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Abstract  
Hotel industry, as the largest sub-sector of tourism often generates huge negative 
environmental impacts, including waste of freshwater, consumption of energy and carbon 
dioxide emissions. It is clear that the guests’ choices and actions in hotel rooms shape the 
environmental sustainability of the hotel industry. Previous studies offer concrete theoretical 
foundations for promoting hotel guests’ environmental behavior, either by specifying 
environmental performances or examining various factors that influence guests’ environmental 
behaviors. However, the research results have somewhat overlooked the disconnection 
between guests’ attitudes and behaviors.  
 
Based on this, this study focuses on exploring guests’ opinions about how different factors can 
motivate them to behave environmentally friendly in hotel rooms. Aligning with ongoing 
discussion within Tourism Research and the so called Environmental Responsible Behavior 
morel (ERB) within Environmental Education, the main factors are categorized as internal and 
external factors. While internal factors include environmental knowledge, environmental 
attitudes, individual responsibility, external factors consist of governmental regulation, 
marketing strategies and social norms. Empirical material of the study was collected through 
ten qualitative structured interviews among hotel guests. 
 
The analysis of this study show how majority of the interviewees emphasized the importance 
of internal factors in their own environmentally friendly behaviors in hotel rooms. This 
indicated that participants considered that their consciousness played a direct and effective role 
in their environmental behaviors. At the same time, the thesis suggests that different elements 
act different roles for how factors can effectively motivate guests’ environmental behaviors in 
hotel rooms, the elements are benchmark (environmental knowledge), psychological distance 
(environmental attitudes), personal good feeling and moral obligation (individual 
responsibility), indirect influences and mandatory regulation (governmental regulation), 
personal interests (marketing strategies), instructional function (social norms). 
 
The study suggests that the knowledge about guests’ opinions can be further used, for instance, 
by authorities and the supply side of hotels. Then, refining motivational strategies can 
contribute to environmental sustainability in hotel rooms.  
 
 
Keywords: Hotel guests; Environmental behavior; Environmental knowledge; Environmental 
attitude; Individual responsibility; Governmental regulation; Marketing Strategies; Social 
norms 
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1. Introduction  
The introduction part begins with the background and motivation of this thesis in order to 
illustrate the relevance of the topic. Afterwards, according to the brief review of previous 
study, knowledge gap will be in addressed to determine the aim, research objectives and 
question of this thesis. Finally, the holistic structural arrangement will be introduced as 
well.  
 
1.1!Background  
Tourism, which has already been recognized as one of the largest industry in the world, is 

intensely associated with human activities. From the perspective of sustainability, it results 

in a series of negative environmental impacts which generated by the mobility, 

accommodation and human activities. Actually, we have to admit that hotel industry, as 

the largest sub-sector of the tourism industry also confronts huge challenges in 

sustainability and environmental conservation. The challenges are mainly embodied in the 

issues of a mass of water consumption, energy consumption and carbon dioxide emissions 

(Bohdanowicz and Martina, 2003: 5; Chan and Wong, 2006: 483). As data displays, hotels 

averagely consume 84-200 L water per tourist per day or 3423 L per bedroom per day in 

drinking water, toilet water, shower water, swimming pool and production of food 

(Gössling 2012:7). The distribution of carbon dioxide emissions also shows that 

accommodation part in hotels generates amounts of CO2 emissions (274 Mt CO2) that take 

up 21% in tourism industry, this number will be continuously increasing in the future 

(Rutty et al., 2015:44). Therefore, what has been widely acknowledged that hotel industry 

consumes amount of water, energy, non-renewable and natural resources which are highly 

harmful to the environment (Kumar and Noor, 2014: 506).  

However, the situation of high consumption of natural resources where hotel stands in 

cannot merely blame on the supply side of hotels, hotel guests’ environmental 

performances have yet to be improved as well. Although hotels are being advertised with 

slogans, such as “Guests feel like at home” or “Guests come here as if they were returning 

home!”, it seems obvious that travelers behave differently in hotels than in their own homes. 

As Wei and Miao suggests, tourists’ behavioral difference between in home and in hotel is 

in fact huge, for instance, tourists consume more water and energy in hotels comparing 

with their daily life in home (Wei and Miao, 2013: 109). Hence, we can ask that while 

tourists can be responsible at home – which can be regarded as a personal private space – 
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why do not they also perform environmental friendly behaviors in hotel rooms? Therefore, 

we should firmly believe that hotel guests are still capable of behaving themselves better 

in hotel rooms than they nowadays do.  

 

However, what motivational factors possibly would ‘remind’ guests to be environmentally 

friendly? To take a short shower, reuse towel, turning the lights off when leaving the hotel 

rooms? Whether people’s subjective consciousness can promote environmental behaviors? 

Or whether certain factors which out of people’s mind could motivate environmental 

behaviors? 

 

In fact, “people impacts” in tourism manner can be defined as a social-cultural impacts 

between host and tourists, and then tourists can be effected to change their “collective and 

individual systems, behavior patterns, lifestyles and quality of life” (Hall and Lew, 2009: 

165). As Adroin illustrated that nature-based tourism has the ability to effect and promote 

tourists’ environmental friendly behaviors during the tourism activities. She suggested that, 

nature-based tourism can somewhat enhance tourists’ understanding to be more “green”, 

and then it effects tourists’ attitudes by environmental knowledge (Adroin et al. 2015: 17). 

Research findings have shown that, environmental knowledge, environmental attitudes can 

effective motivate tourists’ environmental behaviors in nature-based tourism. Following 

this train of thought, can we query that whether hotel guests’ environmental behavior also 

can be influenced by environmental knowledge and attitudes in hotel settings in like 

manner? Or what factors can influence guest’ environmental behaviors in hotel rooms?  

 

1.2 Brief review on the factors that motivate environmental behaviors in hotels 

Some studies in hospitality context about hotel guests’ behavioral promotion have shown 

that, environmental knowledge and attitudes are also key determinants to motivate guests’ 

ecological behaviors in hotels (Mensah, 2012; Baker et al., 2014; Han et al., 2009; 

Manaktola and Jauhari, 2007). Besides, personal social responsibility has also been 

discussed as a significant role for motivating guests’ environmental behaviors in hotels 

(Zupan and Milfelner, 2014; Chen and Tung, 2014). More than that, some studies have 

shown institutional or governmental regulation can relate to hotel consumers’ ecological 
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behaviors which undertaken by hotels (Chan & Lam, 2001; Mensah, 2014; Penny, 2007), 

but some scholars suggested that green marketing (Miller et al., 2012; Vinnie, et al., 2015; 

Chan, 2012) and normative message (Terrier and Marfaing, 2015; Schluter and Bohner, 

2014; Goldstern, et al., 2007; Reese et al., 2014; Scheibehenne et al., 2016) from the supply 

side of hotel is more appropriate to guide guests to be environmentally friendly.  

 

By brief review of previous studies, researches have shown that various hotel guests’ 

environmental behaviors can be influenced by various factors, they are mainly 

environmental attitudes, environmental knowledge, individual responsibility, 

governmental regulation, marketing strategies and social norms. After reading some 

previous studies, it is not hard to find that most of previous studies placed more emphasis 

on the correlation amongst above factors by statistic techniques to realize the potential 

improvement of environmental behaviors in hotel settings. Here we still need to question 

that, if these researches’ results are helpful to truly change hotel guests’ ecological 

behaviors? And if these results are helpful to motivate guests to put into ‘real’ 

environmental actions?   

 

As the information displays, 78% of tourists express they are concerned about environment, 

but merely 9% of tourists assuredly put into environmental actions (Wei and Miao, 2013: 

109). In other words, although there is no doubt that statistical research results are 

contributed to explain causality and the real ‘truth’, hotel guests’ attitude - behavior gap 

still has not been effectively shortened because of lacking of consumers’ meaningful 

thoughts from communication. For this inconsistency, some researchers have also 

acknowledged in some of previous studies that more efforts must be taken to deeply 

communicate with hotel guests in order to bridge the gap between their pro-environmental 

attitudes and real-life environmental performances (Han et al., 2011: 354; Hanks and Line, 

2016: 922; Millar, 2012: 409). Therefore, being based on suggestions from previous studies, 

this thesis tentatively investigates hotel guests’ own ideas how the guests’ environmental 

behaviors could be promoted in hotels. Ultimately, the desire of this thesis is to improve 

hotel consumers’ environmental behaviors in hotel rooms so as to enhance the 

environmental sustainability.  
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1.3 Aim, research objectives and research questions  

In accordance with above researchers’ suggestions about calling for communication with 

hotel guests, this thesis aim is to explore guests’ opinions toward how different factors can 

motivate themselves to be environmentally friendly in hotel rooms. The factors are 

environmental knowledge, environmental attitudes, individual responsibility, 

governmental regulation, marketing strategies and social norms.  

 

And then, the research question can be addressed: 

* From guests’ perspective, how different factors can motivate them to behave 

environmentally friendly in hotel rooms?  

 

The main objectives in this thesis are:  

-! To investigate previous studies about these factors that influence hotel consumers’ 

environmental behaviors by conducting the literature review. 

-! Based on the previous research to build conceptual framework in this study.  

