
-2851$/�2)�,17(51$7,21$/�(&2120,&6�$1'�0$1$*(0(17 92/�����12�����

,QYHVWLJDWLQJ�WKH�ZLOOLQJQHVV�WR�SD\�IRU�JUHHQ�KRWHOV��
the�e൵ects�of�destination�image�and�environmental�beliefs

1JX\HQ�0LQK�&KDX�

+DLSKDW�363�8UEDQ�6HUYLFHV�-RLQW�6WRFN�&RPSDQ\��+DQRL��9LHWQDP

5HFHLYHG��27�May�2020;�5HYLVHG��16�September�2020;�$FFHSWHG�����6HSWHPEHU�����

KWWSV���GRL�RUJ����������MLHP�����������

$EVWUDFW

This�study�proposes�and�evaluates�a�framework�in�examining�the�e൵ects�of�destination�image�
and�environmental�beliefs�on�the�willingness� to�pay�(WTP)� for�green�hotels.�Additionally,�
the�study�¿nds�that�the�role�of�customer�attitude�to�green�hotels�has�an�important�role�in�the�
proposed� framework.�Data�were� collected�using� a� structured�questionnaire�with�317�valid�
responses.�CFA�and�SEM�were�employed�to�analyze�data�through�SPSS�AMOS�20.0�software.�
The�¿ndings�show�that�destination�image�has�the�largest�direct�impact�on�attitude�to�green�
hotels�while�environmental�beliefs�have�the�largest�direct�e൵ect�on�WTP�premium�for�green�
hotels.�Moreover,�attitude�to�green�hotels�plays�a�mediating�role�between�destination�image�
and�the�WTP�and�between�environmental�beliefs�and�the�WTP.

.H\ZRUGV��Destination�image,�Environmental�beliefs,�Willingness�to�pay,�Green�hotels

�� &RUUHVSRQGLQJ�DXWKRU��FDYDQJYQ#JPDLO�FRP�

���,QWURGXFWLRQ

Nowadays,�consumers�have�realized�the�impact�of�their�behavior�on�the�purchase�of�services�
ZKLFK� LV� FORVHO\� UHODWHG� WR� HQYLURQPHQWDO� LVVXHV� �/DURFKH� HW� DO�,� 2001).� More� and� more�
FXVWRPHUV�SD\�DWWHQWLRQ�WR�YDULRXV�HQYLURQPHQWDO�LVVXHV�DQG�WKH\�WHQG�WR�ORRN�IRU�DQG�EX\�

eco-friendly�products,�even�though,�sometimes,�they�have�to�pay�more�(Laroche�HW�DO�,�2001).�
Many�consumers�are�aware�of�the�environmental�damage,�for�example,�emissions�to�air,�water,�
and�land,�and�the�waste�or�damage�of�environmental�resources�caused�by�hotel�services�such�
as�consuming�too�much�unsustainable�goods,�energy,�and�water.�Consumers�tend�to�look�for�
environmentally�friendly�hotels�(Manaktola�and�Jauhari,�2007).

$� JUHHQ� KRWHO� LV� DQ� HFR�IULHQGO\� DFFRPPRGDWLRQ� WKDW� RUJDQL]HV� DQG� IROORZV� HFR�KHDOWK\�

programs,�which� save�water� and�energy,� reduce� solid,� and� save�cost,� eventually�protect� the�
planet.�With�an�increasing�number�of�customers�looking�for�green�services,�becoming�a�green�
KRWHO�FDQ�EH�D�JRRG�PDUNHWLQJ�VWUDWHJ\�ZLWK�ZKLFK�D�KRWHO¶V�HFR�IULHQGO\�RSHUDWLRQV�FDQ�FUHDWH�D�
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di൵erence.�Therefore,�the�green�hotel�business�is�considered�to�be�a�growing�trend�in�the�current�
FRPSHWLWLYH�DFFRPPRGDWLRQ�industry�(Manaktola�and�Jauhari,�2007).

The�previous�literature�has�mentioned�the�e൵ect�of�images�on�individual�behavior�(Kubickova�
HW�DO�,�2014).�However,�there�is�little�understanding�of�the�e൵ect�of�destination�image�on�green�
KRWHOV��0DQ\� VWXGLHV� VKRZ� WKDW� WKH� YDOXH� RI� WKH� HQYLURQPHQW� DQG� FXVWRPHUV¶� DWWLWXGH� FDQ�

identify�the�decision�to�join�in�eco-friendly�hotel�consumer�behavior,�demonstrated�by�staying�
in�a�green�hotel�or�willing�to�pay�more� for�sustainable�products�(Han�et�al,�2010;�Kang�HW�
DO�,�2012).�Many�consumers� can�enjoy� the�comfortable� feeling�by� staying� in�green� hotels�
(Barber�and�Deale,�2014).�There�is�an�inadequate�understanding�of�the�variables�inÀuencing�
individual�behavior�and�emphasize�the�need�for�more�research�in�this�area�(Baker�HW�DO�,�2014;�
Miller,�Merilees�&�Coghlan,�2015).

