service 

quality, perceived value, customer satisfaction, and post-purchase intention in 

mobile value-added services. Computers in Human Behavior, 25(4), 887-896. 

Lai, A. W. (1995). Consumer values, product benefits and customer value: A 

consumption behavior approach. Advances in Consumer Research, 22(1), 381-

388. 

Lam, T., & Hsu, C. H. C. (2004). Theory of planned behavior: Potential travelers 

from China. Journal of Hospitality & Tourism Research, 28(4), 463–482. 

Lam, T., & Hsu, C. H. C. (2006). Predicting behavioral intention of choosing a travel 

destination. Tourism Management, 27(4), 589-599. 

Lapierre, J. (2000). Customer-perceived value in industrial contexts. Journal of 

Business & Industrial Marketing, 15(2/3), 122-145. 

Lakshmi, D. K. V. (2002). Environmental Management System ISO 14001 in hotel 

industry. 



274 

 

Laroche, M., Bergeron, J., & Barbaro-Forleo, G. (2001). Targeting consumers who 

are willing to pay more for environmentally friendly products. The Journal of 

Consumer Marketing, 18(6), 503-520.  

Lau, A. L. S., & McKercher, B. (2004). Exploration versus acquisition: A 

comparison of first-time and repeat visitors. Journal of Travel Research, 42(3), 

279-285.  

Lee, J.-S., Hsu, L.-T., Han, H., & Kim, Y. (2010). Understanding how consumers 

view green hotels: How a hotel's green image can influence behavioural 

intentions. Journal of Sustainable Tourism, 18(7), 901-914. 

Lee, M., Han, H.S., & Willson, G. (2011). The role of expected outcomes in the 

formation of behavioral intentions in the green-hotel industry. Journal of 

Travel&Tourism Marketing, 28(4), 840-855. 

Lee W. H., & Moscardo G. (2005). Understanding the impact of ecotourism resort 

experiences on tourists’ environmental attitudes and behavioral intentions. 

Journal of Sustainable Tourism, 13, 546-566. 

Lee, C. K., Yoon, Y. S., & Lee, S. K. (2007). Investigating the relationships among 

perceived value, satisfaction, and recommendations: the case of the Korean 

DMZ. Tourism Management, 28(1), 204-214.  

Lee, H. R., Jai, T. M., & Li, X. (2016). Guests’ perceptions of green hotel practices 

and management responses on Trip Advisor. Journal of Hospitality and 

Tourism Technology, 7(2), 182-199. 

http://www.emeraldinsight.com/author/Lee%2C+HyeRyeon


275 

 

Leonard, A. J. (2010). Toward a framework for the components of green lodging. 

Journal of Retail & Leisure Property, 9(3), 211-230. 

Lewis, R. C., & Chambers, R. E. (2000). Marketing Leadership in Hospitality. New 

York: Wiley. 

Li, J. W. J., & Carr, N. (2004). Visitor satisfaction. International Journal of 

Hospitality & Tourism Administration, 5(3), 31-48. 

Li, J.X. (2013). The effect of environmental awareness on consumers’ green 

purchasing: Mediating role of green perceived value. Verlag Berlin Heidelberg, 

12(1), 43-59. 

Li, X., Cheng, C. K., Kim, H. & Petrick, J. F. (2008). A systematic comparison of 

first-time and repeat visitors via a two-phase online survey. Tourism 

Management, 29(2), 278-293. 

Liljander, V. & Strandvik, T. (1997). Emotions in service satisfaction. International  

Journal Service Industry Managenagement, 8(2),148-169. 

Luchs, M. G., Naylor, R. W., Irwin, J. R., & Raghunathan, R. (2010). The 

sustainability liability: Potential negative effects of ethicality on product 

preference. Journal of Marketing, 74(5), 18-31. 

Maibach, E. (1993). Social marketing for the environment: Using information 

campaigns to promote environmental awareness and behavior change. Health 

Promotion International, 8(3), 209-224. 



276 

 

Mahesh, N. (2013). Consumers perceived value, attitude and purchase intention of 

green products. Management Journal, 12(1), 33-44. 

Malhotra, N. K., Hall, J., Shaw, M., & Oppenheim, P. P. (2008). Essentials of 

marketing research an applied orientation (2nd ed.). Australia: Pearson. 

Manaktola, K., & Jauhari, V. (2007). Exploring consumer attitude and behaviour 

towards green practices in the lodging industry in India. International Journal 

of Contemporary Hospitality Management, 19(5), 364-377. 

Mathieson A & Wall, G. (1982).Tourism: Economic, physical and social impacts, 

Longman, Harlow, UK. 

Mat Som, A. P., Mostafavi Shiazi, S. F., Marzuki, A., & Jusoh, J. (2011). A critical 

analysis of tourist satisfaction and destination loyalty. Journal of Global 

Management, 2(1), 178-183. 

McDaniel, S. W. & Rylander, D. H. (1993).Strategic green marketing, The Journal 

of Consumer Marketing, 10(3), 4-11. 

MacDonald, G. (2003). Environment: Evolution of a concept. The Journal of 

Environment Development, 12(2), 151-176. 

McDougall, G.H.G., & Levesque, T. (2000). Customer satisfaction with services: 

Putting perceived value into the equation. Journal Service Marketing, 14(5), 

392-341. 