-! According to the established conceptual framework in this study, to explore how these 

factors can motivate hotel consumers to be environmentally friendly by communicating 

with hotel guests themselves.  

-! To explore how underlying elements which behind these factors can motivate guests’ 

environmental behaviors in hotel rooms. These environmental behaviors in hotel rooms 

can be understood, for instance, by taking a quick shower, closing electricity in hotel 

rooms, reusing towels or valuing the disposable, ‘free products’. 

 

1.4 Disposition of the study 

There are seven chapters in this thesis, including Introduction; Literature review; 

Conceptual framework; Methodology; Data analysis; Discussion; Conclusion.  

 

(1) Introduction: The part of introduction mainly includes the description of background 

and motivation of the topic about factors and their influence to hotel consumers’ 

environmental behavior. And then, the aim, research objectives and question of this thesis 

will be introduced on the basis of current research emphasis and the knowledge gap to 
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explore hotel guests’ opinions about how the effectiveness of different factors for 

motivating them to behave more environmentally friendly in hotel rooms. (2) Literature 

review: According to the topic relevance and research interests, previous literatures will be 

conducted through systematically methodology, including searching and sourcing articles 

by key words, filtering valuable articles by inclusion criteria. Afterwards, the findings in 

previous literatures with respect to either guests’ environmental behaviors in hotels and 

different factors which can enhance guests’ environmental behaviors will be reviewed. (3) 

Conceptual framework: Being based on the aim of this study and the ERB (Environmental 

Responsible Behavior) model from field of environmental education which divided the 

factors for the promotion of individual environmental behaviors into internal and external 

factors, conceptual framework will be built to organize and define hotel guests’ 

environmental behaviors and different factors in this study.  

 

(4) Methodology: Different traditions (positivism, phenomenology and constructivism) of 

philosophy of social science which are possibly suitable for this study will be differentiated, 

discussed and evaluated in order to determine one of the best methodology (qualitative 

research) to conduct the methods for collecting (structured interviews) and analyzing 

(qualitative data analysis) data. (5) Data analysis: Data will be analyzed through subjective 

content analysis method to deeply seek meaning of participants’ responses. (6) Discussion: 

The findings of this study will be talked in the part of discussion not only to find the 

similarities and differences between the present research’s results and some of previous 

arguments, but also to answer the questions in this thesis about how environmental 

knowledge, environmental attitudes, individual responsibility, governmental regulation, 

marketing strategies and social norms can influence hotel guests’ environmental behaviors 

in their own mind. (7) Conclusion: The research findings in the present study will be 

concluded, meanwhile, limitations and the future direction will be discussed in order to 

illustrate the possibilities for the potential of the present study. 
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2. Literature review 
In this chapter, the knowledge about hotel consumers’ environmental behaviors and the 

factors that influence consumers to be environmentally friendly from previous studies will 

be carefully investigated in this chapter. Firstly, I will specify the methodology for 

searching and accessing the previous articles within the academic field of hospitality 

industry. Then, the evaluation and discussions in findings, approaches and techniques from 

a holistic view in previous researches will be talked. Afterwards, the themes and definition 

in with respect to environmental behaviors and the relevant factors according to my 

research question in previous literatures will be investigated. Finally, I conclude by 

summarizing the main trends in previous studies.  

 

As Brotherton (2015: 67) argues that, there are two main purpose of literature review in a 

research project. One is to obtain the knowledge toward the topic and field which 

researchers are interested so as to build something new on the basis of previous studies. 

Another is to combine with review of literature to build researchers own conceptual design 

in a logical way. Based on this consideration, past literatures would be systematically 

reviewed.  

 

2.1 Methodology for searching and accessing articles 

First of all, before I conducted the literature review, the methodology for sourcing, 

accessing and organizing the literature should be talked primarily (Brotherton, 2015: 68).  

In this study, I have used Science Direct, Scopus, Emerald to search articles, since these 

three internet databases are convenient to simultaneously filter articles’ title, keywords and 

abstract. As for the target journals, Annals of tourism research, International Journal of 

Hospitality Management, Journal of Hospitality and Tourism Research, International 

Journal of Contemporary Hospitality Management, Journal of Hospitality and Tourism 

Management was anticipated before sourcing, searching and assessing.  

Being based on the topic of this study, both of hotel guests’ environmental behaviors and 

various factors that influence hotel guests’ environmental behaviors were focused to review. 
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According to the research aim and question of this thesis, hotel guests’ environmental 

behaviors in hotel industry were primarily considered. And then, various factors that 

influence hotel guests’ environmental behavior were placed secondly. Key words were 

identified in this literature review, as the following: hotel, hotel industry, hospitality 

industry; environmental behaviors, pro-environmental behaviors; environmental 

attitudes, environmental knowledge, individual responsibility, environmental 

management, environmental policies, environmental regulation, marketing, green 

marketing, social norms. 

 

As for the first level of search terms, what I have identified is: “hotel” or “hotel industry” 

or hospitality industry (S1), because objective articles are expected within the academic 

field of hotel industry. “Environmental behaviors”, “pro-environmental behaviors” (S2) 

were located in the second level since the review of literature is conducted to seek the 

knowledge of hotel consumers’ (pro-)environmental behaviors and specific performances 

in previous studies. “Environmental attitudes”, “environmental knowledge” and 

“individual responsibility” (S3) were identified in the third level because three factors 

closely relate to hotel guests’ as individuals for the promotion of environmental behaviors; 

“environmental management”, “environmental policies”, “marketing” “green marketing” 

and “social norms” (S4) were the last level of searching because their influences are on the 

basis of outer forces and outside of people’s mind.  

Search procedure Key words  

S1  hotel/ hotel industry/ hospitality industry; 

S2 environmental behavior pro-environmental behavior 

S1 AND S2 S1 AND S2 

S3a,b,c (a)environmental knowledge/ (b)environmental attitudes/ (c)individual 
responsibility; 

S1 AND S2 AND S3a,b,c S1 AND S2 AND S3a,b,c 

S4a,b,c (a)environmental regulation, environmental management, environmental 
policies / (b)marketing, green marketing/ (c)social norms;  

S1 AND S2 AND S4a,b,c S1 AND S2 AND S4a,b,c 

Table 1: Searching procedure. 
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Afterwards, during the procedure of searching literatures, “S1 AND S2” mainly refers to 

show the knowledge about the understanding of hotel consumers’ environmental behaviors 

within hotel industry. And then, the search results of “S1 AND S2 AND S3a,b,c” were used 

for analyzing the influence of environmental attitudes, environmental knowledge and 

individual responsibility and environmental behavior in hotel industry. Similarly, “S1 

AND S2 AND S4a,b,c” were used for realize the knowledge about how governmental 

regulation, marketing and social norms which as outer forces impact on environmental 

behaviors in hotel industry. The search results have been found after the procedure of 

searching and sourcing articles, then I read articles’ title and abstract to seek the articles 

which were relevant to my topic, the suitable articles further filtered by the inclusion 

criteria:  

-! The forms of research articles should be peer-reviewed journal articles.  

-! Articles about the environmental behaviors should relates to the research objectives of 

hotel industry (or hotel firms).  

-! Articles about S3 (environmental knowledge, environmental attitudes and individual) 

should be prior in hotel industry and from hotel guests’ aspects.  

-! Articles about S4 (governmental regulation, marketing strategies and social norms) 

should be in hotel industry.  

-! Repeated articles should be removed.  

-! The publication data should be from 2000 to 2017.  

-! Articles written in English. 

 

2.2 Results  

Articles relating to the particular topic and relevant fields of this study were found after 

initial searching and filtering. As for the research trends, hotel guests’ environmental 

behaviors, environmental knowledge and the market-oriented researches relating to topic 

of this study are concentrated. Most articles used quantitative methods and statistical 

techniques for collecting and analyzing data, 5 articles separately used meta-analysis (Gao 

et al., 2016), qualitative method (Manaktola and Jauhari, 2007), secondary document 
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analysis (Motti, 2016; Tiago et al., 2016; Holcomb et al., 2007). The main research 

methods and techniques focused on the statistical results between environmental behaviors 

and various factors, it established a concrete theoretical foundation toward the correlation 

between environmental behaviors and each factor. Being based on the existing literatures, 

they can help this study realize the main coefficients among different variables, but here 

we can see that, lacking of substantially meaningful communication with hotel guests can 

be regarded as main deficiencies from previous literatures.  

 
(a) The understanding of hotel guests’ environmental behavior  
As Wei and Miao (2013: 109) suggests that “environmental behaviors should be regarded 

as kinds of human behaviors and it is not isolated.” From previous studies we can see that, 

the understanding of environmental behaviors has been deeply explored either from the 

perspective of its categories or from its specific actions. 

 

On one hand, some scholars have differentiated the categories of environmental behaviors. 

As Homburg and Stern suggests that, it should be categorized as “environmental activism, 

non-activist behavior in public sphere, private sphere environmentalism and behaviors in 

organizations” (Homburg and Stolberg, 2006: 2; Stern, 2000: 421). Nevertheless, Rice 

divided environmental behaviors in three different types — “the public sphere, the private 

sphere and activist behavior (Rice, 2006: 383).  

