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ABSTRACT 

Global focus towards environmental pollution and green practices is escalating at a rapid pace during 

the recent past. This paper aims to study how consumer perceptions of green practices has an impact 

on guest revisit intention of International Hotels operating in Sri Lanka and how environmental image 

mediates that relationship. Existing literature on the impact of consumer perceptions of green practices 

on guest revisit intention presents conflicting findings. To address this gap, the study employs Social 

Identity Theory as its theoretical framework and gathers data from a representative sample of 101 

consumers patronizing environmentally friendly international hotels in Sri Lanka.  And the results 

illustrate a significant positive association between consumer perceptions of green practices and guest 

revisit intention, along with a partial mediating effect of green image on the direct relationship between 

the perception of green practices and revisit intention. The empirical insights gathered from this study 

furnish hotel management with valuable knowledge concerning the factors influencing guest revisit 

intention, thereby offering strategic guidance for both existing and prospective international hotel 

chains seeking to establish operations in Sri Lanka. 
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1. INTRODUCTION 

Since the 1990s, the rising concern of environmental issues linked to the greenhouse gas 

emissions has become more apparent to the public (Lamb et al., 2021). Therefore, reduction 

in greenhouse gas emission has become completely necessary in order to reduce rapidly 

increasing global warming in the contemporary context. According to Pang et al. (2013), the 

hospitality industry is a significant contributor to greenhouse gas emissions. Hence, there is 

an emerging rational need to lessen adverse environmental effects caused by the hospitality 

industry. The term ‘green practices’ is defined in the existing literature as ‘practices that 

include reduced waste, energy efficiency, recycling, water efficiency, pollution prevention 

and sustainable food’ (Rodríguez et al., 2020). According to Han and his colleagues (2010), 

hotels are proceeding with green practices to upkeep customer satisfaction and customer 

loyalty as well as to successfully face the industry competition. Hence in this study, green 

practices are examined from the consumers’ point of view, as it is essential to assess how 

these practices influence customers after the service delivery. It is established through various 

studies that customer satisfaction is the base for building customer loyalty, which is a 

determinant for repurchase decisions by consumers (Han et al., 2010; Lam et al., 2006).       

According to Lee et al. (2010), it is a proven factor that the environment image of a hotel 

positively contributes towards consumers making positive recommendations to others, 

willingness to pay a premium price and most significantly revisit intention in the future. Even 

though the mediating effect of environmental image on the relationship between consumer 

perception of green practices and guest revisit intention has not been studied in depth, it 

indicates that there is a relationship. Consequently, a favorable perception of environmental 

activities will have a positive effect on the hotel's image perception and, as a result, will foster 

customer loyalty, (Maignan et al., 1999; Rust and Oliver, 2000). Many scholars have 

concluded that green practices create a positive impact on the environmental image of the 

hotel, and which ultimately leads to customer loyalty in the long run (Kucukusta & Chan, 

2013; Rodríguez et al., 2020), and customer loyalty as a determinant for consumer behavioral 

intentions (Han et al., 2010; Lam et al., 2006). 
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While existing research has explored the connection between image and consumers’ 

behavioral intention using theory of planned behavior (Han et al., 2010; Lee et al., 2010; 

Namkung and Jang, 2016), this study expands on this relationship by utilizing the framework 

of social identity theory.  

Sri Lanka, as of today, is still a service-driven economy and given that the tourism sector’s 

direct contribution to GDP is 0.8% in 2021 (SLTDA, 2021), it is one of the major income 

sources to the Sri Lankan economy. Therefore, it is crucial to identify guest satisfaction 

factors and reasons for their revisit intentions. Therefore, this study focuses on these key 

variables and seeks to conduct field research in Sri Lanka by targeting individuals who have 

experienced services from international hotel chains operating in the country within the past 

year. 

According to Kularatne et al. (2019), environmentally sustainable practices are becoming 

more popular within the Sri Lankan hotel industry. According to Miththapala et al. (2013), 

repeat tourists are 30% of the total tourists who visit Sri Lanka on an annual basis. The 

findings of this study have the potential to offer valuable insights to foreign hotel management 

and policymakers who are involved in formulating strategies to increase the national tourism 

revenue.  

While many hotels have already adopted green practices for the betterment of the environment 

and humanity, maintaining these standards can be costly from a managerial perspective. 

Given the investment required, it is crucial for hoteliers to evaluate whether green practices 

lead to tangible benefits, particularly in influencing guest revisit intention. Miththapala et al. 

(2013) noted that most tourists visiting Sri Lanka tend to be content with basic services 

offered at relatively low prices. However, it is anticipated that over time, guest preferences 

will increasingly shift towards environmentally responsible hospitality providers.  

It is mentioned that compared to small-scale local hotels, large-scale international hotels do 

continue the environmental best practices in a wider scope, which comes under green 

practices (Miththapala et al., 2013). For example, Aitken Spence hotel holdings and John 

Keells holdings. Based on that, it is proposed to focus on the international hotels operating in 
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Sri Lanka in order to obtain more accurate findings for this study. For illustration purposes, 

Cinnamon Hotels under John Keells Holdings, Heritance Hotels and Earl’s regency under 

Aitken Spence Holdings, Shangri-La hotel, Weligama Bay Marriott, Hilton and Movenpick 

hotels. 

Therefore, even with a vast existing body of research focusing on sustainable practices and 

customer satisfaction, a gap exists in the studies focusing on consumer perception of green 

practices and how it affects guest revisit intention. Therefore, this study is proposed to deepen 

the existing understanding of the impact on the environmental image of the hotel sector as a 

mediating variable in relation to the direct relationship between consumer perception of green 

practices and guest revisit intention. 

Hence the study aims to address the following research questions, 

• RQ1: What is the impact of “consumers’ perception of green practices” on “guests’ 

intention to revisit” in the International Hotels operating in Sri Lanka? 

• RQ2: Does the hotel’s “environmental image” mediate the relationship between 

consumer perception of green practices and guest revisit intention? 