McGehee, N. G., & Andereck, K. (2009). Volunteer tourism and the “volunteered”: 

The case of Tijuana, Mexico, Journal of Sustainable Tourism, 17(1), 39-51. 



277 

 

McKercher, B., & Wong, D. Y. Y. (2004). Understanding tourism behavior: 

Examining the combined effects of prior visitation history and destination 

status. Journal of Travel Research, 43(2), 171-179. 

Meade, B., & Pringle, J. (2001). Environmental management systems for Caribbean 

hotels and resorts: A case study of five properties in Jamaica. Journal of Quality 

Assurance in Hospitality and Tourism, 2(3/4), 149–159. 

Meyer, J. P., Allen, N. J., & Smith, C. A. (1993). Commitment to organizations and 

occupations: Extension and test of a three-component conceptualization. 

Journal of Applied Psychology, 78(4), 538. 

Mihalic, T. (2000). Environmental management of a tourist destination: A factor of 

tourism competitiveness. Tourism Management, 21, 65-78. 

Miles, M. P., & Covin, J. G.(2000).Environmental marketing: A source of reputation, 

competitive, and financial advantage, Journal of Business Ethics,  23, (3), 299-

311. 

Milfont, L., &  Duckitt, J. (2004). The structure of environmental attitudes: A first-

and second-order confirmatory factor analysis. Journal of Environmental 

Psychology, 24(3), 289-303.  

Millar, M., & Baloglu, S. (2011). Hotel guests’ preferences for green guest room 

attributes. Cornell Hospitality Quarterly, 52(3), 302-311. 

Milman, A., & Pizam, A. (1995). The role of awareness and familiarity with a 

destination: The central Florida case. Journal of Travel Research, 33(3), 21-27.  



278 

 

Mohr, K., Backman, K. F., Gahan, L. W. & Backman, S. J. (1993). An investigation 

of festival motivations and event satisfaction by visitor type. Festival 

Management and Event Tourism, 1(3), 89-97. 

Moliner, M. A., Sanchez, J., Rodriguez, R. M., & Callarisa, L. (2007). Relationship 

quality with a travel agency: the influence of the post-purchase perceived value 

of a tourism package. Tourism and Hospitality Research, 7(3-4), 194-211.  

Monroe K.B. (1991). Pricing – Making profitable decisions. New York: McGraw-

Hill. 

Monroe, K. B., & Chapman, J. D. (1987). Framing effects on buyers' subjective 

product evaluations. Advances in Consumer Research, 14, 193-197. 

Morgan, M., Lugosi, P., & Ritchie, J. R. B. (2010). The tourism and leisure 

experience consumer and managerial perspectives. United Kingdom: MPG 

Books Group Ltd. Great Britain. 

Morgil, I., Arda, S., Secken, N., Yavuz, S., & Oskay, O. O. (2004). The influence of 

computer assisted instruction on environmental knowledge and environmental 

awareness. Chemistry Education: Research and Practice, 5(2), 99-110. 

Morrison, D.G. (1979), Purchase intentions and purchase behavior. Journal of 

Marketing, 43(2), 65-74. 

Mostafa, M. (2006). Antecedents of Egyptian consumers’ green purchase intentions: 

A hierarchical multivariate regression model. Journal of International 

Consumer Marketing, 19(2), 97-126. 



279 

 

Murray, K. B, & Schlacter, J. L. (1990). The impact of services versus goods on 

consumers’ assessment of perceived risk and variability. Journal of the 

Academy of Marketing Science, 18(1), 51-65. 

Netemeyer, R.G., Maxham, J.G. & Pullig, C. (2005). Conflicts in the work-family 

interface: links to job stress, customer service employee performance, and 

customer purchase intent. Journal of Marketing, 69(2), 130-43. 

Ng, P. F. (2013). Antecedents of green brand equity: An integrated approach. Science 

Business Media Dordrecht, 12(2), 3-43. 

Ng, S., & Paladino, A. (2009). Examining the influences of intentions to purchase 

green mobile phones among young consumers: An empirical analysis. ANZMA, 

1-8. 

Nik Abdul Rashid, NR. (2009). Awareness of eco-label in Malaysia’s green 

marketing initiative. International Journal of Business and Management, 4(8), 

132-141. 

Norazah Mohd Suki, & Norbayah Mohd Suki (2015). Consumers’ environmental 

behaviour towards staying at a green hotel: Moderation of green hotel 

knowledge. Management of Environmental Quality: An International Journal, 

26(1), 103-117.  

Noypayak, W. (2009). Value dimensions of Thailand as perceived by U.K. tourists, 

RU. International Journal, 3(1), 141-154. 

Nunnally, J. C., & Berstein, I. H. (1994). Psychometric theory (3rd ed.). New York: 

McGraw-Hill. 



280 

 

Nunkoo, R. (2016). Toward a more comprehensive use of social exchange theory to 

study residents’ attitudes to tourism. Procedia Economics and Finance. 39, 588-

596. 

Oh, H. (2000). Diners’ perceptions of quality, value, and satisfaction: A practical 

viewpoint. Cornell Hotel and Restaurant Administration Quarterly, 41(3), 58-

66. 

Oh, H. (2003). Price fairness and its asymmetric effects on overall price, quality, and 

value judgements: the case of an upscale hotel. Tourism Management, 24, 397-

399. 

Oliver, R. L., & Desarbo, W. S. (1988).Response determinants in satisfaction 

judgments. Journal of Consumer Research, 14, 495-507. 

