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Abstract

This study focuses on analyzing the impact of tourists’ environmental behavior on
tourists’ intentions to stay at green hotels. Specifically, the study examines the inter-
relationship between the inter-personal factors — including connectedness to nature,
environmental concern, and environmental activities — and tourists’ intentions to stay
in green hotels. The study also explores the context factor of hedonic value when
using social media as a moderator of these impacts. Survey data were collected from
600 tourists in Vietnam and structural equation modeling (SEM) was performed to
test the research model. The results show that customers' environmental concern and
environmental activities both play mediating role in the relationship between
connectedness to nature and intention to stay at green hotels. In addition, hedonic
value when using social media moderates the relationship between environmental
concern and environmental activities on intention to stay at green hotels, but not the
direct relationship between connectedness to nature and intention to stay at green
hotels. These findings have important implications for policies on promoting green
hotel behaviors.
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Introduction

Tourism is one of the most important sectors of the global economy, contributing
significantly to the world's GDP (Gamage et al., 2020) and is an effective tool to
promote economic growth in many countries. Within the sector, the hotel industry is
one of the biggest employment and economic value creating drivers (World Tourism
Organization, 2020). However, there are environmental issues facing the hotel industry.
The industry consumes a lot of natural resources (World Tourism Organization, 2020;
Al-Aomar and Hussain, 2017), emits much CO2 (UNWTO, 2022), pollutes the
environment, and harms natural habitat (Nicolae and Sabina, 2012). As a result, green
hotels, i.e. environmentally friendly hotels, have become increasingly popular (Fauzi et
al., 2022) and more travelers now have the intention to stay at green hotels (Fauzi et al.,
2022; Wang et al., 2021).

The extant literature has indicated several predictors of customers’ intention to stay at
green hotels (hereafter ISGH). A number of research pointed out internal factors that
influence ISGH, including connectedness to nature, personality, environmental
concern, and attitude (Sulphey and Faisal, 2021, Park and Lin, 2020; Martin et al., 2020;
Felix et al., 2018), while others identified external factors including environment
problems or norms (Mark and Law, 2015; Han et al., 2010). Indeed, several studies
have argued that the motivational pre-requisite of feeling connected to nature is
important for consumers’ participation in pro-environmental behavior (Richardson et
al., 2020). However, research on the inter-relationship between internal factors and
ISGH is limited. Based on the Theory of planned behavior (TPB) and Norm activation
theory, this study fills the literature gap by examining the mediating role of
environmental concern and environmental activities on the relationship between nature
connectedness and ISGH.

Moreover, almost all customers nowaday use social media to search for information, be
it about the environment or about the hotels. Particularly, when customers derive
happiness (i.e. hedonic value) from using social media, their positive behavior can be
stimulated, affecting their purchase intention (Lu and Hsiao, 2010). Guest exposes
different respond in the different referents and contexts (Chomvilailuk and Butcher,
2023). Several hospitality studies have attempted to examine the role of guest
engagement in green activities on social media platforms. However, there is a lack of
salient studies on customer engagement for the hedonic context of ISGH. Dolnicar et
al. (2017) suggested that further studies should investigate the self-oriented benefits of
hedonic value to guests. Thus, this study also examines the contextual factor of hedonic
value as a moderator in the relationships between personal green factors and ISGH.

Overall, our research contributes to the existing literature by examining the inter-
relationship between tourists’ internal factors (environmental concern, environmental
activities, and connectedness to nature) and their intention to stay at green hotels and
the moderating role of social media users’ hedonic value. Moreover, most of the
previous research on ISGH was developed and tested in the context of Western
countries (Wang and Wong, 2020). Our study focuses on Vietnam, an up-coming travel
destination in Asia, where the number of recognized green hotels is growing . This can
provide the literature with a distinct perspective on the topic.

The paper is organized as follows. First, relevant literature is reviewed and appropriate
hypotheses are proposed. Next, research methodology and results are presented. After
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discussions, theory contributions and practical implications of these findings on Asian
market are explained.