Along�with�the�sustainable�development�of�tourism�around�the�world,�the�business�model�
of�green�hotels�has�appeared�to�be�popular.�As�the�development�of�green�hotels�brings�bene¿ts�
in�energy�saving�and�environmental�protection,�it�needs�to�be�popularized�and�replicated�in�
developing� countries� like�Vietnam.� During� the� past� few� years,�many� tourists� traveling� to�
Vietnam�were�interested�in�the�green�hotel�standard.�Therefore,�research�on�how�to�develop�
JUHHQ�KRWHOV�LV�LPSRUWDQW�WR�FRQWULEXWH�WR�VXVWDLQDEOH�WRXULVP�GHYHORSPHQW�

In�light�of�the�above�mention,�this�study�investigates�the�impact�of�environmental�beliefs�and�
destination�image�on�hotel�visitors’�WTP�for�using�green�hotels�in�Vietnam.�This�study�further�
FRQWULEXWHV�WR�WKH�H[LVWLQJ�ERG\�RI�NQRZOHGJH�E\�H[DPLQLQJ�WKH�PHGLDWLQJ�UROH�RI�FXVWRPHUV¶�

attitude�to�green�hotels�on�the�relationship�between�their�environmental�beliefs,�the�destination�
image,�and�their�WTP�for�green�hotels.�The�remainder�of�this�paper�is�structured�as�follows.�The�
UHOHYDQW�OLWHUDWXUH�UHYLHZ�DQG�K\SRWKHVHV�DUH�SUHVHQWHG�LQ�VHFWLRQ����7KH�UHVHDUFK�PHWKRGRORJ\�

and� empirical� results� are� illustrated� in� sections� 3� and� 4,� respectively.� Finally,� discussion,�
implications,�research�limitations,�and�future�recommendations�are�drawn�in�section�5.
���/LWHUDWXUH�UHYLHZ

����:LOOLQJQHVV�WR�SD\��DWWLWXGH��GHVWLQDWLRQ�LPDJH��DQG�HQYLURQPHQWDO�EHOLHIV

������7KHRU\�RI�SODQQHG�EHKDYLRU

Ajzen�(1985)�proposes�the�Theory�of�Planned�Behavior� (TPB)� to�analyze�and�examine�
individual�behaviors.�In�this�theory,�people’s�behavior�is�estimated�by�three�constructs:�
the� people’s� attitudes,� subjective� norms,� and� perceived� behavioral� control.� Therefore,�
behavioral�intention�is�a൵ected�by�cognitive�behavioral�control,�attitudes,�and�subjective�
QRUPV��/X�HW�DO�,�2010;�Tran�and�Duong,�2019).
������:LOOLQJQHVV�WR�SD\�IRU�JUHHQ�KRWHOV

Ajzen� (1985)� proposes� to�apply� the�TPB� in� research�and� evaluating� consumers’�WTP� for�
di൵erent� types�of� products�and�services.�A� few�studies�are� drawn� from� the�TPB� theory� to�
examine�the�consumers’�WTP�in�the�hotel�industry�(Hultman�HW�DO�,�2015).�WTP�is�considered�
WKH�PD[LPXP�DPRXQW�DQ�LQGLYLGXDO�LV�ZLOOLQJ�WR�VSHQG�RQ�D�SURGXFW�RU�VHUYLFH��5HVHDUFKLQJ�WKH�

WTP�is�important�for�hotel�managers�in�estimating�demands�and�establishing�price�strategies�
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(Wertenbroch�and�Skiera,�2002).�Various�studies�addressing�the�WTP�a�premium�price�in�the�
hotel�industry�employ�a�demand-and-supply�approach.�For�example,�Wong�and�Kim�(2012)�
and�Heo�and�Hyun�(2015)�apply�direct�methods�to�estimate�WTP�a�premium.
������$WWLWXGH�WR�JUHHQ�KRWHOV

The�TPB� theory� and� an� extension� of�Rational�Action�Theory� (Fishbein� and�Ajzen,� 1975)�
DVVXPH� WKDW�EHKDYLRUDO� LQWHQWLRQ� LV� D� IXQFWLRQ�RI�DWWLWXGHV� WRZDUG�EHKDYLRUV��$FFRUGLQJ� WR�

the�TPB�principles,� attitude�is�seen�as�a�direct�premise�for�behavioral�intentions� (Han�and�
Kim,�2010)�while�beliefs�are�seen�as�the�direct�premise�of�attitude�(Ajzen,�1991;�Fishbein�and�
Ajzen,�1975).�In�hospitality�literature,�the�TPB�theory�has�been�widely�employed�in�models�
of�di൵erent�types�of�consumer�behavior.�Also,�this�theory�has�been�widely�used�to�analyze�and�
examine�consumer� intentions�for�green�behavior,�such�as�purchasing�sustainably�produced�
food�and�beverage�products�or�opting�for�green�hotels.�For�example,�Han�and�Kim�(2010),�
DV�ZHOO�DV�+DQ�HW�DO��(2010),�have�successfully�utilized�the�TPB�theory�to�examine�tourists’�
LQWHQWLRQV�WR�FKRRVH�JUHHQ�KRWHOV�

������'HVWLQDWLRQ�LPDJH

Destination�image�is�seen�as�“a�set�of�qualities,�attributes,�and�bene¿ts�that�visitors�hold�about�the�
GHVWLQDWLRQ��LW�UHSUHVHQWV�WKH�VXP�RI�EHOLHIV�DQG�LPSUHVVLRQV�WKDW�D�SHUVRQ�KDV�RI�D�GHVWLQDWLRQ´�

�&KLX�HW�DO�,�2013).�Accordingly,�the�destination�images�can�be�viewed�as�a�structure�perceived�
E\�WKH�FRQVXPHU��7DVFL�HW�DO�,�2007).�This�perception�is�a൵ected�by�the�physical�characteristics�of�
the�destination�(Obenour�HW�DO�,�2006),�and�purposeful�marketing�(Baloglu�and�McCleary,�1999;�
Meng�and�Uysal,�2008).�From�this�respect,�the�destination�images�of�green�hotels�might�be�seen�
DV�D�IXOO�VHW�RI�DWWULEXWHV�ZKLFK�KRWHOV�PD\�SURYLGH�WR�FXVWRPHUV�

������(QYLURQPHQWDO�EHOLHIV

Assessing�the�inÀuence�of�environmental�beliefs�on�the�production�of�products�and�services�
LV�LQFUHDVLQJO\�LPSRUWDQW�LQ�LQYHVWLJDWLQJ�HFR�IULHQGO\�DWWLWXGHV�DQG�EHKDYLRUV��$V�FRQVXPHUV�

become�more�aware�of�their�responsibility�in�ecological�issues,�the�beliefs�of�their�inÀuence�
RQ�WKH�HQYLURQPHQW�WKURXJK�FRQVXPHU�GHFLVLRQV�KDYH�JUHDWHU�LPSDFWV�RQ�WKHLU�DWWLWXGHV�DQG�

EHKDYLRUV� �<RXQJ�HW�DO�,�2010).�Since�customers� realize�that�the�decisions�of�buying�green�
products�or�services�are�more�bene¿cial�overall,�they�are�certain�to�make�it�(Han�HW�DO�,�2010;�
+XDQJ�HW�DO�,�2014;�Laroche�HW�DO�,�2001).��There�is�a�signi¿cant�linkage�between�an�individXDO¶V�
beliefs�and�his�or�her�intention�to�choose�an�hotel�(Lee�and�Oh,�2014;�Mieo�and�Wei,�2013).
����+\SRWKHVLV

The� destination� image� provides� consumers�with� the� perceptions� of� the� destination,�which�
include�the�cognitive�and�emotional�components�(San�Martin�and�del�Bosque,�2008).�Previous�
studies� have� examined� the� e൵ects� of� the� destination� image� on� visitors’� perceived� values�
(Kim�HW�DO�,�2013),�on�visitors’�satisfaction�(Prayag�and�Ryan,�2012),�and�visitors’�behavioral�
intentions�(Chen�and�Tsai,�2007).�Line�and�Hanks�(2016)�investigate�the�relationship�between�
EHOLHIV�DQG�DWWLWXGHV�WRZDUG�JUHHQ�KRWHO�VHUYLFHV�DQG�FRQFOXGH�WKDW�WKLV�OLQNDJH�LV�VWUHQJWKHQHG�

by� the� images� of� the� hotels.�While� ecotourism� takes� place� in� “relatively� undeveloped� or�
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undisturbed�natural�areas”�(Lee,�2009),�urban�touristic�places�“are�often�much�better�developed�
than�other�types�of�destinations”�and�“are�easily�accessible�through�airports�and�scheduled�
VHUYLFHV´� �(GZDUGV�HW� DO�,�2008).� In� the�case�of�green� hotels,� the�authors�propose� that� the�
QDWXUDO�DWWULEXWHV�DVVRFLDWHG�ZLWK�WKHVH�GHVWLQDWLRQV�ZLOO�KDYH�DQ�LPSDFW�RQ�FXVWRPHUV¶�DWWLWXGH�

and�their�WTP�a�price�premium�for�services�being�provided.�Thus,�this�study�proposes�the�
IROORZLQJ�K\SRWKHVHV�

+�D��'HVWLQDWLRQ�LPDJH�LV�SRVLWLYHO\�UHODWHG�WR�FXVWRPHU�DWWLWXGH�WRZDUGV�JUHHQ�KRWHOV�

+�E��'HVWLQDWLRQ�LPDJH�LV�SRVLWLYHO\�UHODWHG�WR�FXVWRPHU�:73�D�SULFH�SUHPLXP�IRU�VHUYLFH�

RI�JUHHQ�KRWHOV�

+RWHO� FRQVXPHU� EHKDYLRUV� FDQ� DOVR� EH� LPSDFWHG� E\� WKHLU� HQYLURQPHQWDO� EHOLHIV� DQG�

WKH� GDPDJH� FDXVHG�E\� KXPDQ�DFWLYLWLHV� VXFK�DV� WRXULVP��&RQVXPHUV�ZKR� EHOLHYH� WKDW� WKH�

HQYLURQPHQW�KDV�EHHQ�GDPDJHG�E\� WKH�KXPDQ�DFWLYLWLHV�DQG� WKDW�LW�FDQ�EH� UHYHUVHG�E\� WKH�

SHRSOH¶V� FKDQJHV� LQ� DFWLRQ� DUH� FHUWDLQ� WR� SXUFKDVH� HQYLURQPHQWDO�IULHQGO\� KRWHO� SURGXFWV�

RU� VHUYLFHV� �+DQ� HW� DO�,�2010;�Kang� HW� DO�,�2012).� Therefore,� in� this� paper,� environmental�
behavior�is�seen�as�“actions�that�reÀect�an�individual’s�or�group’s�concerns�with�the�natural�
environment”�(Cheng,�2013).�Environmental�beliefs�refers�to�the�degree�to�which�individuals�
concern�that�choosing�green�hotels�will�a൵ect�the�environment�(Line�and�Hanks,�2016).�Thus,�
within�the�context�of�the�attitude-based�framework�discussed�above,�the�this�paper�suggests�
WKDW�ZKHQ� D� FRQVXPHU� EHOLHYHV� WKDW� KLV� RU� KHU� DFWLRQV� FDQ� KDYH� D� SRVLWLYH� LPSDFW� RQ� WKH�

environment,�he�or�she�is�more�likely�to�have�a�positive�attitude�toward�green�hotels,�more�
inclined�to�choose�hotels�that�demonstrate�a�similar�concern�for�the�planet,�and�more�willing�
to�pay�a�premium�price�to�stay�at�such�hotels.�Thus,�the�following�hypotheses�are�presented:

+�D�� $Q� LQGLYLGXDO¶V� HQYLURQPHQWDO� EHOLHIV� DUH� SRVLWLYHO\� UHODWHG� WR� FXVWRPHU� DWWLWXGH�

WRZDUG�JUHHQ�KRWHOV�

+�E��$Q�LQGLYLGXDO¶V�HQYLURQPHQWDO�EHOLHIV�DUH�SRVLWLYHO\�UHODWHG�WR�FXVWRPHU�ZLOOLQJQHVV�

WR�SD\�D�SULFH�SUHPLXP�WR�VWD\�DW�JUHHQ�KRWHOV�

In�the�literature�of�sustainability,�while�a�substantial�amount�of�research�has�demonstrated�
the� e൵ects� of� attitudes� on� consumers’� intentions� on� people’s� green� consumption,� the�
GHJUHH� WR� ZKLFK� FRQVXPHUV� DUH� ZLOOLQJ� WR� SD\� H[WUD� IRU� JUHHQ� SURGXFWV� DQG� VHUYLFHV� LV�

less� clear� (Line� and� Hanks,� 2016).�Given� the� mixed� results� of� research� concerning� the�
relationship�between�consumers’�attitudes�toward�green�initiatives�and�their�WTP�a�price�
premium�for� such� products�and� services,�many�hoteliers� are�understandably� reluctant� to�
engage�in�sustainability�initiatives.�From�their�pespectives,�these�green�schemes�increase�
the�costs�that�consumers�are�not�willing�to�bear�(Kang�HW�DO�,�2012;�Manaktola�and�Jauhari,�
2007).� Some� current� studies� on� these� issues� have� emphasized� a� signi¿cant� relationship�
EHWZHHQ�FRQVXPHU�DWWLWXGHV�DQG�WKHLU�EHKDYLRU�LQ�WKH�FRQVXPSWLRQ�RI�JUHHQ�KRWHO�VHUYLFHV��

(Carrigan�and�Attalla,�2001;�Manaktola�and�Jauhari,�2007)�¿nd�that�while�customers�may�
feel� positive� about� sustainable� services,� they� are� often� hesitant� to� pay� for� the� premium�
pricing�of�such�products�or�services�(Choi�and�Parsa,�2007).
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Prior�studies�have�examined�the�reasons�for�these�di൵erences�and�numerous�factors�have�
been�shown�to�inÀuence�the�relationship�between�attitudes�and�the�WTP�for�green�services�
(Sen� and� Bhattacharya,� 2001;� Carrigan� and� Attalla,� 2001;� Folkes� and� Kamins,� 1999).�
Moreover,�current�studies�have�revealed�that�consumers�are�willing�to�pay�more�for�green�hotel�
VHUYLFHV��'RGGV�HW�DO�,�2010).�Han�HW�DO��(2009)�argue�that�customer�attitudes�are�a�signi¿cant�
determinant�of� the�WTP.�Moreover,�Kang�HW�DO�� ������� LQYHVWLJDWH�YLVLWRUV¶�HQYLURQPHQWDO�

attitudes�and�¿nd�a�similar�link�regarding�consumers’�WTP�for�a�price�premium�to�stay� in�
green�hotels.�Likewise,�in�the�restaurant�sector,�Jang�HW�DO���������VKRZ�WKDW�SRVLWLYH�DWWLWXGHV�
of� people� in� eco-friendly�hotels� are�willing� to� pay�more� for� such� services.�Therefore,� the�
K\SRWKHVLV�LV�SURSRVHG�DV�IROORZV�

+���7KH�DWWLWXGH�WRZDUG�JUHHQ�KRWHOV�LV�SRVLWLYHO\�UHODWHG�WR�WKH�:73�IRU�JUHHQ�KRWHOV�

)LJXUH����7KH�SURSRVHG�PRGHO

6RXUFH��$XWKRU�SURSRVHV

���0HWKRGRORJ\

����0HDVXUHPHQW

)LYH� WHVW� LWHPV� IRU�PHDVXULQJ� HQYLURQPHQWDO� EHOLHIV� DUH� REWDLQHG� IURP�+DQ� HW� DO�� ���������

4�items�regarding�destination�image�are�obtained�and�then�modi¿ed�from�Chen�and�Tsai�(2007),�
Line�and�Hanks�(2016).�Attitude�to�green�hotels�is�measured�using�seven�items�adopted�from�
the�scales�developed�by�Han�and�Kim�(2010)�in�their�attempt�to�measure�consumer�attitudes.�
Lastly,�the�six�test�items�used�to�evaluate�the�consumers’�WTP�for�premium�pricing�are�adapted�
IURP�WKH�H[LVWLQJ�VWXGLHV�RI�+XOWPDQ�HW�DO��(2015)�and�Dwivedi�HW�DO���������

����6DPSOH

According� to�Tabachnick� (2013),� the�desirable�minimum� sample� size� is� calculated� by� the�
IROORZLQJ�IRUPXOD�ZKHQ�FRQGXFWLQJ�PXOWLYDULDWH�UHJUHVVLRQ�DQDO\VLV�

n�=�50�+�8*m

LQ�ZKLFK�P�LV�WKH�QXPEHU�RI�LQGHSHQGHQW�YDULDEOHV�
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In� this� study,� there�are� four� variables.�Therefore,� the�minimum� required� sample� size� is�
82�observations.�However,�the�sample�size�in�this�study�is�targeted�at�200�observations.�The�
FRQYHQLHQFH�VDPSOLQJ�PHWKRG� LV�HPSOR\HG��7KH�VXUYH\� LV� FRQGXFWHG�GXULQJ� WKH�FRXUVH�RI�

four�months�in�Hanoi,�Quang�Ninh,�and�Hai�Phong�cities.�Data�were�collected�by�directly�
interviewing�at�hotels�located�in�natural�resorts,�beaches,�and�national�parks.�Regarding�the�
number�of�observations,�after�directly�surveying�400�people,�the�author�obtains�327�responses.�
However,�there�are�10�invalid�answers.�The�total�number�of�valid�responses�is�317.�Therefore,�
the�valid�response�rate�is�79.25%.

7DEOH����'HPRJUDSKLF�FKDUDFWHULVWLFV�RI�FXVWRPHUV

&ULWHULD �'HWDLO Percentage�(%)
$JH ≤�24�years�old ��

25�-�44�years�old 49
45�-�64�years�old ��

>�64�years�old �7
Gender 0DOH 52

)HPDOH 48
Purpose�of�the�trip 7RXU 75

Business 14
Others ��

6RXUFH��$XWKRU¶V�FDOFXODWLRQ

����'DWD�DQDO\VLV�PHWKRG

To� test� the� reliability� of� measuring� constructs,� Cronbach’s�Alpha� and� Con¿rmation� Factor�
$QDO\VLV� &)$� WHVWV� DUH� HPSOR\HG�� )ROORZLQJ� +DLU� HW� DO�� (2006),� the� multivariate� analysis�
method�is�used.�Speci¿cally,�the�(CFA)�and�Structure�Equation�Modelling�(SEM)�techniques�are�
DSSOLHG��7KH�6(0�LV�DSSOLHG�WR�WHVW�K\SRWKHVHV�EHFDXVH�LW�LV�D�SRZHUIXO�WHFKQLTXH�IRU�H[DPLQLQJ�

relationships�among�latent�variables.�The�AMOS/SPSS�20�is�used�for�the�data�analysis.