 

On the other hand, certain detailed environmental performances in hotel industry have 

already been listed in previous studies. Some authors indicated that “visiting and revisiting, 

word of mouth and willingness to pay more for green products or services also can be 

included hotel consumers’ environmental behaviors (Han et al. 2011: 348; Lita et al. 2014: 

268; Kumar and Noor, 2014: 511; Mensah, 2013: 449-450; Gursory and Xu, 2015: 112).” 

Some studies hold opinions that hotel consumers’ environmental behaviors mainly are 

reduction, conservation and reuse (Manakatola and Jauhari, 2007: 327; Han et al. 2010: 

325; Reese et al., 2014: 97). Wei and Miao (2013: 332) proposed seven dimensions of 

environmental behaviors, including “recycling, reuse, reduction, conservation, green 

consumerism, curtailing and compromise”, they found that “the lowest level of 

environmental behaviors requires of compromise of personal comfort” (Wei and Miao 
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2013: 327). At the same time, guests’ ecological behaviors in hotel rooms can be found in 

some of previous studies, such as conservation, reuse, reduction, recycling, curtailing and 

compromise (Manakatola and Jauhari, 2007; Han et al., 2010; Reese et al., 2014; Wei and 

Miao, 2013) 

 

(b) Consciousness for promoting environmental behavior  

First of all, previous studies make emphasis on the relationship between guests’ 

environmental attitudes and behaviors in lodging industries. Results have shown that more 

and more people have positive attitudes in terms of protecting the environment when they 

have a patronage on hotels (Kumar, 2014; Lita et al. 2014). Researchers firmly believe that 

guests’ environmental attitudes act significant role on environmental behaviors, and their 

correlation are positive (Lita et al., 2014: 262; Han et al., 2011: 352; Kumar and Noor, 

2014: 511; Mensah, 2013: 452). And it indicates that the more environmental attitudes can 

motivate the more environmental behaviors, and these attitudes closely relate to guests’ 

visit intention, word of mouth and willingness to pay more”.  

 

As for understanding of environmental attitudes, different researchers hold different 

suggestions. Tsai (2008: 290) claims that three elements of attitudes impact on customers’ 

environmental behaviors: “cognitive(belief), affective(feeling) and behavior(reaction)”. 

Hanks and Line (2016: 919) suggests the beliefs of attitudes affect consumers’ 

environmental behaviors significantly, he highlighted two kinds of beliefs: environmental 

beliefs and luxury beliefs, and these two beliefs differently influence environmental 

behaviors. Environmental beliefs make consumers have more environmental attitudes in 

hotels, but luxury beliefs are negative for guests to be environmentally friendly, because 

luxury services are detrimental for hotel guests’ convenience and comfort. More than that, 

Hanks and Line (2016: 905) identified that the perceptions of hotel’s destination also can 

affect guests’ environmental attitudes, they think that guests’ environmental attitudes will 

be better when they stay in nature destination than urban areas. Furthermore, the factors 

that influence environmental attitudes are different as well. Mensah (2013: 451) suggests 

that, “people’s gender, age, education and household income closely relate to consumers’ 

environmental attitudes toward their environmental behaviors. Han et al. (2011: 349) 
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suggests that “the previous experiences in green hotels can be regarded as an effect of 

attitude component while they also agreed with Mensah’s (2013) findings about 

demographic elements and guests’ environmental attitude. Han et al. (2011: 353) also 

suggests that, dimensions of environmental education and certain green marketing 

strategies from business corporation is the greatest impacts on guests’ environmental 

attitudes for the promotion of their environmental behaviors.  

 

Secondly, environmental knowledge has shown its influences also. As for the previous 

studies of environmental knowledge and ecological behaviors in hospitality context, as 

Mensah (2012: 84) argues that, there has been little research focused on. Most of studies 

were by virtue of the previous studies in the field of Environmental Education and 

Sociology (Gao et al., 2016; Laroche, 2001; Huan et al., 2014; Chan et al., 2014; Mensah, 

2012). For instance, some of them were conducted by Weaver’s (2002) study in sociology 

research (Mensah cited, 2012: 72), which identified “environmental knowledge is the 

greatest predictor for personal environmental behaviors, so the more environmental 

knowledge in people’s mind, the more possibility people could control their attitudes to act 

environmental performances.” However, the research in the field of Environmental 

Education disagreed that, “the positive influences of environmental knowledge do not 

closely relate to environmental behaviors comparing with environmental attitudes, its 

positive influences are limited” (Kollmuss and Agyeman, 2002: 256). Being based on 

different arguments of environmental knowledge, scholars chose various entry points to 

investigate the relationship between environmental knowledge and guests’ environmental 

behaviors under the background of hospitality industry. Generally, environmental 

knowledge has been widely recognized as an important factor to positively influence 

consumers’ environmental behaviors (Gao et al., 2016; Laroche, 2001; Huan et al., 2014; 

Chan et al., 2014; Mensah, 2012), especially in the study of Mensah’s study (2012: 84), 

which clearly pointed the significant positive relationship between environmental 

knowledge -- which inculcated by environmental education -- and guests’ ecological 

behaviors in hotel industry. Specially, Gao et al. (2016: 113) used meta-analysis 

methodology to examined the relationship between guests’ environmental behaviors and 

environmental knowledge, the results found that environmental knowledge influences 
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hotel guests’ behavioral intention. Besides, Laroche et al. (2001: 504) found consumers’ 

who have environmental knowledge are more likely to pay the premium, and 

environmental knowledge acts important role for environmentally friendly behaviors. 

Similarly, some studies also indicated that consumers who have more environmental 

knowledge are more likely to book an environmental property in hotel industry (Han et al., 

2009, 2011; Manaktola and Jauhari, 2007). More than that, Mensah’s (2012: 79) study 

indicated that notices from the supply side of hotels as environmental knowledge are easier 

to be accepted by hotel guests.  

 

Thirdly, as Kollmuss and Agyeman (2002: 243) defined that individual sense of 

responsibility is “people with a greater responsibility are more likely to engage in 

environmental behaviors.” Certain studies have shown that, the position of individual 

responsibility should be prior for the promotion of environmental behaviors (Knez-Riedl 

et al., 2006; Kollmuss and Agyeman, 2002). On one hand, the promotion of individual 

environmental behaviors can be related to personal moral obligation, thus they are 

indispensable to be considered when investigating individual’s intentions to certain 

behaviors (Wei and Miao cited in Schwartz and Howard, 1981: 104; Chen and Tung cited 

Kaiser, 2006: 222). On the other hand, some researchers thought individual responsibility 

closely relates to personal well being and the well being of their family, so environmental 

behaviors to some extent can be enhanced (Stern 1993: 341). Kollmuss and Agyeman 

(2002) argued the individual responsibility as the internal factors which has more power to 

influence consumers’ environmental behaviors than environmental knowledge, attitude 

and awareness.  

 

However, the studies about individual responsibility in hotel industry have not been 

concentrated (Zupan and Milfelner, 2013: 514). Most researchers pay more attention to the 

Corporate Social Responsibility and sustainability within hotel industry from a relatively 

holistic view in order to implement environmental practices among different stakeholders 

(e.g. Bohdanowicz & Zientara, 2008; Holcomb et al., 2007; Kalisch, 2002), and researchers 

addressed the importance of cooperation of social, economic and environmental aspects of 

responsibility from the supply side (firms and enterprises) to enhance sustainable 
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development. As for the research on the demand side of social responsibility (SR) in hotel 

industry (e.g. hotel consumers or hotel guests), previous studies merely advocated that, the 

controlling force of responsibilities towards hotel consumers’ environmental behaviors 

cannot be ignored (Zupan and Mifelner, 2014; Chen and Tung, 2014). Two literatures 

clearly pointed individual responsibility and consumers’ environmental behaviors, Zupan 

and Mifelner (2014: 513) claimed that individual social responsibility can enhance guests’ 

consideration of environmental dimensions which can influence them to choose small 

hotels. Chen and Tung (2014: 227) aligned with previous studies investigating the personal 

morality and hotel consumers’ environmental behaviors, which identified it can influence 

consumers to visit ecological hotels.  

 

(c) Institutional, commercial and social-cultural influences  

The influences of institutional aspects, the research on the field of governmental regulation 

toward the hotel firms’ implementation of environmental practices and guests’ promotion 

of environmental performances in hotel industry has been studies for a long time. The main 

suggestion in previous studies have shown that, governmental and institutional regulation 

as one of the external factors, should be involved in the issues with respect to the 

implementation of hotel firms’ environmental practices and guests’ environmental 

behaviors (Font 2002; Mensah, 2006; Sloan et al., 2015; Rivera, 2004; Motti, 2016; 

Mensah and Blankson, 2013). 