2. LITERATURE REVIEW 

Hotels are considered to have caused substantial environmental damage by using a significant 

amount of non-recyclable materials, creating a lot of waste, using a lot of water and energy, 

as well as discharging toxins into the environment in the new millennium (Bohdanowicz et 

al., 2005). An average hotel visitor is thought to produce up to 1 kg of waste each day (Kasim, 

2007) causing severe harm to the ecosystem. Hoteliers started to develop green practices due 

to the rising awareness of environmental damage (Kasim,2006; Kim et al., 2019; Mbasera et 

al., 2016; Tang & Lam, 2017). Over time, concern for the betterment of the environment 

evolved into green behaviors and environmentally conscious purchasing decisions in the 

hospitality sector (Paco & Raposo, 2009), which is now closely linked to product quality, and 

customer satisfaction, that serves as the foundation for customer loyalty, which in turn 

significantly influences consumers’ intention to repurchase (Han et al., 2010; Lam et al., 

2006).  
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Even though a wide range of studies have focused on consumer perception of the green 

practices of the hotels and guest revisit intention and have subsequently identified a positive 

relationship between variables over the recent years (Berezan et al., 2013; Han et al., 2019; 

Kim et al., 2016; Moise et al., 2020), found that green practices’ impact on guest satisfaction 

and revisit intention is not uniform and tend to vary across different nationalities. Hence it 

can be suggested that cultural or regional values shape how guests perceive green practices. 

Alternatively, a more critical viewpoint is highlighted that while some guests prefer 

uninterrupted lodging experience and unwilling to endure even minor inconveniences for the 

sake of environmental sustainability (Kasim, 2004; Kim & Han 2010), which indicates while 

consumer perception of green practices may enhance loyalty for some customers, they may 

have neutral or even negative effects for others if such practices are perceived as reducing 

comfort or convenience. Overall, studies on green practices from the consumer's perspective 

show mixed results. 

In spite of the fact that few studies have been conducted focusing on the consumer perception 

of green practices of Sri Lankan hotel sector and gest revisit intention in Sri Lanka 

(Jayashinghe & Weerasekara, 2021; Tharaka & Munasinghe, 2022), it revealed a strong 

positive relationship between consumer perception of green practices and behavioral 

intentions. According to researcher’s best knowledge, none of the studies conducted in Sri 

Lanka have examined the mediating effect of green image in the relationship between 

consumer perception of green practices and guest revisit intention. Therefore, it can be 

concluded that a distinct empirical gap exists within this particular domain, which necessitates 

further examination. 

Based on Xiang and his colleagues’ findings in 2015, the hospitality industry is in a 

competitive atmosphere, due to every hotel providing homogeneous products and services. 

Hence boosting the image of a hotel will assist to stand out from the competition amidst the 

rising environmental consciousness and strict environmental protection regulations (Bowen 

& Chen, 2001). “Environmental image” defined as “a set of perceptions of a brand in a 

consumer’s mind that is linked to environmental commitments and environmental concerns’’ 

(Chen, 2010), is a valid way for hotels to stand out among their competitors (Verma & 
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Chandra, 2017). Therefore, it can be argued that the more positively consumers perceive a 

hotel, the more likely they are to revisit the establishment.  

According to Han et al. (2010) environmental image of hotels necessitates the responsibility 

toward environmental issues, implementation of environmentally conscious practices. 

Businesses that commit a lot of effort into enhancing their brand perceptions are able to 

improve consumer satisfaction with regard to environmental aspirations, sustainable 

expectations, and green needs. Scholars have identified and proved the positive relationship 

between the environmental image of a firm and customer satisfaction (Chang & Tu, 2005; 

Martenson, 2007), which is one of the antecedents of customer loyalty. Hence, it can be 

interpreted that a hotel’s environmental image is indirectly associated with consumer 

behavioral intentions, including guest revisit intention. 

According to the researcher’s best knowledge, there are limited studies conducted focusing 

on the Sri Lankan hotel industry, in relevance to environmental image. Wijewardena and 

Herath (2020) examined how green practices and environmental image impact the corporate 

image of a hotel and disclosed the findings which indicated a positive relationship between 

those variables and furthermore, they mentioned that in order to boost the corporate image, 

hoteliers should focus on environmentally friendly services, green label products, and 

increase the energy conservation. None of the studies based on Sri Lanka is focused on the 

environmental image of a hotel as a mediating variable in terms of consumer perception of 

green practices and guest revisit intention. Thus, a clear empirical gap exists for further 

research purposes. 

Previous studies suggest that, compared to first-time visitors, repeat visitors do spend more 

money (Lehto et al, 2004) and stay longer (Wang D., 2004). As a result, revisiting guests play 

a crucial role in the sustainability of the hospitality sector. In this study, guest revisit intention 

is defined as the “anticipated future travel behavior of an individual” (Chang et al., 2014). 

Therefore, as a way of increasing guest revisit intention, hotels could make an effort to create 

a memorable experience while they are at the hotel (Chang et al., 2014) because visitors are 

more inclined to return and recommend a destination to others if they are happy with their 

travel experience (Hutchinson et al., 2009; Loi et al., 2017).  
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“Repeat visitors gain greater influence from destinations' emotional or psychological 

significance” (Jin & Lee, 2015), thereupon it is predicted that repeat tourists do have a greater 

effect of identification on green practices rather than the first-time visitors (Su & Swanson, 

2016). Based on a Sri Lankan study which was conducted recently, all the green practices 

focusing on organic food, energy saving, water saving, and recycling attributes were tested to 

have a positive impact on guest revisit intention. Only the wastage reduction attribute was 

tested to be negative, and most reasoning was provided as the actions are not visible and 

known to the customers (Jayasinghe & Weerasekara, 2021). A limitation of an existing study 

can be mentioned as the number of variables and when further research is proposed, it should 

focus more on the antecedents of revisit intentions (Chang et al., 2014). By considering the 

above-mentioned suggestion, here in this study environmental image has been considered as 

a mediating variable.  