Literature Review
Theoretical Background

The Theory of planned behavior (TPB) was first introduced by Ajzen (1985) to
overcome limitations in explaining behaviors that are out of control or when individuals
do not have full control over the situation. According to the TPB, behavioral intention
is not only affected by attitudes and subjective norms but also by perceived behavioral
control. Previous studies have employed the TPB and its extended version to explore
the main predictors of customers’ intention to stay at green hotels (Fauzi et al., 2022;
Wang et al., 2021; Ahn and Kwon, 2020; Chen and Tung, 2014). For example, Chen
and Tung (2014)’s extended TPB model includes environmental concerns and
perceived moral obligations. Fauzi et al. (2022) integrate the TPB and the Norm
activation theory to develop their model. Some other studies have shown that the
psychological characteristics of consumers (such as environmental concerns,
environmental knowledge, environmental awareness, environmental activities...)
affect green behavioral intentions (Wang and Wong, 2020; Bashir et al., 2019; Han et
al., 2019; Han et al., 2010). Although a variety of studies use different theories to
understand green consumers’ behavior, there is a need for a comprehensive theory to
predicting customers’ buying behavior for green hotels (Han, 2020). Notably, an
integrative theoretical model based on the Norm activation model and the TPB has
attracted the attention of several scholars in green consumer behavior. For instance,
Meng et al. (2020) have adopted the two theories to investigate travelers’ re-
participation intention to volunteer tourism. Park and Ha (2014) also used this
combination for examining consumer recycling intention. Following these studies, our
research adopts the two theories to examine green factors influencing tourists’
behavioral intention toward green hotels.

Norm activation theory includes awareness of consequences, accountability, and
personal norms as components that influence prosocial behavior for the environment
(Schwartz, 1977). The behavior of individuals in daily life includes consumption
activities that cause a lot of harm to the environment, and they can practice
environmentally friendly behaviors to reduce harm (Rosenthal and Ho, 2020). Norm
activation theory is the main theory considering environmental related factors affecting
the intention to stay at green hotels. According to Rosenthal and Ho (2020), Norm
activation theory refers to a progressive process in which the perception of
consequences along with the attribution of responsibility are viewed as antecedents that
directly elicit personal norms, leading to to a certain environmental protection behavior.
Fujii (2006) proposed that environmental concern creates a sense of responsibility for
performing a behavior, which in turn activates a personal norm or moral obligation to
perform that behavior. Therefore, in the vein of this theory, an individual's connection
to nature, interest in the natural environment, and active participation in
environmentally friendly behaviors are a useful predictor of behavior environmentally
conscious (Hou and Wu, 2021; Rahman and Reynolds, 2016; Han et al., 2010).

The TPB and Norm activation theory are used in this study because these theories have
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been shown to provide good explanations of consumer behavioral intention. The
integration of TPB and Norm activation theory will provide the theoretical foundation
from the perspective of the individual's planned behavior with added elements from
psychology and cognition related to the environment. Therefore, this study suggests
that two theories will predict the basic factors that determine consumers' intention to
stay at green hotels on an eco-friendly basis.

Hypothesis Development

Green hotels are accommodation establishments that engage in environmentally
friendly activities to protect natural resources, reduce waste and recycle materials
(Green Hotel Association, 2021; Rahman and Reynolds, 2016). Intention refers to the
level of conscious effort that the individual will make in approving his or her behavior.
It is an indicator of people's willingness to approach certain behavior and how much
effort they are trying to perform the given behavior (Ajzen, 1991). Intention to stay at
a green hotel refers to the willingness and ability of customers to choose a green hotel
to stay in their travel (Han et al., 2010). In the context of green hotel stay, behavior and
intention are originated from the relationship between people and the environment
under psychological attachment and towards nature (Rahman and Reynolds, 2016).

In particular, environmental concern reflects one's perception of environmental issues
(Hou and Wu, 2021). Environmental concern influences the intention to support the
environment by choosing ecological products and willing to pay higher than
conventional products that are not environmental- (Holmgren et al., 2017). In addition,
Felix et al. (2018) asserted that environmental concern is a factor influencing pro-
environmental behavior, green motivation, and sustainable consumer behavior.
Previous studies on green hotels show that environmentally conscious consumers are
more cautious about how businesses or hotel managers engage in green practices (Choi
et al., 2015). According to Hou and Wu (2021), consumers who are more concerned
about the environment are more likely to consume green products. In a same vein,
Sultana et al. (2022) empirically demonstrated that environmental concern has positive
impacts on customers’ green hotel visit intention. Therefore, environmental concern is
an important factor determining the behavior of tourists towards staying at green hotels.

H1 Environmental concern positively influences intention to stay at green hotels.