���5HVXOWV

Using�the�Cronbach’s�Alpha�coe൶cient�to�measure�the�reliability�of�the�customer�acceptance�
and� intention� to� use� hotel� services� with� four� constructs� and� 20� observed� variables,� the�
Cronbach’s�Alpha� values� of� EN,� IM,�AT� and�WTP� are� 0.715,� 0.752,� 0.835,� and� 0.814,�
respectively.�All� of� them� are� greater� than� 0.7.� The� corrected� items,�which� are� the�Total�
Correlation�Coe൶cient,�of�22�measures�are�higher�than�0.3.�It�can�be�concluded�that�there�
DUH����JRRG�UHOLDELOLW\�YDULDEOHV�IURP�IRXU�FRQVWUXFWV�EHFDXVH�RQO\�YDULDEOHV�ZLWK�D�FRUUHFWHG�

item�of�greater�than�0.3�and�the�Alpha�coe൶cients�of�greater�than�0.6�will�be�accepted�for�
analysis� in� the� next� steps� (Nunnally� and�Bernstein,� 1994).� By� conducting� an� EFA�with�
the�principal�axis� factoring�of�a�component�method,�the�model�has� reached�convergence�
value.� The�KMO� is� high� at� 0.923� and� the� signi¿cance� level� is� 0.000.� In� the� extraction�
sums�of�squared�loadings,�the�percentage�of�cumulative�is�59.936%�and�the�total�of�initial�
HLJHQYDOXHV�LV�������
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7DEOH����KMO�and�Barlett�test

.02�DQG�%DUWOHWW
V�7HVW

KMO�Measure�of�Sampling�Adequacy
$SSUR[��&KL�6TXDUH

Bartlett’s�Test�of�Sphericity�df
6LJ�

�����

3211.815
105

�����

6RXUFH��$XWKRU¶V�DQDO\VLV

7DEOH����Pattern�Matrix

2EVHUYHG�YDULDEOHV � � � �

$P�SHUVRQDOO\�VDWLVI\LQJ (1� 0.624
0LJKW�HQKDQFH�WKH�KHDOWK�RI�QDWXUH (1� 0.739
0D\�LPSURYH�P\�KHDOWK (1� 0.827
May�bene¿t�other�hotel�guests EN4 0.718
+HOS�PH�IHHO�EHWWHU�DV�,�GR�QRW�GDPDJH�WKH�HQYLURQPHQW EN5 �����

$Q�DURXVLQJ�GHVWLQDWLRQ ,0� 0.624
$Q�H[FLWLQJ�GHVWLQDWLRQ ,0� 0.739
$�SOHDVDQW�GHVWLQDWLRQ ,0� 0.827
1DWXUDO�DQG�FXOWXUDO�DWWUDFWLRQV IM4 0.718
Bad�-�good $7� 0.520
8QGHVLUDEOH���GHVLUDEOH $7� 0.649
8QSOHDVDQW���SOHDVDQW $7� 0.709
)RROLVK���ZLVH AT4 0.681
8QIDYRUDEOH�IDYRUDEOH AT5 0.747
8QHQMR\DEOH���HQMR\DEOH AT6 0.755
1HJDWLYH���SRVLWLYH AT7 0.695
,�ZRXOG�SD\�PRUH�IRU�JUHHQ�KRWHO�DW�WKLV�GHVWLQDWLRQ WTP1 0.735
,�DP�KDSS\�WR�SD\�PRUH�IRU�JUHHQ�KRWHOV�WKDQ�RWKHU�KRWHOV WTP2 �����

7KH�SULFH�RI�JUHHQ�VHUYLFH�ZRXOG�KDYH�WR�JR�XS�EHIRUH�,�

ZRXOG�VZLWFK�WR�DQRWKHU�KRWHO
WTP3 0.845

,�ZDQW�WR�SD\�IRU�JUHHQ�KRWHOV�RYHU�RWKHU�KRWHOV WTP4 0.549
When�visiting�this�destination,�I�may�spend�more�on�a�hotel WTP5 �����

,�ZRXOG�EH�VSHQW�PRUH�WR�VWD\�LQ�D�JUHHQ�KRWHO�DW�WKLV�

GHVWLQDWLRQ
WTP6 0.747

6RXUFH��$XWKRU¶V�FDOFXODWLRQ

In�running�the�CFA,�the�author�obtained�the�good�¿t�with�Chi-square/df�of�2.543;�the�CFI�is�
equal�to�0.901;�the�TLI�equals�0.918;�The�GFI�is�0.910,�and�the�RMSEA�is�0.065.�The�model�is�
consistent�with�actual�data�when�the�Chi-square/df�is�less�than�3;�the�CFI,�TLI,�IFI�are�all�greater�
than�0.9,�and�the�RMSEA�is�less�than�0.08�(Hair�HW�DO�,�2010;�Kline,�2011).�The�factor�loadings�
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of�each�item�are�larger�than�0.5�indicating�that�the�constructs�reach�convergent�validity�(Hair�HW�
DO�,�2010).�Therefore,�the�measuring�constructs�reached�reliability�and�validity�(Table�4).