Figure 1: Conceptual Framework  

Note: Conceptual Framework Depicting the Influence of Green Practices on Customer Satisfaction and Guest 

Revisit Intention  

Wijewardena and Herath (2020) examined how green practices and environmental image 

impact the corporate image of a hotel and disclosed the findings which indicated a positive 

relationship between those variables. None of the studies based on Sri Lanka is focused on 

the environmental image of a hotel as a mediating variable in terms of consumer perception 

of green practices and guest revisit intention.  
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One of the most important tasks for the hospitality sector is to completely comprehend how 

visitors behave while making purchasing decisions and more of a challenging task to predict 

their future spending intentions. It is in view of a study conducted by Wang (2004) and one 

of its findings is, attracting new customers costs less for the hotel rather than attracting new 

ones. Hence guest revisit intention is demonstrated as “anticipated future travel behavior of 

an individual” (Chang et al., 2014).  

When looking at the existing literature, it is visible that only a limited number of studies have 

been focused on the pre-visiting influential factors such as destination image and guest revisit 

intention (Baloglu & McCleary, 1999). A stream of previous studies shows that hotel 

attributes will influence customers’ behavioral intentions including revisit intention (Hudson 

& Thal, 2013; Kwok & Yu, 2012).  

Among numerous researchers who have studied the hospitality industry, Namakung and Jang 

in 2013 highlighted that green practices significantly influence customers’ perception of a 

firm’s environmental image and green behavioral intentions. It was further proven from the 

findings of Lee et al. (2010) from a research study in the hospitality industry that a hotel's 

environmental image contributes towards favorable behavioral intentions as per Zeithaml 

(1996). Han et al. (2010) have further indicated in their findings that a positive perception 

regarding a hotel significantly develops an environmentally friendly image which ultimately 

leads to favorable consumer behavioral intentions. Hence, building on the above theoretical 

effect, this study suggests that,  

• H1: A positive perception of a hotel’s green practices impacts guest revisit intention.  

• H2: A positive perception of a hotel’s green practices impacts the hotel’s positive 

environmentally friendly image.  

• H3: A hotel’s positive environmentally friendly image impacts guest revisit intention 

at International Hotels operating in Sri Lanka.  

• H4: A hotel’s positive environmentally friendly image mediates the relationship 

between a hotel’s environmentally friendly practices and guest revisit intention.  
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3. RESEARCH METHODS 

A questionnaire was used as the survey instrument in this study to measure consumer 

perception of green practice, their perception of hotel’s environmental image and their guest 

revisit intention. Consumer perception of green practices was measured by adapting the 

measurement scale for the environmental dimension of the corporate social responsibility 

construct used by Martínez and del Bosque (2013). Perception of the hotels’ environmental 

image was measured using the measurement scale of Chen (2010), and the variable: guest 

revisit intention was based on the behavioral intention literature review by Kim and Roseman 

(2020).  

A pilot study was conducted using 10 randomly selected hotel customers, and based on the 

feedback received a few items in the questionnaire were slightly modified to improve clarity 

of the statements including the word changed from college to university. All items in the scale 

were measured based on a five-point Likert scale where “1” being strongly disagreed and “5” 

being strongly agreed. Survey questions for all the variables are shown in table1. 

Sample was an aggregation of customers who had experienced the service of at one or more 

selected international hotels within the time span of a year. The criteria for selecting 

international hotels focused on hotels that conduct practices to reduce energy, water and waste 

consumption and greenhouse gas emissions, use environmental sustainability focus in their 

operations. Data was collected over a three-month period by visiting the selected hotels with 

the permission of the hotel management.  

The Ordinary Least Square regression model was applied to this study in order to examine 

the effect of one or more variables on the dependent variable. The researcher conducted a 

Pearson correlation analysis to measure the extent and orientation of the direction between 

the independent variable; consumer perception of green practices and the dependent variable; 

guest revisit intention. Here in this study the mediating variable was considered as the Hotel’s 

environmental image, concerning the relationship between consumer perception of green 

practices and guest revisit intention. Baron and Kenny methodology, created in 1986, is an 

analytical strategy utilized to test hypotheses of mediation (Baron & Kenny, 1986). 
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Additionally, a pilot study was conducted prior to the final survey to enhance the 

comprehensiveness of measurements and improve questionnaire readability. To appraise the 

internal consistency in the analysis of the study, Cronbach’s alpha coefficient indicates was 

utilized. 

4. FINDINGS AND DISCUSSION 

To summarize the demographic profiles of the respondents, the majority of 50.5% female 

respondents and 49.5% male respondents. It is visible that 27.7% of the respondents were of 

age between 18-24 and a close percentage (21.8%) of respondents were between the age of 

25-34, while 65 and above is the least proportion of the sample belonged to the age category 

of 65 and above. The popularity of given environmental activities respectively were, conduct 

recycling, reusing plastics, reusing plastics and composting, and least number of people 

mentioned as preference for less packaging or conducting no activities at all. 

All the variables tested to have Cronbach-Alpha values of more than 0.7, hence the 

corresponding variables were operationalized without dropping any items. All the co-efficient 

of skewness statistics for the three variables are between -1 and +1. Henceforth it was assumed 

that all the variables are approximately normally distributed within the acceptable range. 

Table 1: Descriptive statistics of the variables 

Variable Type Variable N Mean Std. Deviation 

Independent Consumer 

perception on 

green practices  

101 3.5615  

 

0.49167  

 

Dependent Guest revisit 

intention  

101 3.7005  0.65194  

Mediating Environmental 

Image  

101 3.6911  0.52117  

Source: Survey Data 

As per Table 1, the mean value for the variable of consumer perception towards green 

practices and environmental image are 3.5615 and 3.6911 respectively. By which a significant 

level of individual characteristics in influencing guest revisit intention is demonstrated. The 

standard deviation of 0.49167 and 0.52117 in terms of the same variables indicates that most 

participants share a common view on this matter. 
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Regarding the dependent variable of guest revisit intention, the mean value of 3.7005 suggests 

a high level of intention among respondents, with a standard deviation of 0.65194 indicating 

a common opinion regarding consumer perception of green practices.  

Co-efficient of correlation is 0.479 which indicates a moderately positive relationship 

between consumer perception of green practices and guest revisit intention. 