Oliver, R. L. (1997). Satisfaction: A behavioral perspective on the consumer. 

Boston: McGraw-Hill. 

Oppermann, M. (1997). First-time and repeat visitors to New Zealand. Tourism 

Management, 18(3), 177-181. 

Ostrom, A., & Iacobucci, D. (1995). Consumer trade-offs and the evaluation of 

services. Journal of Marketing, 59, 17-28. 

Paco, A. D., & Raposo, M. (2009). Green segmentation: An application to the 

Portuguese consumer market. Marketing Intelligence and Planning, 27(3), 364- 

379. 

Pallant, J. (2007). SPSS: Survival manual. New York: McGraw-Hill. 



281 

 

Pandža Bajs, I. (2013). Tourist perceived value, relationship to satisfaction, and 

behavioural intentions. The example of the croatian tourist destination 

dubrovnik. Journal of Travel Research, 1-13. 

Parasuraman, A. (1997). Reflection on gaining competitive advantage through 

customer value. Journal of the Academy of Marketing Science, 25(2), 154–161. 

Parasuraman, A., & Grewal, D. (2000) .The impact of technology on the quality-

value-loyalty chain: A research agenda. Journal of the Academy of Marketing 

Science, 28(1), 168-174. 

Patterson, P. G., & Spreng, R. A. (1997) .Modelling the relationship between 

perceived value, satisfaction and repurchase intentions in a business-to business. 

International Journal of Service Industry Management, 8(5), 414-434. 

Pavlou, P. A., & Fygenson, M. (2006). Understanding and predicting electronic 

commerce adoption: An extension of the theory of planned behaviour. MIS 

Quarterly, 30(1), 115-143. 

Payne, A., & Holt, S. (2001). Diagnosing customer value: Integrating the value 

process and relationship. British Journal of Management, 12(2), 159-182. 

Pedhazur, E. J., & Schmelkin, L. P. (1991). Measurement, design, and analysis: An 

integrated approach. Hillsdale, NJ: Lawrence Erlbaum Associates. 

Petrick, J. F. (2002). Experience use history as a segmentation tool to examine golf 

travellers' satisfaction, perceived value and repurchase intentions. Journal of 

Vacation Marketing, 8(4), 332-342. 



282 

 

Petrick, J. F. (2002). Development of a multi-dimensional scale for measuring the 

perceived value of a service. Journal of Leisure Research. 34(2), 119-134. 

Petrick, J. F. (2004). Are loyal visitors desired visitors? Tourism Management, 25(4), 

463–470. 

Petrick, J. F., & Backman, S.J. (2002a). An examination of the construct of perceived 

value for the prediction of golf travelers’ intentions to revisit. Journal of Travel 

Research, 41(1), 38–45. 

Petrick, J. F., Morais, D. D., & Norman, W. C. (2001). An examination of the 

determinants of entertainment vacationers’ intentions to revisit. Journal of 

Travel Research, 40(1), 41-48. 

Pierro, A., Mannetti, L., & Livi, S. (2003). Self-identity and the theory of planned 

behavior in the prediction of health behavior and leisure activity. Self and 

Identity, 2(1), 47-60. 

Pirani, S. I., & Arafat, H. A. (2014). Solid waste management in the hospitality 

industry: A review. Journal of Environmental Management, 146, 320-336. 

Punitha, S., & Azmawani, A. R. (2011). Antecedents of green purchasing behavior 

among Malaysian consumers. International Business Management, 5, 129-139. 

Rahman, I., Reynolds, D., & Svaren, S. (2012). How “green” are North American 

hotels? An exploration of low-cost adoption practices. International Journal of 

Hospitality Management, 31(3), 720-727. 



283 

 

Ramayah, T., Lee, J. W. C., & Mohamad, O. (2010). Green product purchase 

intention: Some insights from a developing country. Resources, Conservation 

and Recycling, 54(12), 1419-1427. 

Rashid, B. (2013). Post visit assessment: The influence of consumption emotion on 

tourist future intention. Journal of Business and Management, 9(3), 39–45. 

Rashid, N.A. (2009). Awareness of eco-label in Malaysia's green marketing 

initiative. International Journal of Business and Management, 4(8), 132-141. 

Rasoolimanesh, S. M., Dahalan, N., & Jaafar, M. (2016). Tourists’ perceived value 

and satisfaction in a community-based homestay in the Lenggong Valley World 

Heritage Site. Journal of Hospitality and Tourism Management, 26, 72-81. 

Rayan, C. (2002). From motivation to assessment. In C. Rayan (Ed.), The tourist 

experience (pp. 58-77). London: Continuum. 

Reid, L. J., & Reid, S. D. (1993). Communicating tourism supplier services: Building 

repeat visitor relationships. Journal of Travel & Tourism Marketing, 2(2/3), 3-

19. 

Reisinger, Y., & Turner, L. (1998). Cross-cultural differences in tourism: A strategy 

for tourism marketers. Journal of Travel & Tourism Marketing, 7(4), 79-106.  

Riadh, L. (2009). Service quality, emotional satisfaction, and behavioural intentions: 

A study in the hotel industry. Managing Service Quality, 19(3), 308-331. 

Ribeiro, E. A. (2008). A perspectiva da entrevista na investigação qualitativa. 