Connectedness to nature is defined as a measure of a person's emotional connection
with nature (Mayer and Frantz, 2004). Greater connection with the nature can lead to
people seeking more contact with nature (Martin et al., 2020). Engagement with nature
has been indicated to play a role in predicting pro-environmental behavior (Richardson
et al., 2020). In the context of green hotel, based on the TPB, Sinnappan et al. (2023)
found the relationship between environment concern, nature connectedness and green
purchase intention. According to Rahman and Reynolds (2016), customer commitment
to the environment increases when they feel psychologically connected and familiar
with nature. We propose that consumers who are more connected to nature may be more
interested in green hotel's services due to the presence of their environmental concern.
In other words, a high level of environmental concern can make consumers feel more
connected to nature and can bring about ISGH. Hence, the proposed hypotheses are:

H2 Nature connectedness positively influences intention to stay at green hotels.

Asian Journal of Business Research, Volume 14, Issue 2, 2024 28



Phan et al., 2024

H3 Environmental concern mediates the relationship between connectedness to nature
and intention to stay at green hotels

People have become aware of the fragility of the environment and the need to conserve
natural resources. Therefore, more and more individuals care about the environment
and engage in environmentally friendly activities (Han et al., 2010; Manaktola and
Jauhari, 2007). According to Laroche et al. (2001), people who are aware of the
importance of environmental activities will actively participate in such behaviors.
Similarly, Manaktola and Jauhari (2007) suggested that such “green customers” are
willing to behave in eco-ways in daily life and change their purchasing behavior in
favor of the environment. Some scholars suggested that tourists prefer staying at a green
hotel because they believe that doing so contributes to environmental protection (Huy
et al., 2023; Rahman and Reynolds, 2016). Huy et al. (2023) showed that when tourists
are more interested in environmental issues and have more motivation, opportunity, and
ability to process green information on social media, they have higher ISGH. In an
empirical study, Han et al. (2010) confirmed that the formation of ISGH can be different
between customers who regularly participate in environmentally activities and those
who occasionally do so. Similarly, Noor and Kumar (2014) also found that the more
engaged a tourist in environmental activities, the higher is his/her intention to choose a
green hotel.

Additionally, many studies have demonstrated that a sense of connection with nature is
an important factor leading to the development of environmental concerns and
responsible behaviors (Sulphey and Faisal, 2021; Martina et al., 2020; Mayer and
Frantz, 2004). This was confirmed by Whitburn et al. (2019) when they found a
profound relationship between connectedness to nature and pro-environmental
behavior. People with a connection to nature are more likely to engage in pro-
environmental behavior and in conservation activities. Based on these reasons, the next
proposed hypotheses are:

H4 Environmental activities positively influence intention to stay at green hotels.

H5 Environmental activities mediate the relationship between connectedness to nature
and intention to stay at green hotels

Hedonic value can be found in the mentally and emotionally stimulating interactions
between users on social media (Nambisan and Baron, 2009). Hedonic value affects the
purchase intention of customers (Lu and Hsiao, 2010). According to Perez-Vega et al.
(2018), hedonic value will lead to positive behavior and purchase intention for the
product/service interacted with when the customer uses social media. At the same time,
social media features may have a special ability to enhance a user's sense of connection
with nature. People who care about the environment and who are actively involved in
environmental activities are likely to seek, discuss, and share related contents on social
media. Tanford et al. (2020) argue that social media positively affects consumers'
evaluation of a sustainability-oriented hotel. In the same vein, Alsaad et al. (2023)
argued that customers with environmental concerns tend to pay attention to
environmental content on social media. Hence, green hotel managers can promote their
environmentally practices on social media to increase tourists’ intention to stay at their
hotels (Clark et al., 2023). When individuals care about the natural environment, they
are more likely to seek green information on social media and engage in
environmentally responsible actions (Line and Hanks, 2016). In this study, in order to

Asian Journal of Business Research, Volume 14, Issue 2, 2024 29



Phan et al., 2024

gain a deeper understanding of the moderating role of social media users’ hedonic value
on the relationship between connectedness to nature, environmental concern, and
environmental activities with ISGH, we propose the following hypotheses:

H6a Hedonic value moderates the influence of connectedness to nature on intention to
stay at green hotels.

H6b Hedonic value moderates the influence of environmental concern on intention to
stay at green hotels.

H6c Hedonic value moderates the influence of environmental activities on intention to
stay at green hotels.

Our research model is as below.