Table 2: Model Summary 

Model  R  R Square  Adjusted R 

square  

Std. error of 

the estimate  

Durbin-

Watson  

1  0.479a  0.229  0.221  0.57528  1.990  
Source: Survey Data 

Based on the model summary in Table 2, it is mentioned that 22.9% of guest revisit intention 

is explained by the independent variable, consumer perception of green practices. The Durbin-

Watson test statistic noted by Williams et al. (2013) was calculated as 1.99 for this study, 

hence it suggests that the residuals are independent, and the results obtained of the model are 

fitting. The probability of the F test statistic is 0.000 which denotes high significance and thus 

indicates that the model is highly jointly significant.  

Table 3: Impact of consumer perception on green practices on guest revisit intention 

 Unstandardized  Coefficients  

Std. Error  

Standardized  

Coefficients  

Beta  

t  Sig  95% 

confidence 

interval for B  

Lower B. 

Upper B.  

Constant  1.440  .421   3.423  .001  0.605          

2.275 

Env. 

practices  

.635  .117  .479   5.425  0.000  0.463          

0.867  
Source: Survey Data 

For the variable of consumer perception on green practices, the beta value is 0.479 at a 

significant level of p is 0.000. Henceforth, hypothesis one (H1) could be stated as accepted 

implying a significant positive effect from consumer perception on green practices towards 

guest revisit intention. 
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Mediator Analysis 

Table 3 shows the regression coefficients and their significance levels. The mediating effect 

was tested using Barron and Kenny model. And the findings demonstrate that all the 

regression models are significant. Hence the mediating effect could be tested. First, the 

relationship of the mediator with the Independent and Dependent variables were established 

through H2 and H3. 

Table 4: Regression coefficients and significance levels 

Hypothesis  Relationship  Beta (Without 

E/ I)  

T-stats 

(Without 

E/I)  

Sig.  Decision  

H1  EP > RI  0.123 (.479)  1.335 

(5.425)  

<0.001  Supported  

H3  

H2 

EI > RI  

EP > EI 

0.598  

0.595 

6.479  

7.357 

<0.001  

<0.001  

Supported 

 Supported 
Source: Survey Data 

As per table 4, the findings of the mediating test show a significant impact of consumer 

perception on green practices (EP) on guest revisit intention (RI) (𝛽= 0.123, P< 0.001). Hence 

hypothesis H1 is supported. Also, the findings indicate that the second condition is also 

satisfied, in which it emphasizes that consumer perception on green practices has a positive 

significant impact on environmental image (EI), (𝛽 = 0.595, P< 0.001), by which it suggests 

that H2 is also supported. Finally, the third condition was satisfied by implying that 

environmental image has a significant positive impact on guest revisit intention (𝛽= 0.598, 

P< 0.001). Therefore, H3 is supported repeatedly.  

Due to the fact that both the independent and mediating variables are significant the four step 

criteria specified by Barron and Kenny (1986) is fulfilled. Therefore, environmental image 

acts as a partial mediator in between consumer perception of green practices and guest revisit 

intention supporting H4 of the study. 

5. CONCLUSION AND RECOMMENDATIONS 

RQ1 research objective was accomplished by carrying out tests of hypothesis 1 (H1), with the 

purpose of evaluating the impact of consumers’ perception of green practices on the revisit 
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intention of International Hotels operating in Sri Lanka. As per this study, consumers’ 

perception of green practices has a highly significant positive impact on the guest revisit 

intention of international hotels in the Sri Lankan context. This aligns with previous research 

conducted both globally (Berezan et al., 2014; Kim et al., 2016) and locally in Sri Lanka 

(Jayashinghe & Weerasekara, 2021; Tharaka & Munasinghe, 2022), which have reported 

similar outcomes. Hence, it could be concluded that the first objective of the study has been 

accomplished successfully.  

With regard to second research question  (RQ2), the corresponding research objective was 

achieved through the testing of the second, third, and fourth hypotheses (H2, H3, and H4). To 

examine the mediating role of environmental image in the relationship between consumers’ 

perception of a hotel’s green practices and guest revisit intention, environmental image was 

tested as a mediating variable. The results revealed that environmental image functions as a 

partial mediator in this relationship, indicating that while it influences the connection, 

consumer perception of green practices still maintains a direct effect on guest revisit intention. 

In cases where the respondents had a positive image of the hotels' green practices, their 

perceptions of the hotels' green practices had a greater impact on their intention to revisit, 

according to the study. These findings were comprehensibly consistent with previous research 

findings, which have stated that customers' positive perceptions of green practices improve 

the hotels' environmental image and lead to favorable behavioral intentions towards the hotel, 

such as word-of-mouth recommendations, willingness to pay more, and intention to revisit, 

ultimately improving the hotel's competitiveness (Han et al., 2009; Lee et al., 2010).  

The outcome of this investigation supports that the consumer perception of a hotel’s green 

practices influences a customer’s view of that hotel’s image and, correspondingly, their revisit 

intention within the international Hotels operating in Sri Lanka. Consequently, it may be 

inferred that the initial aim of the study has been effectively achieved.  
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5.1. Theoretical Implications  

This research makes a noteworthy contribution to the literature in relation to the hospitality 

industry in Sri Lanka, and further, it underlines the significance of pro-environmental 

behavioral intentions within the hotel sector.  

While existing research has explored the connection between firm’s image and behavioral 

intention through empirical evidence (Han et al., 2010; Lee et al., 2010; Namkung and Jang, 

2017), this study expands on the same relationship by utilizing the framework of social 

identity theory. The reason for utilizing social identity theory in this study is as follows, 

majority of the existing research findings related to green practices and consumer behavioral 

intentions were based on the theory of planned behavior, but it is also argued that it does not 

provide an appropriate theoretical base in order to study behavioral intentions (Han et al, 

2011; Kim & Han, 2010). Hence this study addresses the gap within the existing literature in 

terms of environmental image and guest revisit intention as a result of consumer perception 

of green practices of the hotel sector.  

5.2. Practical Implications  

This study presents a significant outcome for hoteliers within the international hotel sector in 

Sri Lanka. The research findings offer hotel managers a comprehensive understanding of how 

guests' perception regarding green practices at hotels impact their decision-making and 

subsequently their behavioral intentions. Customers with a better perception of green 

practices that are conducted by the hotels tend to increase positive guest behavioral intentions.  