 

Some of studies found that the implementation of standard practices has been recognized 

as effective tool to measure hotel’s natural resources consumption (water and energy 

consumption), the use of chemical detergents and daily linen washing in order to nudge the 

implementation of environmental practices, its advantages are mainly embodied in the 

reduction of natural resources waste and the improvement of cost efficiency (Sloan et al., 

2015: 180). More than that, some found that by measuring the relevant statistic on the basis 

of benchmark, the tool — Green Certification, can play a subsidiary role to measure the 

hotel firms’ degree of environmental practices in hospitality industry (Font, 2002; Chan 

and Wong, 2004: 490; Bohdanowicz, 2006: 679; Tiago et al., 2016: 615). As knowledge 

from Chan and Wong (2004: 490) shows that, the method of certification can effectively 
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combine the implementation of environmental management in hotels and the minimum 

performance benchmark requirements by eco-labels, such as ISO 14001. Then, higher 

levels of accreditation can have more chance to obtain the financial support and higher 

premium. In general, green certification and eco-label, which implemented by the supply 

side of hotel firms, also can involve consumers’ environmental behaviors in hotel 

(Bohdanowicz 2006: 679; Tiago et al. 2016: 615).  

 

However, several barriers still are obvious during the process of governmental 

accreditation: (1) Certain basic information about environmental impacts resulted from 

hotel operations are still hard to be quantified. Small or medium scale hotels are reluctant 

to provide necessary information not only because they are short of environmental 

awareness, but also because private owned hotels often cannot be beneficially awarded 

(financial support, social reputation) from government (Sloan et al., 2015: 180). (2) The 

proliferation of various certification and accreditation schemes often make hotel consumers 

confused about their authority and credibility (Font 2002: 197; Sloan et al., 2015: 182), and 

this situation also results in time consuming and high expense no matter for hotel or guests; 

(3) Environmental policy statements often stand in the primary stage to control and 

encourage hotel firms to train and educate guests, thus the influence of environmental 

management policy for promoting hotel consumers’ environmental behavior is relatively 

indirect, even sometimes the communication between hoteliers and government is not 

effective (Sloan et al., 2004: 181).  

 

Hence, the study mentioned that the concepts about voluntary and mandatary regulation 

from governmental and institutional regulation for the implementation of environmental 

practices and guests’ environmental behaviors should be considered (Sloan et al., 2015; 

Rivera, 2004). As Toller (2011) defined that, voluntary regulation (VR) refers to “a kind 

of free choice to standard practices and it is beyond the rules of law” (Motti cited in Toller, 

2016: 10). Rivera (2004: 779) suggested that voluntary environmental (CST: Certification 

for Sustainable Tourism) program may be effective for the promotion of environmental 

performances in hotel industry, however, the precondition is that, when voluntary program 

is complemented by institutional pressure from government by monitoring and explicit 
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penalties, the promotion of environmental behaviors among stakeholders (including 

consumers’ environmental behaviors) will be more effective. In other words, Rivera (2004) 

found that although voluntary program is effective to motivate environmental 

performances in hotel industry, the mandatory incentives still should be considered by the 

governmental aspects through monitoring and explicit penalties.  

 

Secondly, as for marketing strategies, the concept of green marketing, which emerged in 

the 1980s, was defined as “an effort of organizations to promote, design, price and 

distribute products that have no negative impacts on the environment” (Chan cited in 

Peattie and Crane, 2015; Pride and Ferrell, 1993: 1019). Previous studies have shown that 

green marketing as a kind of holistic concept for enhancing sustainable development of 

hotel industry can ultimately promote guests’ environmental behaviors (Millar et al., 2012: 

396; Rishi et al. 2015: 386; Medabesh and Upadhyaya, 2012: 39; Chan, 2013: 1042; Scott 

and Wong, 2015: 90). Specially, there has been identified different specific approaches 

embraced in the green marketing strategies. As findings in Millar’s (2012: 407) research 

show that, advertisement and communication from the supply side of hotel can effectively 

motivate hotel consumers’ to be more green when they stay in hotel rooms, but the 

prerequisite is that, hotelier should understand the types of guests, e.g. business travelers 

or leisure travelers, for the promotion of their environmental behaviors, and then, 

understanding what different types of guests want is also important to create guests’ in-

room green behaviors and experiences. Chan (2013: 1043) also suggested that certain 

fashionable advertisements with an environmental message is needed to set up in hotel in 

order to make hotel consumers positively conscious the importance of their behavioral 

change for the environment, especially for female guests who are more likely to accept 

green marketing, and Internet is an effective channel to directly deliver the environment 

message to hotel consumers. One the other hand, some studies have focuses on the 

servicescape of hotel to promote hotel consumers’ environmental behavior. As Medabesh 

and Upadhyaya (2012: 39) suggested that, multi-dimensionality of servicescape can 

effectively obtain consumers’ support, they claim “ambience, spatial layout, artifact and 

symbols of hotels are contributed to promote consumers’ support”.  
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Finally, as for the social and cultural aspects, previous studies also found that social norms, 

which set in hotel rooms, have positive correlation between guests’ environmental 

behaviors. The main characteristics of them are the researches on the environmental 

behaviors of reusing towels rather than other behaviors (Marfaring and Terror, 2015: 13; 

Bohner and Schluter, 2014: 1; Goldstern et al., 2007: 47; Reese et al., 2014: 99; 

Scheibehenne et al., 2016: 1043). Moreover, as for the research tendency, on one hand, 

some of researchers focused more on the positive correlation between guests’ towel reusing 

behaviors and the social norms (Marfaring and Terro, 2015: 13; Goldstern et al., 2007: 47; 

Scheibehenne et al., 2016: 1043), which identified norms can foster and trigger hotel guests 

to perform ecological behaviors in hotel rooms. On the other hand, some researcher made 

emphasis on comparing the effectiveness of different kinds of social norms. As Bohner and 

Schluter (2014: 1) found that, “descriptive norms’ message is not effective than standard 

norm messages.”, and Reese et al. (2014) found that “provincial norm messages are more 

effective than standard norm messages.” 

 

2.3 Conclusion  

Overall, previous studies with regard to consumers’ environmental behaviors and relevant 

factors that influence ecological behaviors have provided concrete theoretical basis from 

two main aspects. On one hand, previous studies have deeply explored the understandings 

of environmental behaviors from their categories. Specially, environmental behaviors in 

hotel industry have been identified differently, including reduce, reuse, conservation, 

curtailing, compromise, green consumerism, visit and revisit, word of mouth to spread 

(Wei and Miao, 2013: 332; Han et al., 2010: 325, 2011:348; Reese, et al., 2014: 97; Lita et 

al., 2014: 268; Kumar and Noor, 2014: 511; Mensah, 2013: 449-45-; Gursoy and Xu, 2015: 

112).  

 

On the other hand, the framework of factors that influences consumers’ environmental 

behavior has been well-established. Environmental attitudes have been recognized a closer 

internal factors to motivate hotel consumers’ environmental behavior, especially for 

behaviors of visit intention, word of mouth to spread and willingness to pay a premium for 

green product service in hotels (Lita et al., 2014: 262; Han et al., 2011: 352; Kumar and 
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Noor, 2014: 511; Mensah, 2013: 452). Environmental knowledge also can be regarded as 

one of factors for green behavioral promotion, but some researchers have acknowledged 

that its consequences for consumers’ environmental behaviors is relatively limited 

(Kollmuss and Agyeman, 2002; Huan et al., 2016). Generally speaking in hospitality 

context, environmental knowledge has been widely recognized as an important factor to 

positively influence consumers’ environmental behaviors (Gao et al., 2016; Laroche, 2001; 

Huan et al., 2014; Chan et al., 2014; Mensah, 2012). More than that, another internal factor, 

individual responsibility, has also been recognized as a powerful factor for the promotion 

of environmental behaviors, and its position should be prior, since it closely relates to 

personal moral obligation (Chen and Tung, 2014: 227; Zupan and Mifelner, 2014: 513).  

 

More than that, previous studies have shown that, standard practices, green certification 

and eco-labels can be as the tools in governmental regulation to motivate hotel firms to 

engage in green practices which also can involve the promotion of consumers’ 

environmental behaviors (Sloan et al., 2015: 180; Font, 2002; Chan and Wong, 2004: 490; 

Bohdanowicz, 2006: 679; Tiago, et al., 2016: 615). However, the process of governmental 

accreditation by these tool often meet some barriers (Sloan et al., 2015; Font, 2002). Thus, 

the differentiation between voluntary and mandatory regulation have been discussed also 

in the previous literatures (Sloan et al., 2015; Rivera, 2014)��More than that, marketing 

strategies from the supply side of hotel also plays a significant role, previous studies have 

focused on the concept of green marketing to conduct various instruments, including 

(internet) green and fashionable advertisements; communication and education; pricing 

strategy; the ambiance, spatial layout, artifacts and symbols (Millar et al., 2012: 407; Chan, 

2013: 1043; Medabesh and Upadhyaya, 2012: 39). Finally, previous studies provided the 

knowledge about social norms and guests’ environmental behavior change. On one hand, 

some scholars focused on the correlation between social norms in hotel rooms and guests’ 

environmental behaviors, besides, some researcher examined the effectiveness of different 

kinds of social norms (Marfaring and Terror, 2015: 13; Bohner and Schluter, 2014: 1; 

Goldstern et al., 2007: 47; Reese et al., 2014: 99; Scheibehenne et al., 2016: 1043).�

�
�



� ���

3. Conceptual framework 
In this section, the ERB (Environmental Responsible Behavior) model in Environmental Education 

Research will be introduced in order to legitimate the logical relation between factors and 

environmental behaviors. Then, according to the research aim in Tourism Research, different 

factors in thesis will be categorized and discussed. The concepts include, hotel consumers’ 

environmental behaviors, internal factors (environmental knowledge, environmental attitudes, 

individual responsibility), external factors (governmental regulation, marketing strategies and 

social norms) Finally, the summary of the conceptual framework in the present study will be 

identified.   