7DEOH����Standardized�con¿rmatory�factor�analysis�coe൶cients�and�construct�reliability

&RQVWUXFWV�DQG�LQGLFDWRUV
)DFWRU�

ORDGLQJV

6WDQGDUG�

(UURU

6WDQGDUGL]HG�

IDFWRU�ORDGLQJ
W�YDOXH &5 9(

'HVWLQDWLRQ�LPDJH��,0� ����� �����

,0� ����� 0.699
,0� 0.873 -0.053 0.619 -16.613***
,0� 1.043 0.061 0.637 17.054***
IM4 ����� 0.063 0.632 17.145***
(QYLURQPHQWDO�EHOLHIV��(1� ����� �����

(1� ����� 0.618
(1� 0.895 -0.055 0.666 16.613***
(1� ����� 0.065 0.624 17.054***
EN4 ����� 0.073 0.621 17.145***
EN5 ����� 0.072 0.683 15.861***
$WWLWXGH�WR�JUHHQ�KRWHOV��$7� ����� �����

$7� ����� 0.720
$7� .954 -0.067 0.701 -14.221***
$7� ����� 0.069 0.654 16.087***
AT4 1.106 0.066 0.722 16.769***
AT5 1.055 0.074 0.640 14.458***
AT6 1.235 0.078 0.724 14.027***
AT7 1.104 0.076 0.719 14.874***
:73�IRU�JUHHQ�KRWHOV ����� ����� �����

WTP1 ����� 0.643
WTP2 ����� -0.055 0.612 -16.337***
WTP3 0.941 0.058 0.760 16.295***
WTP4 ����� 0.053 0.742 17.540***
WTP5 0.824 0.048 0.735 17.287***
WTP6 0.766 0.046 0.648 16.547***

1RWHV��All�factor�loadings�are�signi¿cant�at�p�<�0.001.�CR�is�the�composite�reliabilities.�VE�
VWDQGV�IRU�YDULDQFH�H[WUDFWHG�HVWLPDWH�

6RXUFH��$XWKRU¶V�FDOFXODWLRQ

The�structural�equation�model�(SEM)�is�used�to�examine�the�signi¿cance�of�hypotheses.�From�
the�literature�review,�this�paper�supposed�four�constructs�for�all�these�direct�factors,�and�then�the�
SEM�was�conducted.�The�saturated�model�¿nding�revealed�that�the�structural�model�obtained�the�
JRRG�ZLWK�&KL�/df�=�2.598;�CFI�=�0.908;�TLI�=�0.907;�GFI�=�0.915�and�RMSEA�=�0.065.
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7DEOH����7KH�UHVXOW�RI�WHVWLQJ�WKH�K\SRWKHVL]HV

+\SRWKHVHV (VWLPDWH 6�(� &�5� 3

'HVWLQDWLRQ�LPDJH  $WWLWXGH�WR�JUHHQ�KRWHOV 0.359 0.052 7.864 <0.01
(QYLURQPHQWDO�EHOLHIV  $WWLWXGH�WR�JUHHQ�KRWHOV 0.215 0.054 4.552 <0.01
'HVWLQDWLRQ�LPDJH  WTP�for�green�hotels 0.493 ����� 6.444 <0.01
(QYLURQPHQWDO�EHOLHIV  WTP�for�green�hotels 0.517 0.075 ����� <0.01
$WWLWXGH�WR�JUHHQ�KRWHO  WTP�for�green�hotels 0.654 0.047 7.286 <0.01

6RXUFH��$XWKRU¶V�FDOFXODWLRQ

7KH�UHVXOWV�VKRZ�WKDW�GHVWLQDWLRQ�LPDJH�KDV�WKH�ODUJHVW�GLUHFW�LPSDFW�RQ�DWWLWXGH�WR�JUHHQ�

hotels�while�environmental�beliefs�have�the�largest�direct�e൵ect�on�the�WTP�a�premium�for�
green�hotels.�Moreover,�attitude�to�green�hotels�plays�a�mediating�role�between�destination�
image�and�WTP,�environmental�beliefs,�and�WTP.

)LJXUH����7KH�WHVWHG�FRQFHSWXDO�PRGHO

6RXUFH��$XWKRU¶V�FRPSLODWLRQ

���'LVFXVVLRQ�DQG�FRQFOXVLRQ

7KH�SXUSRVH�RI�WKLV� UHVHDUFK�DLPV�WR�SURPRWH� WKH�NQRZOHGJH�RI�JUHHQ�FRQVXPSWLRQ� LQ� WKH�

hospitality�industry�by�exploring�the�moderating�e൵ect�of�attitude�towards�green�hotels.� In�
other�words,�the�results�suggest�that�sustainable�consumption�behavior�is�signi¿cantly�a൵ected�
E\�WKH�FRQVXPHU¶V�SHUFHSWLRQ�RI�WKH�GHVWLQDWLRQ�LPDJHV�DQG�WKHLU�HQYLURQPHQWDO�EHOLHIV��7KHVH�

¿ndings�are�consistent�with�previous�studies�(Han�HW�DO�,�2010;�Kang�HW�DO�,�2012;�Barber�and�
Deale,�2014).�They�suggest� that�while�environmental�beliefs�and�Attitudes�may�partially�
determine�the�decision�to�engage�in�pro-environmental�hospitality�consumption�behavior,�
IRU�H[DPSOH�VWD\LQJ�DW�D�JUHHQ�KRWHO�RU�EHLQJ�ZLOOLQJ�WR�SD\�PRUH�IRU�VXVWDLQDEOH�SURGXFWV�

�+DQ�HW�DO�,�2010;�Kang�HW�DO�,�2012).�Returning�tourists�with�higher�knowledge�intend�to�
stay�at�green�hotels�when�they�have�positive�attitudes�towards�green�hotels.�For�example,�
ZKHQ�WKH\�EHOLHYH�WKDW�JUHHQ�KRWHOV�DUH�GHVLUDEOH�DQG�JRRG�IRU�WKH�HQYLURQPHQW�WKH\�ZLOO�
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make�an�e൵ort�to�stay�at�a�green�hotel�when�touring.�This�¿nding�is�comparable�with�that�
of� prior� studies� (Chen� and� Peng,� 2012;� Jirawat� HW� DO�,� 2011),�which� con¿rms� that� hotel�
customers’� pro-environmental� attitudes� positively� a൵ect� their� intention� to� stay� at� green�
hotels,�to�talk�about�their�experience�and�their�willingness�to�pay�more�for�the�hotels�that�
DUH�SUDFWLFLQJ�JUHHQ�DFWLYLWLHV�DQG�LQLWLDWLYHV�

The� study� contributes� to� the� current� literature� about� the� green-hotel� industry,� which�
provides�evidence�of�a�signi¿cant�positive�relationship�between�guests’�environmental�beliefs�
DQG�WKHLU�SRLQW�RI�YLHZ�RQ�GHVWLQDWLRQ�LPDJHV��7KLV�PHDQV�WKDW�ZKHQ�D�JXHVW�EHOLHYHV�KLV�RU�

her�actions�can�have�a�positive�impact�on�the�environment,�he�or�she�is�more�inclined�to�have�
a�positive�attitude� toward�green�hotels,� and�are�willing�to�pay�a�premium� to�stay�at�green�
KRWHOV��7KLV�SDSHU�SURSRVHV�WKH�PRGHOLQJ�RI�HQYLURQPHQWDO�EHOLHIV�DQG�GHVWLQDWLRQ�LPDJHV�RQ�

the�assessment�of�green�hotels.�While�these�¿ndings�are�important,�the�primary�theoretical�
contribution�of�this�research�relates�to�the�moderating�e൵ect�of�the�attitude�of�customers�to�
JUHHQ�KRWHOV�ZLWKLQ�WKH�SURSRVHG�IUDPHZRUN�

Moreover,� this� study�proposes�practical� implications� for�owners�and�operators�of�green�
hotels� in�Vietnam.�These�empirical� results�would�bene¿t� the�hotel�management� involving�
green� initiatives� and� activities� in� formulating� e൵ective�marketing� strategies� to� review� the�
GHPDQG�RI�UHWXUQLQJ�FRQVXPHUV�WR�VWD\�LQ�JUHHQ�KRWHOV�DQG�HYDOXDWH�WKH�DFFHSWDQFH�OHYHO�RI�

the� returning�consumers� towards�green�behavior.�While�consumers�are�willing� to� sacri¿ce�
a�degree�of�luxury�to�stay�in�an�environmentally�friendly�hotel,�hotel�marketers�may�¿nd�it�
bene¿cial�to�devote�resources�to�highlighting�the�green�aspect�of�the�properties,�rather�than�
HPSKDVL]LQJ�WKH�WUDGLWLRQDO�OX[XULRXV�DPHQLWLHV�

This� study�consists� of�certain� limitations,� suggesting� areas� for� further� research.�Firstly,�
WKLV�VWXG\�LV�OLPLWHG�LQ�MXVWLI\LQJ�WKH�OLQN�EHWZHHQ�GHVWLQDWLRQ�LPDJH�DQG�WKH�FRQFHSW�RI�JUHHQ�

hotels.�Secondly,�the�discussion�of�the�TPB�theory�has�a�limitation�in�motivating�the�work�of�
+DQ�HW�DO��(2010).�Thirdly,�the�analyzing�procedure�is�somewhat�insu൶cient,�especially�in�the�
CFA�analysis.�Future�research�should�make�clear�in�analyzing�the�CFA�test.�Next,�the�¿ndings�
are�based�on�a�small�sample�of�customers�in�Vietnam.�Finally,�the�survey�limited�interaction�
ZLWK�UHVSRQGHQWV�VR�WKDW�WKLV�SDSHU�VROHO\�SURYLGHV�UHVXOWV�XVLQJ�TXDQWLWDWLYH�UHVHDUFK�PHWKRG��

Therefore,�further�studies�along�these�lines�are�necessary.
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