Green practices have not always been understood and perceived by customers as valuable in 

terms of environmental protection, but instead they have been perceived as a cost-reduction 

business strategy (Hu & Wall, 2005; Leonidou et al., 2013). Hence, they should integrate 

green practices into their core service experience without compromising guest comfort, which 

will then serve as a strategic tool for enhancing customer loyalty and long-term 

competitiveness. 
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Hoteliers must acquire the skill of promoting their sales in a manner that does not convey the 

impression that their ecologically sustainable methods are attained at the detriment of any 

other set of benefits from the guests. Hotel owners should aim to effectively convey their eco-

friendly efforts through marketing materials, staff interactions, and in-hotel signage in a way 

that aligns with the values and environmental concerns of their customers, while also avoiding 

alienating other guests who may not share these values (Font & McCabe, 2017).  

Studies have shown that more than 70 percent of sustainability actions are not conveyed (Font 

et al., 2017), despite the numerous cost-effective opportunities available to communicate 

sustainability actions in a more convincing manner (Villarino & Font, 2015). It is useful for 

hoteliers to obtain knowledge about their customers' behavioral intentions and ensure that 

they effectively communicate with the target market when it comes to all the green practices 

and green efforts that they make on a regular basis. Due to the fact that it is being confirmed 

that perception of green practices results in increasing guest revisit intention, it is in the hands 

of the hotel’s management to convert the intention to actual repeat visits. Specifically, hotels 

that are environmentally friendly can utilize their website's design to communicate their green 

practices to the potential consumers. 

Policymakers and tourism boards may also use these insights to promote Sri Lanka as a 

sustainable tourism destination by encouraging and recognizing environmentally responsible 

hotels through certifications and incentives.  

5.3. Limitations of the study  

The limitations of this study must be taken into consideration when interpreting the empirical 

findings, and these limitations can be examined and addressed in future studies.  

The first limitation of this study lies in its exclusive focus on international hotels operating in 

Sri Lanka. This decision was based on the observation that, compared to small-scale local 

hotels, large-scale international hotel chains tend to implement environmental best practices 

more comprehensively under the umbrella of green practices. However, this focus presents a 
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limitation in terms of generalizability, as the findings may not be applicable to local hotels 

operating within the same context. 

Also, data was collected from the respondents, asking them to refer to their most frequent 

experience in an international hotel. But there could be a possibility that they simply forgot 

the details or did not pay thorough attention to the hotel’s environmental efforts.  

As well as the data collection sample mainly focused on the Western province owing to a 

higher gross domestic income per capita. However, a more rounded viewpoint would have 

been produced, had there been a broader geographical coverage of respondents with a better 

representation of Sri Lanka.  

Furthermore, owing to the time and resource constraints faced by the researcher, the study 

was limited to a sample size of 101 participants. The time horizon was cross-sectional, thus 

depicting a snapshot in time does not demonstrate how consumer perception of green 

practices impacts the guest revisit intention. 

5.4. Recommendations for future research  

Given the constraints of this research, the subsequent suggestions are offered to enhance the 

validity of future studies. Future research studies could focus on all three aspects of consumer 

behavioral intentions which includes revisit intention, recommendation to others and 

willingness to pay a price premium rather than one. When studying variables such as 

consumer perception of green practices, awareness or consciousness of consumers of the 

related matter is significant (Rodríguez et al., 2020). This research focuses on the intentions 

of behavior, hence, it is necessary to conduct a future quasi-experimental or experimental 

study to verify the model, particularly to analyze the influence of increasing consciousness 

regarding green practices on behavioral intentions (Boulstridge & Carrigon, 2000). 

Moreover, it is crucial to take into account the impact of environmental factors on customers' 

evaluation of the quality of service, as well as the extent to which this factor affects their 

overall revisit intention (Kang et al., 2012).    

http://creativecommons.org/licenses/by/4.0/
http://fcms.kln.ac.lk/dep/dmm/index.php/dmm-publications/sljm-sri-lnaka-journal-of-marketing
http://creativecommons.org/licenses/by/4.0/


           

 

 

 

Page | 201  

 
Sri Lanka Journal of Marketing by Department of Marketing Management, University of Kelaniya is  
licensed under a Creative Commons Attribution 4.0 International License. 

 

 

 

SLJM Vol 11 No 1: January June 2025 

ISSN 2719 – 2598 (Online) 

6. REFERENCES 

Ajzen, I. (2011). The theory of planned behaviour: Reactions and reflections. Psychology and Health, 26(9), 

1113–1127. https://doi.org/10.1080/08870446.2011.613995 

Baloğlu, Ş., & McCleary, K. W. (1999). A model of destination image formation. Annals of Tourism 

Research, 26(4), 868–897. https://doi.org/10.1016/s0160-7383(99)00030-4 

Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction in social psychological 

research: Conceptual, strategic, and statistical considerations. Journal of Personality and Social 

Psychology, 51(6), 1173–1182. https://doi.org/10.1037/0022-3514.51.6.1173 

Berezan, O., Raab, C., Yoo, M., & Love, C. (2013). Sustainable hotel practices and nationality: The impact 

on guest satisfaction and guest intention to return. International Journal of Hospitality Management, 

34, 227–233. https://doi.org/10.1016/j.ijhm.2013.03.010 

Bohdanowicz, P. (2005). European hoteliers’ environmental attitudes. Cornell Hotel and Restaurant 

Administration Quarterly, 46(2), 188–204. https://doi.org/10.1177/0010880404273891 

Boulstridge, E., & Carrigan, M. (2000). Do consumers really care about corporate responsibility? 

Highlighting the attitude—behaviour gap. Journal of Communication Management, 4(4), 355–368. 

https://doi.org/10.1108/eb023532 

Bowen, J. T., & Chen, S. (2001). The relationship between customer loyalty and customer satisfaction. 

International Journal of Contemporary Hospitality Management, 13(5), 213–217. 

https://doi.org/10.1108/09596110110395893 

Chang, C., & Tu, C. (2005). Exploring Store Image, Customer Satisfaction and Customer Loyalty 

Relationship: Evidence from Taiwanese Hypermarket Industry. Journal of American Academy of 

Business, 197-202. 