�
As Brotherton (2015: 96) argues that, a research without a conceptual framework just like 

a body without skeleton, thus the conceptual framework refers to a structure which is 

helpful to identify/present a coherent formation among various factors, variables in 

accordance with the thesis’s research aim, and it should be grouped, categorized in a 

manageable and systematical entities (Brotherton 2015:95).  

�
3.1 Themes and conceptual design in this study 

The comprehensive ERB (Environmental Responsible Behavior) model (Kollmuss and 

Agyeman, 2002), which systematically organized the relationship between various factors 

and the promotion of environmental behaviors, has been found in previous study within 

Environmental Education Research. It is identified three categories’ factors for the 

promotion of consumers’ environmental behaviors: demographic factors (gender and 

education years), external factors (commercial/institutional/social-cultural factors) and 

internal factors (environmental knowledge, awareness, attitudes, values, attitudes, 

emotions, locus of control, responsibilities and priorities). This ERB model from Kollmuss 

and Agyeman (2002: 248) was an integration of different previous models, such as Early 

Models of pro-environmental behavior (Burgess, 1998); Theory of reasoned action (Ajzen 

and Fishbein, 1980); Models of predictors of environmental behavior (Hines, 1986); 

Models of ecological behavior (Fietkan and Kessel, 1981); Barrier between environmental 

concern and action (Blake, 1999).  
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However, Kollmuss and Agyeman (2002: 248) still claimed that, although ERB model can 

incorporate all factors into one single framework for the promotion of environmental 

behaviors, it merely can provide an overall view of various influential factors. As for its 

practicability, one single framework sometimes is neither feasible nor useful, because 

influential factors and pro-environmental behaviors are so complex that a comprehensive 

single framework sometimes would make research per se loss the meaning (Kollmuss and 

Agyeman, 2002: 248). For this reason, the ERB model merely act an assistant function to 

ensure the factors which I want to explore can be correctly categorized in the present 

research.  

 

The only difference between ERB model and this research’s topic is that, ERB model 

somewhat are broader than the topic of this thesis field in Tourism Research (hospitality 

studies), but it does not represent that the validity of these factors in ERB model is not 

suitable to be investigated about how they can be effective for the promotion of hotel guests’ 

environmental behaviors in hotel rooms. According to this comprehensive ERB model, 

environmental knowledge, attitudes and individual responsibility for the promotion of 

environmental behaviors can be categorized as the internal factors for the promotion of 

environmental behaviors. On the other hand, the validity of governmental regulation 

(institutional aspect), marketing strategies (commercial aspect) and social norms (social-

cultural aspect) which highlight the outer forces have been suggested to be the external 

factors for the promotion of environmental behaviors.  

 

Hence, the framework of concepts in this study are feasible to be outlined as Figure 2 shows: 

hotels’ consumers’ environmental behavior; internal factors (environmental knowledge, 

environmental attitudes, individual responsibility); external factors (government 

involvement, marketing strategies, social norms).  
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Figure 1: Conceptual framework in the present study 

 

3.2 Hotel guests’ environmental behavior in hotel rooms 

Hotels’ guests refer to person who uses hotels’ service (Dictionary.com). Furthermore, 

environmental behaviors can be defined as “behaviors that consciously seeks to minimize 

negative impacts from one’s performances for natural environment and built environment 

(Kollmuss and Agyeman, 2002: 240). Previous studies have identified that guests’ 

environmental behaviors in hotel settings can be researched in different ways. Some studies 

focused guests’ environmental behaviors on the visiting and revisiting, word of mouth to 

spread and willingness to pay more for green products or services in hotel settings (Han et 

al. 2011: 348; Lita et al. 2014: 268; Kumar and Noor, 2014: 511; Mensah, 2013: 449-450; 

Gursory and Xu, 2015: 112). Some studies made emphasis on reduction, conservation and 

reuse (Manakatola and Jauhari, 2007: 327; Han et al. 2010: 325; Reese et al., 2014: 97). 

The main problems in using the concept of environmental behaviors in hotel settings are, 

researchers always chose different entry point to research on the guests’ environmental 

behaviors with variables in hotel settings. Thus, the concept of guests’ environmental 

behaviors is so complex that it has not been integrated in a clear theory. 

 

This thesis aims at exploring guests’ environmental behaviors in hotel rooms, thus some 

of behaviors from previous studies are not appropriate, such as visiting and revisiting, word 

of mouth to spread green hotels and willingness to pay more for ecological products (Han 
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et al. 2011; Lita et al. 2014; Kumar and Noor, 2014; Mensah, 2013; Gursory and Xu, 2015). 

By reviewing previous literatures, merely one research in categorizing hotel guests’ 

environmental behaviors in hotel settings is clear, and most of environmental behaviors in 

this study can include in-room behaviors. Wei and Miao (2013: 332) proposed that, 

environmental behaviors in hotel settings can be divided into seven dimensions, including 

“recycling, reuse, reduction, conservation, green consumerism, curtailing and 

compromise”. 

 

Green consumerism ‘Ecological products’ 

Recycling ‘Recyclable materials’ 

Reuse “Bed sheets and towels” 

Conservation “Switch off the light when leaving 

room/TV/Other electric equipment” 

Reduction “Heating and air-condition” 

Compromise “Quick shower” 

Curtailing “Turn off the tap when brushing teeth” 

Table 2: Seven dimensions of environmental behaviors (Wei and Miao, 2013) 

Specially, ‘Green consumerism refers to purchasing ecological products. Recycling 

refers to ‘recycle the recyclable materials such as newspaper, plastic stuffs and other 

garbage’. Reuse mainly focuses on the bed sheets and towels. Conservation aims at the 

energy consumption, such as turning off the lights, TV or other electric equipment. 

Reduction mainly refers to the reduction of heater in Winter or air-condition in Summer. 

Compromise is the behaviors that shorten the shower time. Curtailing refers to turn off 

the tap when guests are brushing the teeth (Wei and Miao 2013: 327)”.  

 

It is noticed that, there are seven dimensions in Wei and Miao’s (2013) study, but this thesis 

aims at exploring hotel guests’ environmental behaviors in hotel rooms, thus green 

consumerism will be excluded in the concept of guests’ in-room environmental behaviors 

in this study. Taken together, recycling (waste); reusing (towels and bed sheets), 

conservation (lights, TV, other electric equipment), reduction (heating and air-condition), 
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compromise (quick shower) and curtailing (turn off tap when brushing teeth) will be 

covered as guests’ environmental behaviors in hotel rooms in this study.  

 

3.3 Internal factors  

Internal factors in this study mainly refers to the factors that internally influence guests’ 

environmental behaviors, thus internal factors begin from the consciousness from human 

brain. In this study, three factors can be placed into internal factors, which are also 

consistent with Kollmuss and Agyeman’s (2002) model: Environmental knowledge; 

Environmental attitudes; Individual responsibility.  

 

(a)Environmental knowledge. Some of previous studies focused on the categories of 

environmental knowledge. Mostafa (2007) proposed that, “environmental knowledge can 

be categorized from different aspects, including abstract environmental knowledge (such 

as problems, reasons, implementation) and concrete environmental knowledge (such as 

useful actions on environmental issues) (Gao et al. cited, 2016: 108).” Kollmuss and 

Agyemann (2002: 250) also argued that, environmental knowledge should be considered 

into different levels. However, the main aim of this study is not to examine the correlation 

between different kinds of environmental knowledge and guests’ environmental behaviors 

in hotel rooms. Thus, there is no necessity to differentiate the categories of environmental 

knowledge. In this study, environmental knowledge merely is anticipated to be a kind of 

general concept for exploring guests’ opinions about how environmental knowledge in 

guests’ mind. Prior study indeed defined that environmental knowledge can be regarded as 

a general concept. As Fryxell and Lo (2003: 45) defined, it refers to “the general knowledge 

in respect with concepts and factors to the ecological system and natural environment”. 

Not only that, Po-shin and Li-Hsing (2009: 37) also argued that, environmental knowledge 

also can be embodied in how much information with respect to environment do consumers 

know, and how can consumers understand the benefit of environmental behaviors. 

Therefore, environmental knowledge in this thesis does not highlight the negative 

environmental problems guests perceiving, I prefer to choose a kind of factual/general 

knowledge, e.g. the factual knowledge about fresh water and energy situation in the earth, 

the factual knowledge about climate change, and the factual knowledge about instruments 
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to save water and energy resources from individual perspective. And then, the opinions 

explored from factual environmental knowledge in guests’ mind can be used for how it can 

effectively motivate guests’ environmental behaviors in hotel rooms.  