Figure 1: Research model

H3 (Mediator)

Environmental

/ concern (EC)

Connectedness to

Intention to stay at

nature (CN) green hotels (IN)
\ Environmental
activities (EA)
H5 (Mediator) Hedonic value (HV)

Methodology
Sampling and data collection

Research data were collected by convenient sampling method. Survey subjects include
people living in Hanoi, Da Nang and Ho Chi Minh City, which are major cities located
in the North, Central and South of Vietnam, a country with an emerging economy and
rapid industrialization where environmental issues has become increasingly urgent .
This study used two types of surveys, face-to-face and online. For the online survey,
the study used popular communication channels such as Zalo, Messenger and E-mail.

Data collection took place from January to March 2023, during which a total of 688
questionnaires were received. Checking for missing values and outliers resulted in the
elimination of 88 questionnaires, leaving 600 valid responses for data analysis. Table 1
presents the sociodemographic characteristics of the respondents. Out of 600 responses,
male respondents accounted for 52.5% and 47.5% were female. The majority of the
respondents were in the age group of 18-24 years old (49.7%) and 25-44 years old

Asian Journal of Business Research, Volume 14, Issue 2, 2024 30



Phan et al., 2024

(44.5%). In addition, 36.5% of the respondents were married and 63.5% were not
married.

Table 1: Demographic characteristics of respondents

Characteristics Frequency Pct (%)
Gender Male 315 525
Female 285 47.5
18-24 298 49.7
Age 25— 44 267 44.5
45 - 60 32 5.3
Above 60 3 0.5
Married 219 36.5

Marrital status )
Not married 381 63.5

Measures

The scale items are inherited from previous studies: Connectedness to nature (CN)
includes 11 items from Mayer and Frantz (2004) such as “I think of the natural world
as a community to which I belong” and “I often feel part of the web of life”.
Environmental concern (EC) has 5 items based on Mostafa (2009) such as “Humans
must live in harmony with nature in order to survive”. Environmental activities (EA)
include 3 items taken from Han et al. (2010) such as “When buying something wrapped,
I often check whether it is wrapped in recyclable material”. Intention to stay at green
hotels (IN) is composed of 3 items (Han et al., 2010) such as “I am willing to stay at a
green destination when traveling”. Hedonic value on social networks includes 4
questions according to Zhang et al. (2015) such as “My interactions on social media
platforms are enjoyable and relaxing”. A 7-point Likert scale is used, ranging from 1:
Strongly disagree to 7: Strongly agree. Table 2 describes the scale items in detail.

Table 2: Scale items

Code Items Source
Connectedness to nature (CN)

CN1 | often feel a sense of oneness with the natural world around me Mayer and

Frantz (2004)

CN2 | think of the natural world as a community to which | belong

CN3 | recognize and appreciate the intelligence of other living organisms

CN4 | often feel disconnected from nature

CN5 | often feel a kinship with animals and plants

CN6 | feel as though I belong to the Earth as equally as it belongs to me

CN7 I have a deep understanding of how my actions affect the natural
world

CN8 | often feel as a part of the web of life

CN9 Like a tree can be part of a forest, | feel embedded within the
broader natural world

CN10  When I think of my place on Earth, | consider myself to be a top
member of a hierarchy that exists in nature

CN11 | often feel like I am only a small part of the natural world around
me, and that | am no more important than the grass on the ground or
the birds in the trees
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Environmental concern (EC)

EC1 The balance of nature is very delicate and can be easily upset Mostafa (2009)
EC2 When humans interfere with nature, it often produces disastrous
consequences

EC3 Humans must live in harmony with nature in order to survive
EC4 Humans are severely abusing the environment
EC5 Humans have the right to rule over the rest of nature
Environmental activities (EA)
EAl | frequently use recycle boxes/bags Han et al.
(2010)
EA2 When buying something wrapped, | often check whether it is
wrapped in recyclable material
EA3 | frequently buy disposable products (e.g., plastic drinking straw,
knives, forks, and spoons; styrofoam cups)
Hedonic value (HV)
HV1 My interactions about green activities on social media platforms are ~ Zhang et al.
enjoyable and relaxing (2015)
HV2 | derive fun and pleasure from the interactions about green activities
on social media platforms
HV3 My interactions about green activities on social media platforms
entertain and stimulate my mind
HV4 | have enjoyment from green activities-related problem solving, idea
generation, and so on, on social media platforms
Intention to stay at green hotels (IN)

IN1 I am willing to stay at a green hotel when traveling Han et al.
(2010)

IN2 | plan to stay at a green hotel when traveling

IN3 I will make an effort to stay at a green hotel when traveling

Data analysis

SPSS 25.0 and AMOS 20.0 are used for data analysis. First, the scales were
evaluated by Cronbach's alpha coefficient, exploratory factor analysis (EFA), and
confirmatory factor analysis (CFA) to confirm its reliability, convergent validity,
discriminant validity, and composite reliability. Structural equation modeling (SEM)
was then used to test the structural relationships between the variables in our proposed
model.