Chang, L., Backman, K. F., & Huang, Y. (2014). Creative tourism: a preliminary examination of creative 

tourists’ motivation, experience, perceived value and revisit intention. International Journal of Culture, 

Tourism and Hospitality Research, 8(4), 401–419. https://doi.org/10.1108/ijcthr-04-2014-0032 

Chen, Y. (2009). The drivers of green brand equity: green brand image, green satisfaction, and green trust. 

Journal of Business Ethics, 93(2), 307–319. https://doi.org/10.1007/s10551-009-0223-9 

Font, X., & McCabe, S. (2017). Sustainability and marketing in tourism: its contexts, paradoxes, 

approaches, challenges and potential. Journal of Sustainable Tourism, 25(7), 869–883. 

https://doi.org/10.1080/09669582.2017.1301721 

http://creativecommons.org/licenses/by/4.0/
http://fcms.kln.ac.lk/dep/dmm/index.php/dmm-publications/sljm-sri-lnaka-journal-of-marketing
http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.1080/08870446.2011.613995
https://doi.org/10.1037/0022-3514.51.6.1173
https://doi.org/10.1016/j.ijhm.2013.03.010
https://doi.org/10.1108/eb023532


           

 

 

 

Page | 202  

 
Sri Lanka Journal of Marketing by Department of Marketing Management, University of Kelaniya is  
licensed under a Creative Commons Attribution 4.0 International License. 

 

 

 

SLJM Vol 11 No 1: January June 2025 

ISSN 2719 – 2598 (Online) 

González-Rodríguez, M. R., Díaz-Fernández, M. C., & Font, X. (2020). Factors influencing willingness of 

customers of environmentally friendly hotels to pay a price premium. International Journal of 

Contemporary Hospitality Management, 32(1), 60–80. https://doi.org/10.1108/ijchm-02-2019-0147 

Han, H., Hsu, L. J., Lee, J., & Sheu, C. (2010). Are lodging customers ready to go green? An examination 

of attitudes, demographics, and eco-friendly intentions. International Journal of Hospitality 

Management, 30(2), 345–355. https://doi.org/10.1016/j.ijhm.2010.07.008 

Han, H., Yu, J., & Hyun, S. S. (2019). Effects of nature-based solutions (NBS) on eco-friendly hotel guests’ 

mental health perceptions, satisfaction, switching barriers, and revisit intentions. Journal of Hospitality 

Marketing & Management, 29(5), 592–611. https://doi.org/10.1080/19368623.2019.1660751 

Hu, W., & Wall, G. (2005). Environmental management, environmental image and the competitive tourist 

attraction. Journal of Sustainable Tourism, 13(6), 617–635. 

https://doi.org/10.1080/09669580508668584 

Hudson, S., & Thal, K. (2013). The impact of social media on the consumer decision Process: Implications 

for tourism marketing. Journal of Travel & Tourism Marketing, 30(1–2), 156–160. 

https://doi.org/10.1080/10548408.2013.751276 

Hutchinson, J., Lai, F., & Wang, Y. (2009). Understanding the relationships of quality, value, equity, 

satisfaction, and behavioral intentions among golf travelers. Tourism Management, 30(2), 298–308. 

https://doi.org/10.1016/j.tourman.2008.07.010 

Jayasinghe, J., & Weerasekara, W. (2021). Impact of Green Attributes on Revisiting Intentions of Tourists 

in Sri Lankan Hotels: The Mediating Effect of Overall Satisfaction. Sri Lanka Journal of Marketing, 

1-24, http://220.247.247.85:8081/handle/123456789/38659 

Jin, N., Lee, S., & Lee, H. (2013). The Effect of Experience Quality on Perceived Value, Satisfaction, Image 

and Behavioral Intention of Water Park Patrons: New versus Repeat Visitors. International Journal of 

Tourism Research, 17(1), 82–95. https://doi.org/10.1002/jtr.1968 

Kang, K. H., Stein, L., Heo, C. Y., & Lee, S. (2012). Consumers’ willingness to pay for green initiatives of 

the hotel industry. International Journal of Hospitality Management, 31(2), 564–572. 

https://doi.org/10.1016/j.ijhm.2011.08.001 

Kasim, A. (2006). The need for business environmental and social responsibility in the tourism industry. 

International Journal of Hospitality & Tourism Administration, 7(1), 1–22. 

https://doi.org/10.1300/j149v07n01_01 

Kasim, A. (2007). Towards a wider adoption of environmental responsibility in the hotel sector. 

International Journal of Hospitality & Tourism Administration, 8(2), 25–49. 

https://doi.org/10.1300/j149v08n02_02 

http://creativecommons.org/licenses/by/4.0/
http://fcms.kln.ac.lk/dep/dmm/index.php/dmm-publications/sljm-sri-lnaka-journal-of-marketing
http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.1016/j.ijhm.2010.07.008
https://doi.org/10.1080/09669580508668584
https://doi.org/10.1080/10548408.2013.751276
http://220.247.247.85:8081/handle/123456789/38659
https://doi.org/10.1016/j.ijhm.2011.08.001
https://doi.org/10.1300/j149v07n01_01


           

 

 

 

Page | 203  

 
Sri Lanka Journal of Marketing by Department of Marketing Management, University of Kelaniya is  
licensed under a Creative Commons Attribution 4.0 International License. 