 

(b)Environmental attitudes. Attitudes are defined as “an enduring disposition to respond 

in a given manner to various aspects of the world, an individual then can be on the basis of 

personal like or dislike to perform a behavior” (Tonglet et al., 2004: 197). Previous study 

identified that, consumers’ environmental attitudes refer to “consumers’ positive attitude 

to protect natural and built environment” (Suki cited Watkins, 1994: 105). As I have talked, 

guests’ environmental behaviors in hotel rooms ultimately aim at conserving natural capital 

in the earth. Thus, how can make consumers’ positive attitude effectively motivate their 

own environmental behaviors, and to achieve the conservation of natural capital is 

significant in this study.  

 

Previous studies suggested that, ecological attitudes can be involved in different dimension, 

including (1) Whether consumers strongly perceive the seriousness of environmental 

problems. This means that, if consumers highly perceiving the serious problems of 

environment, then they have strong environmental attitudes. (2) Whether consumers agree 

that being environmental friendly is inconvenient or not. This means that, if consumers can 

compromise the convenience to perform environmental behaviors, then their 

environmental attitudes are advanced. (3) How they think of significance of environmental 

behaviors; (4) Whether they believe that companies are striving to environmental practices 

(Laroche et al., 2001; Han et al., 2011: 347). In this study, in order to clearly differentiate 

the concept of environmental knowledge and environmental attitudes, I am interested in 

the direction of exploring how hotel guests perceiving the seriousness of environmental 

problems as environmental attitude, such as the serious problems of climate change, the 

serious problems of energy consumption and carbon dioxide emission, and the serious 

problems of freshwater scarcity, and then, how environmental attitudes can be effective to 

motivate guests’ in-room ecological behaviors in hotels can be explored.  
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(c)Individual responsibility in previous studies has been identified that, it is important to 

promote environmental behaviors (Schwartz and Howard, 1981: 104; Chen and Tung cited 

Kaiser, 2006: 222). As Kollmuss and Agyeman (2002: 243) argued that, ‘people with a 

great sense of individual responsibility is more likely to act environmental behaviors rather 

than personal wants and needs. Not only that, Chen and Tung (2014: 224) also found that, 

individual responsibility is significant for motivating guests’ environmental behaviors in 

hotel settings. As for the direction of exploring individual responsibility, previous studies 

mainly related moral obligation with individual responsibility (Kaiser et al., 2006; Chen 

and Tung, 2014). Therefore, this study also aims at exploring guests’ ideas about moral 

obligation and their social responsibility for promoting environmental behaviors in hotel 

rooms. It is noticed that, moral obligation can be regarded as a kind of direction for making 

individual responsibility become more effective to the promotion of environmental 

behaviors in hotel rooms, as for innovative ideas from guests, this study will explore further.  

 

3.4 External factors  

Comparing with internal factors, external factors for the promotion of environmental 

behaviors represent the outer pressure which are distinct from consciousness in human 

brain. According to Kollmuss and Aygeman’s study (2002), external factors mainly refers 

to the pressure from government, enterprise and society. Therefore, the present study wants 

to explore ideas about how governmental regulation, marketing strategies and social norms 

can promote guests’ environmental behaviors in hotel rooms.  

 

(d) Institutional regulation: One research in hospitality context clearly pointed out the 

operationalization of governmental regulation for the promotion of environmental 

behaviors. In Rivera’s (2004) study, two aspect of institutional regulation have been 

provided. On one hand, voluntary aspect (voluntary program in CST which so called 

Certification for sustainable Tourism) may be effective to the promotion of environmental 

behaviors in hospitality industry. In Rivera’s (2004) study, the conceptualization of 

voluntary regulation can be correlated to market incentives and performance-based 

standard (p.792). However, this thesis cannot include the concept of market incentives, 

because it would be separately discussed in the part of ‘marketing strategies from the 
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supply side of hotels’, therefore, I merely involve performance-based standard, which 

refers to certification (CST) and accreditation for assessing hotel firms’ adoption of 

specific environmental practices. In fact, some of previous studies also demonstrated the 

significance of Certification for motivating hotel firms to implement environmental 

practices and also can be helpful to make hotel guests conscious for promoting their 

ecological behaviors (Bohdanowicz 2006: 679; Tiago et al. 2016: 615)  

 

On the other hand, Rivera (2004) also claimed that, voluntary program in regulation 

sometimes is not enough to effectively motivate environmental performances. For this 

reason, he demonstrated the importance of the mandatory aspect of regulation. As he 

pointed that, ‘Certification for Sustainable Tourism program also needs to require the 

complement of coercive institutional pressure from government, since CST may not 

effectively promote environmental behaviors. In Rivera’s (2004) study, mandatory 

regulation is mainly referred to governmental monitoring and explicit penalties (Rivera 

cited in Winter and May, 2001). Hence, this thesis also uses mandatory regulation which 

refers to the governmental monitoring and explicit penalties for motivating hotel firms’ 

adoption of environmental practices which can be helpful to make guests conscious for 

behaving ecological behaviors.  

 

In a word, institutional regulation can be involved in two aspects in this thesis. First, 

voluntary regulation, as Toller defined that, voluntary regulation refers to a ‘free choice to 

standard practices and it is beyond the rules of law’ (Motti cited in Toller, 2016: 10). In 

accordance with Rivera’s (2004) study, voluntary regulation can include environmental 

standards, such as Certification. Second, mandatory aspect of regulation is also included in 

this thesis which involve governmental monitoring and explicit penalties for the 

implementation of environmental practices.   

 

(e) Marketing strategies from the supply side of hotels, has been defined that “using 

approach to social responsibility, focusing more on maximizing the wealth of owners and 

shareholders” (Karna, 2003: 840). More than that, as we have talked above that, previous 

studies placed more emphasis on the concept of green marketing, “which refers to design, 
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promote, price and distribute products that are not negative for the natural environment” 

(Chan cited in Peattie and Crane, 2015; Pride and Ferrell, 1993: 1019). In this thesis, the 

marketing strategies will primarily focus on exploring participants’ ideas about how these 

marketing approaches can effectively influence hotel consumers from the supply side hotel 

firms. Thus, each element in the concept of marketing strategies, including designing, 

promoting, distributing products and pricing, are not necessary to be explored them one by 

one, they are just a whole direction for this thesis to explore hotel guests’ opinions.  

 

(f) Social norms, can be defined as “various rules and norms that are agreed by members 

of groups, and it can guide and/or constrain individual behaviors without the force of laws” 

(Cialdini and Trost, 1998: 157). There are two kinds of social norms in previous studies: 

(1) Injunctive norm, which is defined that most people agreed in a specific culture. And 

people’s certain behaviors can be evaluated by social pressure, thus injunctive norm is 

always combined with punishments and rewards; (2) Descriptive norm refers to that “it 

commonly observed behavior in a given situation, and behaviors adopted by a majority of 

people”. According to the aim of this study, how social norms can motivate guests’ 

environmental behaviors in hotel rooms will be explored, thus both of injunctive norms 

and descriptive norms would be included in this thesis.  

 

3.5 Conclusion of the conceptual framework in this study 
To sum up, the conceptual framework can be identified that, the promotion of hotel guests’ 

environmental behaviors is the primary point of this thesis. Previous studies chose 

different entry point to research on guests’ environmental behaviors in hotel settings. 

According to the aim of this thesis, I mainly focus on the guests’ in-room environmental 

behaviors in hotels which can be partly consistent with Wei and Miao’s (2013) study, 

including recycling (waste); reusing (towels and bed sheets), conservation (lights, TV, 

other electric equipment), reduction (heating and air-condition), compromise (quick 

shower) and curtailing (turn off tap when brushing teeth).  

 

Furthermore, as for the exploration of how internal factors can be effective to motivate 

guests’ in-room environmental behaviors. Firstly, the concept of environmental 
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knowledge can be executed as a kind of factual knowledge about environment in guests’ 

mind. Actually, factual knowledge focuses more on the neutral information rather than the 

negative impacts of environment. For instance, the factual knowledge about situation of 

fresh water and energy resources in the earth, the factual knowledge about climate change, 

and the factual knowledge about instruments to save water and energy resources. Then, the 

exploration of how factual knowledge in hotel guests’ mind can motivate their ecological 

actions in hotel rooms can be conducted. Secondly, as for the concept of environmental 

attitude, I am interested in exploring how hotel guests perceiving the seriousness of 

environmental problems can motivate guests’ environmental behavior in hotel rooms, e.g. 

the serious problems of climate change, the serious problems of energy consumption and 

carbon dioxide emission, the serious problems of freshwater scarcity, it is the foremost 

dimension to analyze hotel guests’ environmental attitudes in this study. Thirdly, as for 

individual responsibility, this thesis will be aligned with some of prior studies towards how 

personal moral obligation with individual responsibility can be effective for the promotion 

of guests’ environmental behaviors in hotel rooms.  