Results
EFA and CFA Results

Cronbach's alpha coefficients of the scales range from 0.870 to 0.920, which is
appropriate (Hair et al., 2014) (see Table 3). However, for the scale of Connectness to
Nature, 3 items are removed due to having a total correlation coefficient below 0.3.
Those are CN4 “I often feel disconnected from nature”, CN10 I feel that all inhabitants
of Earth, human, and nonhuman, share a common life force”, and CN11 “Like a tree
can be part of a forest, I feel embedded within the broader natural world”. As a result,
5 factors with 23 items remained for EFA.
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EFA results show a KMO value of 0.942, which is above 0.5, and is significant at the
1% level. There are 5 factors extracted with the total variance extracted of 72.621%.
The items in the scales all have factor loads varying from 0.635 to 0.892, all above 0.5.
This proves that these scales explain the concepts well (Hair et al., 2014).

In addition, despite the application of remedial measures according to the research
design process (such as construction of the scale, design and validation of survey
questionnaires, anonymity of survey respondents), common method bias (CMB) can be
a problem, potentially affect the research results (Podsakoff et al., 2003). Therefore, the
Harman single-factor test was used to evaluate the statistical general method bias
(CMB) (Podsakoff et al., 2003). The test results show that there is no single dominant
factor accounting for most of the variance (5 factors have variances of 22.6, 15.11%,
14.21%, 10.6%, and 10.11% is less than the threshold value of 50%). Therefore, there
was no CMB in this study (Podsakoff et al., 2012).

CFA analysis conducted with 5 factors in the research model also showed that the
measurement model is a good fit: RMSEA = 0.045 < 0.08; CFI = 0.968; TLI = 0.972;
GF1=0.932 > 0.9; Chi-square = 483.546 (p < 0.001), CMIN/df =2.198 < 3 (Hair et al.,
2014). In addition, the (normalized) factor weights of the variables are statistically
significant (0.692 - 0.885; p < 0.001) and the correlations of the component concepts
combined with standard error all have p < 0.001 (Hair et al., 2014). At the same time,
the scales all reached the general reliability > 0.6; AVE > 0.5 (Hair et al., 2014) (Table
3) and the square-roots of AVEs are greater than the correlations. Therefore, the
measurement scale is reliable and valid.

Table 3: EFA and CFA results

Variable Cronbach> CR AVE 1 2 3 4 5
s Alpha

1. Connectedness to 0920 0921 0594 0.771

nature

2. Environmental 0.870 0.874 0583 0.559* 0.764
concern

3. Environmental 0.880 0.880 0.709 0.586* 0.514* 0.842
activities

4. Intention to stay at

green hotels 0.913 0.913 0.778 0.499* 0.501* 0.647* 0.882

5. Hedonic value 0.912 0.911 0.718 0.480* 0.472* 0.612* 0.656* 0.847

Note: Square roots of AVEs are in bold in the diagonal. * Denotes p-value<0.001.

SEM Result

Structural equation modeling (SEM) analysis is applied to estimate the research model.
SEM results show that CMIN/df=2.839; GFI=0.928; CFI=0.963;TLI=0.957
RMSEA=0.055, indicating that the model fits well (Doll et al., 1994; Hair et al., 2014).

The results of analysis of effects and testing of hypotheses are presented in Table 4.
The results show that both Environmental concern and Environmental activities of
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tourists have a significant impact on ISGH. The coefficient is 0.215 and 0.495,
respectively. This supports hypotheses H1 and H4.