Evidência, 4, 129-148. 

https://www.highbeam.com/doc/1G1-458602737.html
https://www.highbeam.com/doc/1G1-458602737.html
https://www.highbeam.com/doc/1G1-458602737.html


284 

 

Richins, M. L. (1997). Measuring emotions in the consumption experience. Journal 

of Consumer Research, 24(2), 127–146.  

Reichheld, F. F., & Sasser W. E. (1990). Zero defections: Quality comes to services. 

Harvard Business Review, September-October, 105-111. 

Ritov, I., & Kahnemann, D. (1997). How people value the environment: Attitudes 

versus economic value. In M. H. Bazermann, D. M. Messick, A. E. Tenbrunsel, 

& K. A. Wade-Benzoni (Eds), Environment, ethics, and behaviour (pp. 33-51). 

San Francisco, CA: The New Lexington Press. 

Rizwan, M., Mahmood, U., & Siddiqui, H. (2014). An empirical study about green 

purchase intentions. Journal of Sociological Research, 5(1), 290-305. 

Robinot, E., & Giannelloni, F. L. (2010). Do hotels ‘green’ attributes contribute to 

customer satisfaction? Journal of Service Marketing, 24(2), 157-169. 

Roberts, J.A. (1996).Green consumers in the 1990s: Profile and implications for 

advertising, Journal of Business Research, 36(15),  217-231. 

Remenyi, D., Williams, B., Money, A., & Swartz, E. (1998). Doing research in 

business and management. London: SAGE Publications. 

Rokeach, M. (1973). The nature of human values. New York: Free Press. 

Roscoe, J. T. (1975). Fundamental research statistics for the behavioural sciences 

(2nd ed.) New York: Holt Rinehart & Winston. 

Russell, J. A., & Pratt, G. (1980). A description of the affective quality attributed to 

environments. Journal of Personality and Social Psychology. 38(2), 311-322. 



285 

 

Ryu, K., Han, H., & Kim, T. H. (2008). The relationships among overall quick-

casual restaurant image, perceived value, customer satisfaction, and behavioral 

intentions. International Journal of Hospitality Management, 27(3), 459-469.  

Ryu, K., & Han, H. (2010). Influence of the quality of food, service, and physical 

environment on customer satisfaction and behavioral intention in quick-casual 

restaurants: Moderating role of perceived price. Journal of Hospitality & 

Tourism Research, 34(3), 310-329. 

Ryu, K., Lee, H., & Kim, W. (2012). The influence of the quality of the physical 

environment, food, and service on restaurant image, customer perceived value, 

customer satisfaction, and behavioral intentions. International Journal of 

Contemporary Hospitality Management, 24(2), 200-223. 

Rys, M. E., Fredericks, J. O., & Luery, D. A. (1987). Value = quality? Are service 

value and service quality synonymous: A decompositional approach. In: C. 

Surprenant (Ed.), Add value to your service: The key to success (pp. 25-28). 

Chicago: American Marketing Association. 

Sanchez, J., Callarisa, L., Rodriguez, R. M., & Moliner, M. A. (2006). Perceived 

value of the purchase of a tourism product. Tourism Management, 27(3), 394-

409. 

Sánchez, F., Raquel,  Iniesta, B., & Ángeles, M. (2007). The concept of perceived 

value: a systematic review of the research. Marketing Theory, 7(4), 427-451. 

Sandstrom, S., Edvardsson, B., Kristensson, P., & Magnusson, P. (2008). Value in 

use through service experience. Managing Service Quality. 18(2).112-126. 



286 

 

Saunders, M. N., Saunders, M., Lewis, P., & Thornhill, A. (2011). Research methods 

for business students (5th ed.). England: Pearson Education Limited. 

Schiffman, L. G., & Kanuk, L. L. (1987). Consumer behavior (3rd ed.). Englewood 

Cliffs, New Jersey: Prentice-Hall. 

Schubert, F. (2008). Exploring and predicting consumers’ attitudes and behaviours 

towards green restaurants (Master’s dissertation). The Ohio State University, 

Ohio. 

Schultz, P. W., & Zelezny, L. (1999). Values as predictors of environmental 

attitudes. Journal of Environmental Psychology, 19(3), 255-276. 

Schwartz, S. H. (1990). Individualism-collectivism: Critique and proposed 

refinements. Journal of Cross-Cultural Psychology, 21(2), 139-157. 

Schwartz, S. H. (1994). Are there universal aspects in the structure and contents of 

human values? Journal of Social Issues, 50(4), 19-45. 

Sekaran, U., & Bougie, R. (2010). Research methods for business: A skill building 

approach (5th ed.). New Delhi: Wiley India. 

Shanka, T., & Phau, I. (2008). Tourism destination attributes: What the non-visitors 

say - higher education students’ perceptions. Asia Pacific Journal of Tourism 

Research, 13(1), 81-94. 

Sheth, J. N., Newman, B. L., & Gross, B. L. (1991). Why we buy what we buy a 

theory of consumer behaviour. Journal of Business Research. 22(2), 159-170. 



287 

 

Shoemaker, S., & Lewis, R. C. (1999). Customer loyalty: The future of hospitality 

marketing. International Journal of Hospitality Management, 18, 345-370. 

Shrum, L. J., McCarty, J. A., & Lowrey, T. M. (1995). Buyer characteristics of the 

green consumer and their implications for advertising strategy. Journal of 

Advertising, 24(2), 71-76. 