 

As for the exploration of how external factors can be effective to motivate guests’ 

environmental behavior in hotel rooms, Government regulation will be considered in both 

of voluntary and mandatory aspects of regulation in this thesis. Specially, voluntary 

regulation refers to the performance-based standards for assessing hotel firms’ 

implementation of environmental practices which also can make hotel guests conscious of 

behaving environmental behaviors. Mandatory regulation refers to the government 

monitoring and explicit penalties for motivating hotel firms to engage in environmental 

practices. With regard to marketing strategies from the supply side of hotels, various 

approaches can be covered, including designing, promoting, pricing, distributing products 

and promoting. According to these approaches, I prefer to focus on how these marketing 

approaches from the supply side of hotel firms would be effective for guests’ 

environmental change in this study. Finally, as for Social norms, two kinds of social norms 

can be included, they injunctive norm and descriptive norm, according to the aim of this 

study, how these social norms are effective to motivate guests to be environmentally 

friendly in hotel rooms is important.  
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4. Methodology 
This chapter initiates from comparing different philosophies of social science (positivism, 

phenomenology and constructionism), and choosing the most suitable one 

(constructionism) according to the aim and research question in this study. Afterwards, 

according to the determined philosophy of social science and qualitative research 

methodology, this chapter considers and presents the methods for constructing (structured-

interviews) and analyzing data (subjective content analysis). Finally, the ethical 

consideration will be discussed.  
 

4.1 The relevant philosophies of social science 

Philosophy of social science mainly highlights ‘the understanding of what is the reality and 

what relations between fundamental kinds of things’ (Cartwright and Montuschi, 2014). It 

can help inquirers to choose overall research strategy to understand knowledge of research 

(Altinay et al., 2016). Guba (1990: 18) frames three basic questions towards philosophy of 

science: (1) Ontological question - What is the nature of knowledge or ‘reality’? (2) 

Epistemological question - What is the nature of relationship between the researcher and 

knowledge? (3) Methodological question - How should researchers seek out knowledge? 

In this part, three philosophies of social science in tourism research which are suitable for 

the research question in this study will be discussed, evaluated and justified.  

 

Positivism, as Guba (1990: 19) argues, is an approach where the ‘reality’ exists out there, 

driven by immutable natural truth and laws, and the aim of positivism is to predict and 

control the natural phenomena.’ In order to obtain empirical and ‘real’ proof, researchers 

must utilize factual experimentation to test the relation between reality and theories by 

virtue of presumed hypotheses (Brotherton, 2015: 32; Botterill and Platenkamp, 2012: 147; 

Habermas 1987: 74). Positivism emphasizes the importance of objectivity to assure that 

the physical world is perceived separately and distinctively from researchers (Polkinghorne 

1989; Turner, 2001), and positivists should focus on the facts, causality and fundamental 

laws (Brotherton, 2015; Altinay et al., 2016; Denzin and Lincoln, 1994; Wood, 1999). 

Accordingly, deduction is favored by positivists, it needs researchers with help of 

theoretical basis to explain the phenomenon, and then, to verify the validity by collected 
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data or evidence. Positivists believe that, experiment and surveys are important to achieve 

reality ‘out of people’s minds’ and to explain the cause-effect relationships (Brotherton, 

2015: 31; Botterill and Platenkamp, 2012: 147).  

 

In this thesis, one of the objectives is to investigate how different factors can motivate hotel 

guests’ environmental behaviors in hotel rooms. Hence, investigating the relationship 

between variables (different factors) through survey research could achieve this goal. Hotel 

gusts’ thoughts could be regarded as externally objective existences between each variable, 

meaning that researcher could not impose subjectivity in the process of research. 

Environmental knowledge, environmental attitudes and individual responsibility as 

internal factors thus can be by virtue of objectivity mean values to compare with the 

external factors (e.g. governmental regulation, marketing strategies and social norms). And 

then, deep communication with hotel guests through survey research could possibly be 

achieved.  

 

However, phenomenologists believe the phenomenon and events in the world are based on 

people’s subjective thoughts, actions, and these thoughts and actions are socially 

constructed by directly experiencing the phenomena (Brotherton, 2015; LittleJohn 2009; 

Stwewart, 1990). Phenomenologists are interested about the ways in which people make 

sense of the world, thus research should be closely driven by people’s interests, experiences 

and feelings (Brotherton, 2015: 35). According to the existing literature, phenomenology 

mainly focuses on the subjectivity to understand what is happening and to look at the 

entirety of situations (Brotherton, 2015: 36). Thus induction is an applicable way to 

conduct research, because it highlights social construction, meanings, perceptions and 

subjectivities (Brotherton, 2015: 16).  

 

In fact, the features of inductive approach are likely to be more narrative, meaningful, 

descriptive than statistical techniques, it has also been advocated by researchers to proceed 

in-depth investigation (qualitative methods), such as interviews, observations. According 

to the aim of this thesis, phenomenology is also feasible, because it places more emphasis 

on the importance of subjective experiences and social construction. The research could 



� ���

also utilize phenomenology to investigate hotel guests’ subjective perception, experiences 

and interests with respect to the effectiveness of motivational factors to achieve behavioral 

change in hotel rooms.  

 

Finally, the third approach discussed here is constructionism. Similar to phenomenology, 

constructionism also focuses on the mutuality meaning of the social world (Alvesson and 

Skoldberg, 2009: 26), the social order in its philosophy is an ongoing human product 

instead of the externally natural laws. As Alvesson described that “ * and * are at present, 

but they are not determined by natural truth and reality” (Alvesson and Skoldberg, 2009: 

24). Thus here we can see that, reality is more close to human being’s everyday life, 

meanwhile, the meaning of social world should whereby the history progress which is 

opposite to positivism but is similar to phenomenology. Furthermore, ideas and language 

in constructionism play a significant role as a platform to produce knowledge in order to 

drive the progress of society (Mose and Knusten, 2007). As Mose and Knusten (2007) 

argue, this overarching characteristics of constructionism demands researchers to open 

themselves to listen to respondents’ subjective voices to make challengeable and creative 

ideas in the future.  

 

The purpose of this thesis is to collect guests’ voices to understand how different factors 

can be effectively to promote their environmental behaviors in hotel rooms. This can be 

understood that, collected data from guests themselves is socially constructed. And then, 

the results from hotel guests’ responses can also produce the knowledge which contributes 

to the promotion of their own environmental behaviors in hotel rooms. This is the process 

of stimulating social development. By combining with the basic elements in 

constructionism we can see that, ‘social meaning’, ‘historical progress’, ‘ideas’ and 

language’, they all can be achieved in this thesis by constructionism. In short, 

constructionism is also suitable with the aim of this thesis.  

 

In a sum, from previous studies we can see that, researchers mainly explored the correlation 

coefficient between guests’ ecological behaviors and factors by philosophy of positivism. 

Most of them stand on the side of “exterior” by using deductive approach to objectively 
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test the relationship between environmental behaviors and each factor. For this thesis, there 

is no doubt that positivism and deductive approach could be helpful to explain causality 

and real ‘truth’ towards determinants for influencing hotel guests’ environmental behaviors 

in hotel rooms. However, as I mentioned in the introduction --- in the section of knowledge 

gap --- the statistical results might fall short in bridging guests’ attitude-behavior gap. 

Therefore, although it closely relates to part of my research aim, it still could not perfectly 

involve in subjective thoughts and ideas from hotel guests.  

 

Hotel guests’ behaviors, beliefs and feelings, as a kind of social-cultural phenomenon, are 

indispensable to be investigated by virtue of subjective thinking and interactive 

communication in this thesis (Brotherton, 2015: 35). Following this reason, both of 

phenomenology and constructionism can be seen as suitable theoretical approach in this 

study. However, the final choice between phenomenology and constructivism still needs 

to be identified by their delicate differences.  

 

As discussed above, the phenomenologists highlight direct experiences to the phenomena 

of social world. This means that researchers should directly place emphasis on the people’ 

interests and feelings in order to transform the social world (Brotherton, 2015; LittleJohn 

2009; Stewewart, 1990). According to the purpose of this thesis, the goal is to obtain the 

subjective ideas and voices from hotel guests about how different factors can be effectively 

motivate their environmental behaviors in hotel rooms, rather than exploring guests’ 

feelings and experiences. Probably, government officers or hotels’ employees may have 

experiences and feelings to promote guests’ ecological behaviors in hotel rooms, but guests 

rarely have any experience from doing that. However, what the guests can do is to convey 

their thoughts, ideas, and voices to researchers, then researchers can produce knowledge 

by their ideas and voices to achieve the goal of promoting hotel guests’ environmental 

behaviors in hotel rooms. Therefore, the philosophy of constructionism can be seen as the 

most appropriate approach for this thesis. 
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4.2 Qualitative methodology  

As Lazar (1998) argues that, methodologies refer to “how should researchers go about 

finding out the knowledge.” Thus, a clear research methodology is helpful to guide 

inquirers on the right way to conduct the research (Brotherton 2015:127). In the section of 

philosophy of social science, I have identified that, constructionism is appropriate to be 

chosen as philosophy of social science in this thesis. According to the aim of this research, 

obtaining guests’ opinions toward how different factors can be effective to motivate their 

environmental behaviors is significant. Thus, qualitative research methodology should be 

engaged in this study, and this section will present the applicability of qualitative research 

methodology of this thesis.  