The findings show that Connectedness to nature has an insignificant direct impact on
ISGH (p > 0.05). Therefore, hypothesis H2 is not supported. On the other hand, the
results confirm that Environmental concern mediates the relationship between
Connectedness to nature and ISGH (f = 0.123, p < 0.05). This supports hypotheses H3.
Moreover, the mediating effect of Environmental activities was found significant and
positive in considered relation between Connectedness to nature and ISGH (f = 0.296,
p < 0.05). In other words, Connectedness to nature has a statistically significant indirect
impact on ISGH ( = 0.419, p < 0.05). This supports hypotheses H5.

Regarding the moderating effects of social media users’ Hedonic value, the moderating
role of Hedonic value on the impacts of Environmental concerns and Environmental
activities of tourists on ISGH was significant. The coefficient is -0.065 and -0.075,
respectively. Thus, hypotheses H6b and H6c are supported. However, the moderation
effect of Hedonic value on the relationship between Connectedness to nature and ISGH
is insignificant (p > 0.05). As a result, hypothesis H6a is rejected.

Table 4: SEM results

Standardi
Hypo zed p-
thesis Path coefficient  value Result
(B)

Environmental concern = Intention to stay at

H1 0.215 0.000 Accepted
green hotels

H2 Connectedness with nature = Intention to stay 0.094 0.080 Not accepted
at green hotels

H3 Connectedness W!th nature = Environmental 0.123 0.000 Accepted
concern - Intention to stay at green hotels

Ha Environmental activities = Intention to stay at 0.495 0.000 Accepted
green hotels

H5 Connectedness with nature - Environmental 0.296 0.000 Accepted

activities = Intention to stay at green hotels
Hedonic value moderates the impact of

H6a Connectedness to nature on Intention to stay at -0.065 0.060 Not accepted
green hotels
Hedonic value moderates the impact of

H6b Environmental concern on Intention to stay at -0.075 0.045 Accepted
green hotels
Hedonic value moderates the impact of

H6c Environmental activities on Intention to stay at -0.084 0.015 Accepted
green hotels

Discussion
Our results confirm that Connectedness to nature has a strong influence on customers'

Environmental concern and Environmental activities. This means the level of
connection with nature can motivate customers to be more environmentally conscious
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and willing to act for the environment. In fact, the connection with nature possibly
makes customers feel at home, blending into the very natural freshness. Therefore,
customers see themselves as part of the natural environment and carry out specific
activities to protect nature as an act to also protect themselves. This result is consistent
with previous studies suggesting that connectedness with nature positively influences
environmental concerns and environmental activities of customers (Martin et al., 2020;
Gkargkavouzi et al., 2018; Rahman and Reynolds, 2016).

Our study highlights that customers' environmental concern and environmental
activities are two positive predictors of ISGH. This finding is consistent with the Norm
activation theory and previous findings by other researchers who suggested that when
consumers think that they should act responsibility with environmental or feel that they
have a moral obligation concerning the environmental, their pro-environmental
behavioral intention is enhanced (Hou and Wu, 2021; Setiawan, 2021; Han et al., 2010).
Our result can also be explained as follows. First, for people who care about the
environment, they want to provide good things to the environment. Second, when they
realize that green hotels also care and act for the environment in the hotels’ business
process, they see the interdependence between the hotel and themselves. Thus, the
intention to stay at these hotels will increase. However, our study shows that
connectedness to nature has no significant impact on ISGH. This finding is inconsistent
with the findings of Martin et al. (2020). The reason could be because the customer's
nature and the hotel's green environment do not have much in common. The above
results lead to our findings that environmental concern and environmental activities
mediate the relationship between nature connectedness and tourists’ intention. This
shows that feeling interconnected with nature leads to individual’s concern about
environment and engages them in environmental activities, which in turn results in a
higher tendency to choose green hotels.

Finally, our study examines the moderating role of social media users’ hedonic value
as an individual factor in predicting ISGH. The findings confirm the moderating role of
hedonic value on the effects environmental concern and environmental activities have
on intention to stay at green hotel. It can be seen that hedonic value has a negative
moderating effect. This indicates that if hedonic value increases, environmental concern
and environmental activities will have less impact on ISGH. The explanation could be
that hedonic value motivates customers to interact on social networks to generate
pleasure, stimulation, enjoyment, and knowledge acquisition and integration. This
outcome is consistent with the prior study by Martin-Consuegra et al. (2019), which
found that consumers with hedonic motivation may find a good mood when browsing
social media and more enjoyment when participate in social media discussion. Indeed,
hedonic customers are more inclined to pay attention to the recommendations made by
their social groups about green hotels. As a result, the impact by environmental concern
and environmental activities on ISGH become less pronounced. Our results also show
that hedonic value does not affect the relationship between connectedness to nature and
intention to stay at green hotels since this relationship itself is insignificant.