 

 

 

SLJM Vol 11 No 1: January June 2025 

ISSN 2719 – 2598 (Online) 

Kim, D., & Roseman, M. G. (2020). The effect of non-optional green practices in hotels on guests’ 

behavioral intentions. Journal of Quality Assurance in Hospitality & Tourism, 23(2), 345–364. 

https://doi.org/10.1080/1528008x.2020.1867697 

Kim, Y. J., Kim, W. G., Choi, H., & Phetvaroon, K. (2019). The effect of green human resource 

management on hotel employees’ eco-friendly behavior and environmental performance. International 

Journal of Hospitality Management, 76, 83–93. https://doi.org/10.1016/j.ijhm.2018.04.007 

Kim, W. G., Li, J. J., Han, J. S., & Yunkyong, K. (2015). The influence of recent hotel amenities and green 

practices on guests’ price premium and revisit intention. Tourism Economics, 23(3), 577–593. 

https://doi.org/10.5367/te.2015.0531 

Kucukusta, D., Mak, A., & Chan, X. (2013). Corporate social responsibility practices in four and five-star 

hotels: Perspectives from Hong Kong visitors. International Journal of Hospitality Management, 34, 

19–30. https://doi.org/10.1016/j.ijhm.2013.01.010 

Kularatne, T., Wilson, C., Månsson, J., Hoang, V., & Lee, B. (2019). Do environmentally sustainable 

practices make hotels more efficient? A study of major hotels in Sri Lanka. Tourim Management, 71, 

213-225. https://doi.org/10.1016/j.tourman.2018.09.009 

Kwok, L., & Yu, B. (2012). Spreading social media messages on Facebook. Cornell Hospitality Quarterly, 

54(1), 84–94. https://doi.org/10.1177/1938965512458360 

Lam, T., & Hsu, C. H. (2006). Predicting behavioral intention of choosing a travel destination. Tourism 

Management, 27(4), 589–599. https://doi.org/10.1016/j.tourman.2005.02.003 

Lamb, W. F., Wiedmann, T., Pongratz, J., Andrew, R., Crippa, M., Olivier, J. G. J., Wiedenhofer, D., 

Mattioli, G., Khourdajie, A. A., House, J., Pachauri, S., Figueroa Meza, M. J., Knoblauch, D., & Minx, 

J. C. (2021). A review of trends and drivers of greenhouse gas emissions by sector from 1990 to 2018. 

Environmental Research Letters, 16(7), 073005. https://doi.org/10.1088/1748-9326/abee4e 

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. https://doi.org/10.1080/09669581003777747 

Leonidou, C. N., Katsikeas, C. S., & Morgan, N. A. (2012). “Greening” the marketing mix: do firms do it 

and does it pay off? Journal of the Academy of Marketing Science, 41(2), 151–170. 

https://doi.org/10.1007/s11747-012-0317-2 

Lichtenstein, D. R., Drumwright, M. E., & Braig, B. M. (2004). The effect of corporate social responsibility 

on customer donations to Corporate-Supported nonprofits. Journal of Marketing, 68(4), 16–32. 

https://doi.org/10.1509/jmkg.68.4.16.42726 

http://creativecommons.org/licenses/by/4.0/
http://fcms.kln.ac.lk/dep/dmm/index.php/dmm-publications/sljm-sri-lnaka-journal-of-marketing
http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.1016/j.ijhm.2018.04.007
https://doi.org/10.1016/j.ijhm.2013.01.010
https://doi.org/10.1016/j.tourman.2005.02.003
https://doi.org/10.1509/jmkg.68.4.16.42726


           

 

 

 

Page | 204  

 
Sri Lanka Journal of Marketing by Department of Marketing Management, University of Kelaniya is  
licensed under a Creative Commons Attribution 4.0 International License. 

 

 

 

SLJM Vol 11 No 1: January June 2025 

ISSN 2719 – 2598 (Online) 

Loi, L. T. I., So, A. S. I., Lo, I. S., & Fong, L. H. N. (2017). Does the quality of tourist shuttles influence 

revisit intention through destination image and satisfaction? The case of Macao. Journal of Hospitality 

and Tourism Management, 32, 115–123. https://doi.org/10.1016/j.jhtm.2017.06.002 

Maignan, I., & Ferrell, O. C. (2004). Corporate Social Responsibility and Marketing: an Integrative 

framework. Journal of the Academy of Marketing Science, 32(1), 3–19. 

https://doi.org/10.1177/0092070303258971 

Maignan, I., Ferrell, O. C., & Hult, G. T. M. (1999). Corporate citizenship: cultural antecedents and business 

benefits. Journal of the Academy of Marketing Science, 27(4), 455–469. 

https://doi.org/10.1177/0092070399274005 

Martenson, R. (2007). Corporate brand image, satisfaction and store loyalty. International Journal of Retail 

& Distribution Management, 35(7), 544–555. https://doi.org/10.1108/09590550710755921 

Mbasera, M., Du Plessis, E., Saayman, M., & Kruger, M. (2016). Environmentally-friendly practices in 

hotels. Acta Commercii, 16(1). https://doi.org/10.4102/ac.v16i1.362 

Miththapala, S., Jayawardena, C., & Mudadeniya, D. (2013b). Responding to trends. Worldwide Hospitality 

and Tourism Themes, 5(5), 442-455. https://doi.org/10.1108/whatt-05-2013-0027 

Moise, M. S., Saura, I. G., & Ruiz-Molina, M. (2020). “Green” practices as antecedents of functional value, 

guest satisfaction and loyalty. Journal of Hospitality and Tourism Insights, 4(5), 722–738. 

https://doi.org/10.1108/jhti-07-2020-0130 

Namkung, Y., & Jang, S. (2016). Are Consumers Willing to Pay more for Green Practices at Restaurants? 

Journal of Hospitality & Tourism Research, 41(3), 329–356. 

https://doi.org/10.1177/1096348014525632 

Nguyen, N. & LeBlanc, G., (2001). Image and reputations of higher education institutes in students' 

retention decisions. International Journal of Education Management. 15(6), 303-311. 

Nikbin, D., Ismail, I., Marimuthu, M., & Jalalkamali, M. (2010). Perceived justice in service recovery and 

recovery satisfaction: the moderating role of corporate image. International Journal of Marketing 

Studies, 2(2). https://doi.org/10.5539/ijms.v2n2p47 

Paço, A. D., & Raposo, M. (2009). “Green” segmentation: an application to the Portuguese consumer 

market. Marketing Intelligence & Planning, 27(3), 364–379. 

https://doi.org/10.1108/02634500910955245 

Pang, S. F., McKercher, B., & Prideaux, B. (2013). Climate Change and tourism: An Overview. Asia Pacific 

Journal of Tourism Research, 18(1–2), 4–20. https://doi.org/10.1080/10941665.2012.688509 

http://creativecommons.org/licenses/by/4.0/
http://fcms.kln.ac.lk/dep/dmm/index.php/dmm-publications/sljm-sri-lnaka-journal-of-marketing
http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.1177/0092070399274005
https://doi.org/10.4102/ac.v16i1.362
https://doi.org/10.1177/1096348014525632
https://doi.org/10.5539/ijms.v2n2p47


           

 

 

 

Page | 205  

 
Sri Lanka Journal of Marketing by Department of Marketing Management, University of Kelaniya is  
licensed under a Creative Commons Attribution 4.0 International License. 