Simmons, D., & Widmar, R. (1990). Motivations and barrier to recycling: Towards a 

strategy for public education. Journal Environment Education, 22, 13-18. 

Sirakaya, E. Teye, V., & Sonmez, S. (2002). Understanding residents support for 

tourism development in the central region of Ghana. Journal of Travel 

Research, 4(1), 57-67. 

Sloan, P., Legrand, W., & Chen, J. S. (2004). Factors influencing German hoteliers' 

attitudes towards environmental management. Advances in Hospitality and 

Leisure, 1, 179-188. 

Solomon, M. R. (1999). Consumer behavior: Buying, having, and being (4th ed.). 

Upper Saddle River, New Jersey: Prentice-Hall. 

Sonmez, S. F., & Graefe, A. R. (1998). Determining future travel behavior from past 

travel experience and perceptions of risk and safety. Journal of Travel 

Research, 37(2), 171-177. 

Soontayatron, S. (2013). Thai interpretation of socio-cultural impacts of tourism 

development in beach resort. American Journal of Tourism Management, 2(2), 

29-35. 



288 

 

Soultana, K. (2012). Current and future trends in tourism and hospitality. The case of 

Greece. International Journal of Economic Practices and Theories, 2,(1). 

Steenkamp, J. B. E. (2006). How country characteristics affect the perceived value of 

web sites. Journal of Marketing, 70, 136–150. 

Steenkamp, J. B. E. M., & Geyskens, I. (2006). How country characteristics affect 

the perceived value of web sites, Journal of Marketing, 70(3), 136-150. 

Stern, P. C., & Dietz, T. (1994). The value basis of environmental concern. Journal 

of Social Issues, 50(3), 65-84. 

Stern, P. C., Dietz, T., & Guagnano, G. A. (1995). The new ecological paradigm in 

socialpsychological context. Environment and Behavior, 27(6), 723-743. 

Stern, P. C., Dietz, T., Kalof, L., & Guagnano, G. A. (1995). Values, beliefs, and 

pro-environmental action: Attitude formation toward emergent objects. Journal 

of Applied Social Psychology, 25(18), 1611-1636. 

Stone, G., James, H. B., Cameron, M. (1995). ECOSCALE: A scale for the 

measurement of environmentally responsible consumers. Psychology & 

Marketing, 12(7), 595-612. 

Straughan, R. D., & Roberts, J. A. (1999). Environmental segmentation alternatives: 

A look at green consumer behavior in the new millennium. Journal Consumer 

Marketing, 16(6), 558-575. 

Sun-Hwa, K., Kiwon, L., & Ann, F. (2017) .The review of “green” research in 

hospitality, 2000-2014: Current trends and future research 

http://www.emeraldinsight.com/author/Kim%2C+Sun-Hwa
http://www.emeraldinsight.com/author/Lee%2C+Kiwon
http://www.emeraldinsight.com/author/Fairhurst%2C+Ann


289 

 

directions, International Journal of Contemporary Hospitality Management, 

29(1), 226-247. 

Sweeney, J. C., & Soutar, G. (2001). Consumer perceived value: The development of 

multiple itemscale. Journal of Retailing, 77(2), 203-220. 

Sweeney, J. C., Soutar, G. N. & Johnson, L. W. (1999). The role of perceived risk in 

the quality-value relationship: A study in a retail environment. Journal of 

Retailing, 75(1), 77-105.  

Swinyard, W. R. (1993). The effect of mood, involvement, and quality of store 

experience on shopping intentions. Journal of Consumer Research, 20, 271-281. 

Tadajewski, M., & Tsukamoto, S. W. (2006). Anthropology and consumer research: 

Qualitative insights into green consumer behavior. Qualitative Market Research 

International Journal, 9, 8-25.  

Tanner, C., & Wölfing Kast, S. (2003). Promoting sustainable consumption: 

Determinants of green purchases by Swiss consumers. Psychology & 

International Strategic Management Review 3, 883-902. 

Tapachai, N., & Waryszak, R. (2000). An examination of the role of beneficial image 

in tourist destination selection. Journal of Travel Research, 39, 37-44. 

Taufiquea, K. M. R., Siwarb, C., Chamhuric, N., & Sarah, F. H. (2016). Integrating 

general environmental knowledge and eco-label knowledge in understanding 

ecologically conscious consumer behavior. Procedia Economics and Finance, 

37, 39-45. 



290 

 

Teas, R. K., & Agarwal, S. (2000). The effects of extrinsic product cues on 

consumers' perceptions of quality, sacrifice, and value. Journal of the Academy 

of Marketing Science, 28(2), 278-290. 

Thorbjornsen, H., Pedersen, P. E., & Nysveen, H. (2007).This is who I am: Identity 

expressiveness and the theory of planned behaviour. Psychology and Marketing, 

24(9), 763-785. 

Tilikidou, I., & Delistavrou, A. (2006). Types and influential factors of consumers' 

non purchasing ecological behaviours. Business Strategy and the Environment, 

18. 61-78. 

Tinsley, S., & Pillai, I. (2006). Environmental management systems: Understanding 

organisational drivers and barriers. London: Earthscan. 

Tolmie, A., Muijs, D., & McAteer, E. (2011). Quantitative methods in educational 

and social research using SPSS. London, UK: Open University Press. 