Theoretical Implications
Based on the Theory of planned behavior and the Norm activation theory, the current

study aims to determine the impact of connectedness to nature, environmental concern
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and environmentally activities on the intention to stay at green hotels. The moderating
role of hedonic value of social media users is also examined. To some extent, the
uniqueness of this study is that it considers the inter-relationships of individual factors
including connectedness to nature, environmental concern and environmental activities
on explaining tourists’ intention to stay at green hotels. The existing literature has
investigated the role of internal factors on tourists’ behavior toward green hotels.
However, the correlations between the internal factors has not been investigated,
especially in developing countries. The study confirms the direct impact of
environmental concern on intention to stay at green hotels. Moreover, this study
explores a mechanism to explain the effect of connectedness to nature on green
purchase intention. We found that environmental activities and environmental concern
are essential bridges in promoting green hotel intention.

The moderating role of hedonic value tested in this study would increase the
predictability of the influence of psychological, cognitive, and environmentally
behaviors in understanding customers’ intention to stay at green hotels. We also find
that intention to stay at green hotels is explained more by individual perception and
behavior (i.e. environmental concern and environmental activities) than by effective
perception (i.e. connectedness to nature). This makes a relevant contribution to the field
of environmental and sustainable hospitality research as well as the understanding of
tourists’ eco-behavior.

The hedonic value brought to tourists from social networks such as fun, interesting and
relaxing, entertaining and stimulating. .. has increased the ability to predict the intention
to stay at green hotels by these predictors. In this context, managers of a hotel should
not only develop green practices but also need to develop social media green marketing
strategies to create a connection between tourists and the hotel in order to improve the
hotel’s competitive position.This is the first paragraph under the main heading.

Practical Implications for Asian Business

In the next decade, tourism demand is predicted to rise 4% annually, faster than the
global economic growth pace. The Asia-Pacific region is expected to welcome the most
number of international tourists - about 535 million in 2030. Thus, the potential
business for Asian hotels, particularly the newly developed green hotels, is very high.
As our findings suggest that tourists’ experience on social media will affect their
intention to stay at a green hotel, Asian green hotel businesses should develop their
social media profiles to facilitate information findings and discussion by travelers. This
is crucial for the success of Asian green hotels due to several reasons. First, the use of
social media is particularly relevant in the post-COVID-19 period as travelers have
increasingly relied more on social media platforms like Instagram, Facebook, or Twitter
to find destination inspiration, research hotels, and plan activities (Wen et al., 2020;
Gumpo et al., 2020). Second, previous research indicate that the use of social media
across Asia-Pacific was far higher than any other region (44% of APAC travelers use
social media to help inform their decision of destination, compared with only 14% in
EMEA and 18% in the USA) . This shows that travelers in the Asia-Pacific region are
more digitally-savvy than other parts of the world. Moreover, social media are much
more popular among younger generations of travelers, and those are people potentially
more interested in green hotels (Clark et al., 2023) . Finally, the information collected
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from social media can be very useful for hotel managers to learn about traveler
perceptions of their hotel. Hence, they can form more effective hotel management
tactics.

The current study has shown that hotels will be under pressure to become “green” when
more tourists choose to stay at green hotels. The environmental activities
conducted/promoted by Asian green hotels will have direct positive impact on the
environment. Therefore, Asian green hotels, and the local authorities as well, should
step up their effort to raise awareness about environmental issues and to promote
environmental activities because our results show that environmental concern and
environmental activities are two positive predictors of the intention to stay at green
hotels. To do so, it is important to examine the effective ways to promote environmental
issues and activities on social media. The government should also step in with
communication campaigns and support policies for hotels to do so. These activities will
help Asian green hotels to attract more travelers, generate more revenues and contribute
to a more sustainable tourism industry in Asia.

Our results also imply that interaction between the hotel’s social media page and
customers should be enhanced to increase the hedonic value of using social media.
Interactive and appealing contents should be created to effectively communicate with
customers on social media (Kapoor et al., 2021). Doing so, customers’ awareness about
environmental issues will be raised among social media users. Overall, it is suggested
that Asian green hotel should carefully develop effective social media marketing
strategies to capture the market potential in the upcoming years.
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