 

 

 

SLJM Vol 11 No 1: January June 2025 

ISSN 2719 – 2598 (Online) 

Pomering, A., & Dolnicar, S. (2008). Assessing the prerequisite of successful CSR implementation: Are 

consumers aware of CSR initiatives? Journal of Business Ethics, 85(S2), 285–301. 

https://doi.org/10.1007/s10551-008-9729-9 

Rather, R. A., & Camilleri, M. A. (2019). The effects of service quality and consumer-brand value congruity 

on hospitality brand loyalty. Anatolia, 30(4), 547–559. 

https://doi.org/10.1080/13032917.2019.1650289 

Ring, M. J., Lindner, D., Cross, E. F., & Schlesinger, M. E. (2012). Causes of the Global Warming Observed 

since the 19th Century. Atmospheric and Climate Sciences, 02(04), 401–415. 

https://doi.org/10.4236/acs.2012.24035 

Robinot, E., & Giannelloni, J. (2010). Do hotels’ “green” attributes contribute to customer satisfaction? 

Journal of Services Marketing, 24(2), 157–169. https://doi.org/10.1108/08876041011031127 

Rodríguez, M. R. G., Díaz-Fernández, M. C., & Font, X. (2020). Factors influencing willingness of 

customers of environmentally friendly hotels to pay a price premium. International Journal of 

Contemporary Hospitality Management, 32(1), 60–80. https://doi.org/10.1108/ijchm-02-2019-0147 

Rust, R. T., & Oliver, R. L. (2000). Should we delight the customer? Journal of the Academy of Marketing 

Science, 28(1), 86–94. https://doi.org/10.1177/0092070300281008 

Shoemaker, S., & Lewis, R. C. (1999). Customer loyalty: the future of hospitality marketing. International 

Journal of Hospitality Management, 18(4), 345–370. https://doi.org/10.1016/s0278-4319(99)00042-0 

Sri Lanka Tourism Development Authority (2021). Year in review 2021. new year in review Update 

20213611163389.pdf 

Su, L., & Swanson, S. R. (2017). The effect of destination social responsibility on tourist environmentally 

responsible behavior: Compared analysis of first-time and repeat tourists. Tourism Management, 60, 

308–321. 

Tajfel, H., & Turner, J. C. (2004). The Social Identity Theory of Intergroup Behavior. In Psychology Press 

eBooks (pp. 276–293). https://doi.org/10.4324/9780203505984-16 

Tang, C. M. F., & Lam, D. (2017). The role of extraversion and agreeableness traits on Gen Y’s attitudes 

and willingness to pay for green hotels. International Journal of Contemporary Hospitality 

Management, 29(1), 607–623. https://doi.org/10.1108/ijchm-02-2016-0048 

Tharaka, S., & Munasinghe, A. (2022). Green practices as antecedents of tourists’ perceived value, 

satisfaction and loyalty: with special reference to eco hotels in Sri Lanka. Asian Journal of Management 

Studies, 2(2), 59–87. https://doi.org/10.4038/ajms.v2i2.50 

http://creativecommons.org/licenses/by/4.0/
http://fcms.kln.ac.lk/dep/dmm/index.php/dmm-publications/sljm-sri-lnaka-journal-of-marketing
http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.1108/08876041011031127
https://doi.org/10.1177/0092070300281008
https://doi.org/10.1016/s0278-4319(99)00042-0
https://www.sltda.gov.lk/storage/common_media/new%20year%20in%20review%20Update%2020213611163389.pdf
https://www.sltda.gov.lk/storage/common_media/new%20year%20in%20review%20Update%2020213611163389.pdf
https://doi.org/10.4324/9780203505984-16
https://doi.org/10.1108/ijchm-02-2016-0048


           

 

 

 

Page | 206  

 
Sri Lanka Journal of Marketing by Department of Marketing Management, University of Kelaniya is  
licensed under a Creative Commons Attribution 4.0 International License. 

 

 

 

SLJM Vol 11 No 1: January June 2025 

ISSN 2719 – 2598 (Online) 

Tuan, L. T. (2017). Activating tourists’ citizenship behavior for the environment: the roles of CSR and 

frontline employees’ citizenship behavior for the environment. Journal of Sustainable Tourism, 26(7), 

1178–1203. https://doi.org/10.1080/09669582.2017.1330337 

Verma, V. K., & Chandra, B. (2017). Sustainability and customers’ hotel choice behaviour: a choice-based 

conjoint analysis approach. Environment, Development and Sustainability, 20(3), 1347–1363. 

https://doi.org/10.1007/s10668-017-9944-6 

Weerasekara, W., & Jayasinghe, J. (2020). Impact of Green Practices on Behavioral Intentions of Tourists: 

A Study in Sri Lankan Hotels. Sri Lanka Journal of Advanced Social Studies, 10(1). 

Williams, C., & Buswell, J. A. (2003). Service quality in leisure and tourism. 

http://ci.nii.ac.jp/ncid/BA61911413 

Wu, H. (2014). The effects of customer satisfaction, perceived value, corporate image and service quality 

on behavioral intentions in gaming establishments. Asia Pacific Journal of Marketing and Logistics, 

26(4), 540–565. https://doi.org/10.1108/apjml-03-2014-0049 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral consequences of service quality. 

Journal of Marketing, 60(2), 31. https://doi.org/10.2307/1251929 

 

 

 

http://creativecommons.org/licenses/by/4.0/
http://fcms.kln.ac.lk/dep/dmm/index.php/dmm-publications/sljm-sri-lnaka-journal-of-marketing
http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.1080/09669582.2017.1330337
https://doi.org/10.1007/s10668-017-9944-6