Tourism Malaysia (2015). Tourism Malaysia statistics. Retrieved  from 

http://mytourismdata.tourism.gov.my/?page_id=232#!range=year 

Trochim, W. M. K., & Donnelly, J. P. (2008). Research methods knowledge base (3rd 

ed.). Sydney: Cengage Learning. 

Tsen, C., Phang, G., Hasan, H., & Buncha, M. R. (2006). Going green: A study of 

consumers’ willingness to pay for green products in Kota Kinabalu. 

International Journal of Business and Society, 7(2), 40-54. 



291 

 

Tzschentke, N. A., Kirk, D., & Lynch, P. A. (2008). Going green: Decisional factors 

in small hospitality operations. International Journal of Hospitality 

Management, 27(1), 126-133. 

Um, S., Chon, K., & Ro, Y. H. (2006). Antecedents of revisit intention.  Annals of 

Tourism Research, 33(4), 1141-1158. 

Vandermerwe, S., & Oliff, M.D. (1990). Customers drive corporations green. Long 

Range Planning, 23, 10–16. 

Vernon, J., Essex, S., Pinder, D., & Curry, K. (2003). The ‘greening’ of tourism 

microbusinesses: Outcomes of focus group investigations in South East 

Cornwall. Business Strategy and the Environment, 12(1), 49–69. 

Vining, J., & Ebreo, A. (1992). Predicting recycling behaviour from global and 

specific environmental attitudes and changes in recycling opportunities. Journal 

of Applied Social Psychology, 22(20), 1580-1607.  

Wahid, N. A., Rahbar, E., & Tan, S. S. (2011). Factors influencing the green 

purchase behavior of Penang environmental volunteer. International Business 

Management, 5(1), 38-49. 

Wahida Ayob, Hamidi Ismail, & Tuan Rokiyah Syed Hussain (2004). Sokongan dan 

penglibatan masyarakat kearah pemantapan pengurusan alam sekitar mampan. 

Seminar Kebangsaan Geografi dan Alam Sekitar. Bangi: Universiti Kebangsaan 

Malaysia. 

Walker, J. R. (2006). The introduction to hospitality (7th ed.). Person Prentice Hall, 

New Jersey. 



292 

 

Walle, A. H. (1997). Quantitative versus qualitative tourism research, Annals of 

Tourism Research, 24(3), 524–36. 

Wang, Y. G., Lo, H. P., Chi, R. Y. & Yang, H. H. (2004). An integrated framework 

for customer value and customer-relationship-management performance: A 

customer-based perspective from China, Managing Service Quality, 14(2/3) 

169-182. 

Weaver, D., & Lawton, L. (2002). Tourism Management (2nd ed.). Milton, Qld: Jhon 

Wiley & Sons Australia, Ltd. 

Wiener, J. L., & Sukhdial, A. (1990). Recycling of solid waste: Directions for future 

research, In A. Parasuraman et al. (Eds.). AMA Summer Educators' Conference 

Proceedings, American Marketing Association 1 (pp. 389-392). Chicago:IL. 

Wilkie, W. L. (1994). Consumer behavior (3rd ed.). New York: John Wiley & Sons. 

Williams, P., & Soutar, G. N. (2000). Dimensions of customer value and the tourism 

experience: An exploratory study. Retrieved from 

http://smib.vuw.ac.nz:8081/www/ANZMAC2000/CDsite/papers/w/William3.pd

f. 

Williams, C., & Buswell, J. (2003). Service quality in leisure and tourism. CABI. 

Retrieved from http://dx.doi.org/10.1079/9780851995410.0000 

Wolfe, K. L., & Shanklin, C. W. (2001). Environmental practices and management 

concerns of conference center administrations. Journal of Hospitality & 

Tourism Research, 25(2), 209–216. 

http://smib.vuw.ac.nz:8081/www/ANZMAC2000/CDsite/papers/w/William3.pdf
http://smib.vuw.ac.nz:8081/www/ANZMAC2000/CDsite/papers/w/William3.pdf


293 

 

Woodruff, R. (1997). Customer value: The next source of competitive advantage. 

Journal of the Academy of Marketing Science, 25(2), 139–153. 

World  Travel  and  Tourism  Council,  World  Tourism  Organization  and  Earth  

Council.    (1995) .Agenda   21   for   the   Travel   and   Tourism   Industry:   

Towards   Environmentally   Sustainable Development.  London: WTTC  

Xiang, Z., & Gretzel, U. (2010). Role of social media in online travel information 

search. Tourism Management, 31(2), 179-188. 

Yang, Y., & Chan, A. (2010). A hierarchical approach to measure service 

performance in the resort hotel’s service encounters. Journal 

of Tourism, Hospitality & Culinary Arts. Retrieved from 

http://www.jthca.org/Download/pdf/V2%2520IS1/chap%25206.pdf. 

Yang, J., & Youngtae, K. (2015). Developing multi-dimensional green value: 

Extending Social Exchange Theory to explore customers’ purchase intention in 

green hotels – evidence from Korea. International Journal of Contemporary 

Hospitality Management, 27(2), 308-334. 

Yesawich, P., 1997. The myth of the loyal quest. Lodging Hospitality, 53(11), 18. 

Yin, R. K. (2003). Case study research: Design and methods (3rd ed.). Thousand 

Oaks, CA: Sage. 

Young, N., & Jang, S. (2007). Does food quality really matter in restaurants? Its 

impact on customer satisfaction and behavioral intentions, Journal of 

Hospitality & Tourism Research, 31(3), 387-410. 

http://www.jthca.org/Download/pdf/V2%2520IS1/chap%25206.pdf


294 

 

Yonggui, W., Hing, P., Lo, Renyong, C., & Yongheng, Y. (2004). An integrated 

framework for customer value and customer-relationshipmanagement 

performance: a customer-based perspective from China. Managing Service 

Quality, 14(2), 169-182.  

Yoon, Y., & Uysal, M. (2005). An examination of the effects of motivation and 

satisfaction on destination loyalty: A structural model. Tourism Management, 

26, 45-56. 

Yoon, Y., Gursoy, D., & Chen, J. (2001). Validating a tourism development theory 

with structural equation modeling. Tourism Management, 22(4), 363-372. 

Yuksel, A. (2001). Managing customer satisfaction and retention: A case of tourist 

destinations, Turkey. Journal of Vacation Marketing, 7(2), 153-168.  

Yusof, Z. B. & Jamaludin, M. (2013). Green approaches of Malaysian green hotels 

and resorts. Procedia - Social and Behavioral Sciences, 85, 421–431. 

Zabkar, V., Brenc, M. M., & Dmitrovic, T. (2010). Modelling perceived quality, 

visitor satisfaction and behavioural intentions at the destination level. Tourism 

Management, 31(4), 537-546.  

Ziadat A. H. (2010). Major factors contributing to environmental awareness among 

people in a third world country Jordan. Environ Dev Sustain, 12, 135-145. 

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means–

end model and synthesis of evidence. Journal of Marketing, 52, 2–22. 



295 

 

Zhuang, W., Cumiskey, K. J., Xiao, Q., & Alford, B. L. (2010). The impact of 

perceived value on behavior intention: An empirical study. Journal of Global 

Business Management, 6(2), 1-7. 

Zikmund, W. (2010). Business research methods. Mason, OH: Southwestern. 

Zuckerman, M. (1994). Behavioural expressions and biosocial bases of sensation 

seeking. Cambridge: Cambridge University Press.  

 

 

 

 

 

 

 

 

 

 

  



296 

 

 

 

 

 

 

 

APPENDIX 1 

 

 

 

 

 

 

 

 

 

 

  

 

QUESTIONNAIRE AND COVER LETTERS 

 



297 

 

 

QUESTIONNAIRE 

 

The Mediation Effect of Perceived Value on the Relationship between 

Environmental Concerns and Revisit Intentions of Green Resort in Malaysia. 

 

Dear Survey  Respondent, 

I am Nor Rabiatul Adawiyah Nor Azam, a doctoral student from the School of 
Tourism, Hospitality and Environmental Management, University Utara Malaysia, 
Kedah. 

I am conducting a study on customers’ intention to revisit green resorts. The purpose 
of the study is to explore the influence of environmental concerns and perceived 
value in green resorts. The questionnaire is to be completed on an individual basis. 

Your time and effort in participating in this study is extremely important and 
sincerely appreciated. It should take approximately 15-20 minutes to complete the 
enclosed questionnaire. Your responses will be strictly confidential and used for 
research purpose only.  
 
Thank you for contributing your valuable time and efforts for this important study. 
Questions about this study should be directed to Nor Rabiatul Adawiyah Nor Azam 
at 013-4263718 or e-mail me at rabiatulnorazam@gmail.com. 

Sincerely, 

 

NOR RABIATUL ADAWIYAH NOR AZAM 

Doctoral Candidate  

Universiti Utara Malaysia 

 

mailto:rabiatulnorazam@gmail.com
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Note: “Green” is defined as “environmentally friendly”. Green or environmentally 

friendly hotels voluntarily provide eco-friendly products and services .For example, 

they have started green practices such as reusing towels and linens, recycling and 

making efforts to save water and energy. 

Section 1: Please answer the following questions 

1. Are you aware that the resort that your stay is green resort?  

□ Yes     

□  No  

2. Are you aware of the green practice in this resort? 

□ Yes     

□  No  

3. Do you usually search for a green resort first, before your make a booking? 

Never —1—2—3—4—5—6—7—Very often 

 

4. Have you ever stayed at a green resort? 

Never—1—2—3—4—5—6—7—Very often 

 

5. Is it important to you to stay in a green resort? Please circle the appropriate 

number. 

Least important —1—2—3—4—5—6—7—very important 

 

6. How much are you concerned about environmental issues? Please circle the 

appropriate number. 

Not at all concerned—1—2—3—4—5—6—7—Extremely concerned 
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SECTION 2: ENVIRONMENTAL CONCERN 

Section 2a: This section queries about your environmental knowledge. Please circle 

the scores based on the scale below: 

Strongly disagree —1—2—3—4—5—6—7—strongly agree  

①  Environmental knowledge  

1 I know the meaning of the term “green resort”. 1 2 3 4 5 6 7 

2 I know the meaning of the term “eco-friendly.” 1 2 3 4 5 6 7 

3 I know the meaning of the term “organic.” 1 2 3 4 5 6 7 

4 I know the meaning of the term “recycled.” 1 2 3 4 5 6 7 

5 I know the meaning of the term “energy-efficient.” 1 2 3 4 5 6 7 

 

Section 2b: This section asks about your environmental awareness. Please circle the 

scores based on the scale below: 

Strongly disagree—1—2—3—4—5—6—7—strongly agree 

② Environmental awareness 

1 I use environmentally friendly products. 1 2 3 4 5 6 7 

2 I recycle at home. 1 2 3 4 5 6 7 

3 I am interested in learning something new about 

environmental issues. 

1 2 3 4 5 6 7 

4 I often think about whether my actions harm the 

natural world. 

1 2 3 4 5 6 7 

5 I prefer to stay at green resort that has environmental 

labels.  

1 2 3 4 5 6 7 

6 I always looks for environmental symbols and slogans 

in marketing campaign. 

1 2 3 4 5 6 7 
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SECTION 3: PERCEIVED VALUE  

Section 3: This section requests for your perceived value dimensions (functional 

value, social value, emotional value and epistemic value) of your visit. Please answer 

based on the following scale: 

Strongly disagree —1—2—3—4—5—6—7— Strongly agree 

③ Functional value  

1. Green resort has an acceptable standard of quality  1 2 3 4 5 6 7 

2. Green resort provide quality product and service 

consistently. 

1 2 3 4 5 6 7 

3. Green resort is well maintain. 1 2 3 4 5 6 7 

4. Green resort is reasonably priced. 1 2 3 4 5 6 7 

5. The product and services offered worth for the price 

charged. 

1 2 3 4 5 6 7 

6. I don’t mind paying a premium price for a green resort. 1 2 3 4 5 6 7 

 

Not at all important —1—2—3—4—5—6—7—Extremely important 

④ Social value  

1 Staying at green resort would help me feel acceptable. 1 2 3 4 5 6 7 

2. Staying at green resort would improve the way I am 

perceived  

1 2 3 4 5 6 7 

3. Staying at green resort would make a good impression 

on other people. 

1 2 3 4 5 6 7 

4. Staying at green resort would give social approval. 1 2 3 4 5 6 7 

 

Strongly disagree —1—2—3—4—5—6—7— Strongly agree 

⑤ Epistemic value 

1 I like to stay at green resort to discover experience 

something different. 

1 2 3 4 5 6 7 

2 Stay at green resort provides me novelty experience. 1 2 3 4 5 6 7 
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3 I like to stay at green resort to discover something new. 1 2 3 4 5 6 7 

4 I want to learn about being environmentally –friendly 

during stay at green resort. 

1 2 3 4 5 6 7 

 

When you think about your stay at this green resort, to what extent do you feel the 

following emotions? Please circle the scores based on the scale below: 

               I have not experienced                                           I have strongly 

The emotion at all    —1—2—3—4—5—6—7—experienced the emotion 

 

⑥ Emotional value 

1 Joy 1 2 3 4 5 6 7 

2 Happiness 1 2 3 4 5 6 7 

3 Excitement 1 2 3 4 5 6 7 

4 Calmness 1 2 3 4 5 6 7 

5 Surprise 1 2 3 4 5 6 7 

6 Relax 1 2 3 4 5 6 7 

7 Upset 1 2 3 4 5 6 7 

8 Frustrated 1 2 3 4 5 6 7 

9 Anger 1 2 3 4 5 6 7 

10 Sadness 1 2 3 4 5 6 7 

11 Boredom 1 2 3 4 5 6 7 

 

SECTION 4: REVISIT INTENTION  

Section 4: This section asks about your future revisit intentions. Please circle the 

scores based on the scale below: 

Not likely at all —1—2—3—4—5—6—7— Definitely 

1 How likely are you to say good or positive things 

about the green resort? 

1 2 3 4 5 6 7 

2 How likely are you to encourage others to visit the 

green resort? 

1 2 3 4 5 6 7 
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3 How likely are you to recommend green resort to 

others? 

1 2 3 4 5 6 7 

4 If the opportunities arise how likely are you to revisit 

green resort in future? 

1 2 3 4 5 6 7 

5 For your next trip, how likely are you to choose t green 

resort over other resorts? 

1 2 3 4 5 6 7 

 

SECTION 5: DEMOGRAPHIC PROFILE 

Section 5: Please answer the following questions about yourself. 

 

1.  Gender: 

□ Male 

□ Female  

2.   Age  Group:  

□ Below 25 

□ 26-40 

□ 41-55  

□ 56 or over  

 

3.   Nationality :   

□ Malaysian 

□ Other Nationality      Please specify: ……………………….. 

 

4.  Employment sector : 

□ Government  

□ Private  

□ Self-employed  

 

 5.Occupation:  

□ Executive 

□ Professional 

□ Business  

□ Other ……………………………………………. 
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6. Salary scale:  

□ RM1000 and below 

□ RM1001- RM2000 

□ RM2001-RM3000 

□ RM3001-RM4000 

□ RM4001 and above  

 

7.Purpose of staying:  

□ Leisure 

□ Business 

□ Business and Leisure 

□ Others……………………………………………. 

 

  8. Length of stay:  

 

□ 2 nights  

□ 3-4 nights 

□ 5-7 nights   

□ More than 7 nights 

 

   9. Party in the group:                              

 

□ Alone  

□ With partner/ spouse 

□ Family with children 

□ With parents  

□ With friends 

                        

      10. I know about green resort from: 

 

□ TV or newspaper 

□ Friends and relatives  

□ Internet  
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□ Travel/ Tour Agency  

□ Tourism Malaysia  

□ Own experience 

 

 

 

 

 

Your recommendation / comment regarding this questionnaire: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

End of Questionnaire  

Thank you for taking the time and for your cooperation 
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