 

Qualitative research, as methodological approach, is distinct from quantitative research. It 

does not have measurements, mean values and testing hypothesis during the research, but 

it focuses, for instance, on experiences and emotions in order to encourage informants to 

express their significant understanding (Altinay, 2016: 75; Veal, 2011: 35). The emphasis 

of qualitative research is putting research things in interpreting phenomena and natural 

settings by virtue of collecting meanings and humanizing problems, and it need researchers 

to stand on emic and insiders’ perspectives (Phillimore and Goodson, 2004: 2). In this study, 

the key point is to practically shorten the hotel guests’ attitude-behavior gap in hotel rooms. 

For this reason, qualitative research can provide the sufficient and meaningful responses 

from hotel guests’ perspective and help to obtain underlying thoughts and ideas from hotel 

guests. Furthermore, as Lincolin and Denzin (1994) claim, qualitative research is the 

practices that transform the world, thus the interaction and interpretations through realizing 

the significantly understanding of the world from participants are necessary (Phillimore 

and Goodson, 2004). If the research can obtain meaningful ideas from guests, then making 

hotel guests put environmental attitudes into real actions (transform the world) can be 

achieved. Hence, qualitative research should be used in my research.   
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4.3 Methods for constructing and analyzing data in this study 

4.3.1 Method for constructing material in this study 

As illustrated above that, qualitative research methodology is appropriate to be used in the 

present study. In this section, methods for constructing material in the qualitative research 

methodology will be discussed and evaluated, and then, the final method for collecting data 

will be determined.  

 

Comparing with quantitative structured questionnaire methods for collecting data, 

qualitative methods are relatively flexible to obtain information. In qualitative research, 

observation and in-depth interview as methods for collecting data are always favored 

(Brotherton, 2015: 192). 

 

On one hand, observation method is a common method to obtain material in qualitative 

research (Brotherton, 2015: 192). Participant observation demands researchers to be a 

quasi-member to participate in the social setting to collect data. In qualitative research, 

observation often faces on challenges. First, sometimes researchers are difficult to get 

admittance in the social setting, thus participants are reluctant to allow researcher to 

observe. Second, the technical tools for collecting data are diverse, such as taking notes, 

sound recording, photography and video. If the interpersonal relationship between 

researcher and participants are not close, the above tools are hard to be used for observing, 

since this relates to participants’ privacy. Accordingly, here we can see that, the 

inconvenience of observation methods results in a dilemma that researchers are not facile 

to find their appropriate ‘position’ and tools to do the investigation.  

 

Especially in this study, the barriers and inconvenience of exploring hotel guests’ 

environmental behaviors in hotel rooms and the effectiveness of different factors by 

observation method are quite obvious: (1) Observing hotel guests’ environmental 

behaviors would require researcher to “trace” hotel guests’ actions in hotel rooms, and it is 

hard to get permission from participants; (2) It is hard to use several tools to obtain 

information from hotel guests, such as video, photography and sound recording, because it 

is likely to jeopardize participants’ privacy. (3) According to the determined conceptual 
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framework in this study, how these factors influence guests’ environmental behaviors often 

refer to their psychological process, thus observation method for constructing data is 

unrealistic in this study. 

 

On the other hand, in-depth interviews are typically utilized when inquirers want to explore 

issues in much more depth instead of organized questionnaires (Smith, 2010: 109; 

Brortherton, 2015: 188). Though it also can be used through questionnaire-based survey, 

as Brotherton (2015: 187) argues that, the foremost thing in interviewing is not simply 

examine “what, when, where and how” but the interpretations of how and why of the 

problems, thus the interviews by the interactive conversation between interviewer and 

interviewee can make data become more meaningful (Brotherton, 2015: 188). Meanwhile, 

researchers can choose different forms of interviews depending on their research demand, 

such as individual interview, group interview, less structured interview and structured 

interview. In this thesis, the effectiveness of different factors for the promotion of guests’ 

environmental behaviors should be systematically separated in order to make interviewees 

clearly differentiated various factors. Thus, the applicability of structured interview in this 

study is helpful to collect hotel guests’ opinions about how different factors can be 

effectively motive themselves to be environmentally friendly in hotel rooms.  

 

In a sum, both of in-depth interviews and observation method are relatively flexible to 

obtain meaningful information from guests comparing with quantitative questionnaire 

methods, so they are more likely to be used in qualitative research methodology within this 

thesis. Being based on ethical consideration of this study, using observation method to 

collect data is relatively unrealistic -- as mentioned before -- because observation method 

would somewhat jeopardize hotel guests’ privacy, and it is hard to obtain sufficient 

information from hotel guests’ mind. According to the research question and conceptual 

framework of this study, using structured interviews to collect data is more appropriate to 

solve the issues for the promotion of hotel guest’s environmental behaviors in hotel rooms. 

Therefore, I determined to use structured interviews in this thesis.  
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After determining the method for constructing material in the present research, different 

detailed steps during the process of collecting data (structured interview) should also be 

provided.  

 

(1)!The explanation of interview questions 

The present study determined to use the structured interview. Before officially interviewing 

participants, different questions were settled firstly. In order to progressively talk with 

interviewees, the distribution of questions have been logically divided into four sections.  

 

Section one: Initially, basic questions were responsible for letting interviewees realize the 

primary topic of this research, such as ‘what environmental behaviors do you perform in 

daily life?’, or ‘what factors can motivate your environmental behaviors in daily life?’. The 

purpose of these questions is to impress interviewees that, this thesis’s topic relates to 

environmental behaviors and motivations.  

 

Section Two: The questions were designed to progressively link the topic of “hotels” to let 

interviewees reflect on environmental performances they had in hotel rooms in the past 

experiences’, such as ‘Do you usually travel? How many days do you usually stay 

overnight in hotel within one year?’, and ‘When you stay in hotel rooms, do you have 

certain ecological behaviors?’ 

 

Section Three: Then, questions turned to explored interviewees’ responses about 

whether/how different factors can be effectively to motivate their environmental behaviors 

in hotel rooms in accordance with the conceptual framework in this thesis. First, the 

effectiveness of internal factors was firstly asked to interviewees. Second, one open/free 

question was provided, such as ‘what can motivate you to perform environmentally 

friendly behaviors in hotel rooms in their mind?’, the purpose of this question is to either 

explore more potential/innovative ideas, or avoid overmuch mechanical responses from 

interviewees. Thirdly, the effectiveness of external factors for the promotion guests’ 

environmental behaviors in hotel rooms was asked. It is noticed that, in order to help 
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interviewees to clearly understand the differences between some of concepts in this thesis, 

certain explanation was provided. 

 

Section Four: The relatively overall response from interviewees were anticipated to be 

answered, so questions were relatively broad, such as ‘how do you perceive the 

effectiveness of internal factors and external factors for the promotion of your 

environmental behaviors in hotel rooms?’ 

 

(2)!Sampling methods   

Sampling method Snowball sampling 

Respondents number 10 

Criteria for respondents More than 10 days overnight stay in hotels within one 
year 

Technical tools Spot interviews 

Interview timing  Within 30 mins 

Recording mode Smart phone recorder  
Table 3: Sampling methods  

 

After identifying the interview questions, the methods for sampling were identified. Two 

methods possibly are suitable for sampling in this thesis: snowball sampling and purposive 

sampling. The former refers to “initial sample subjects are asked to suggest or recommend 

others who could provide the information required” (Brotherton, 2015: 227). As Lavrakas 

(2008: 2) argues that, rare population and mutual relationships among population members 

are appropriate to use snowball sampling method to collect data. Thus, “snowball technique 

allows pre-existing friendship, kinship and community to guide choice of informants” 

(Miles and Crush, 1993). The latter mainly refers to, candidates should be selected to meet 

the criteria of the study.  

 

According to the aim of this study, hotel guests as the target group are indispensable, 

however, after several times’ attempt, I found that hotel guests always were reluctant to 

cooperate with researcher during the investigation. Most guests were so busy that they 

cannot be patient to deeply communicate with researcher, so most of data what I had 
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collected initially were invalid. For this reason, I chose snowballing sampling method. The 

rationality of snowballing sampling method in this study is that, everyone in daily life has 

experiences in hotel rooms, if people who have enough experiences living in hotel rooms 

within the recent one year, they are also capable to respond sufficient statements about how 

they can be effectively motivated to be environmentally friendly in hotel rooms by different 

factors. Importantly, in order to ensure sufficient responses from interviewees, one 

requirement in the process of collecting data should be provided, I required that 

interviewees have at least 10 days’ experiences in hotel rooms within the recent one year. 

 

(3)!Collecting data  

The process of collecting data is the foremost stage in this thesis. In order to ensure data’s 

transparency in snowballing sampling method, I initiated the process by asking one person 

to recommend another person as first potential interviewee. Then, I contacted with this 

candidate to ask for permission before formally doing the interview. More than that, 

according to the requirement of target respondents in this thesis, I also posed the following 

question: whether candidate can satisfy the requirement, which requires participants should 

have not less than 10 days’ experiences in hotel within one year. If candidate can satisfy 

this requirement, then I ordered the spot interviews with candidate. If candidate cannot 

satisfy the requirement, I asked for candidate to introduce another candidate to participate 

interviews. All the remaining 9 candidates were chosen in the same manner.  

 

As for the process of doing the interviews, the form of spot interviews was selected, and I 

kept interviews time within 30 minutes. Participants’ responses were recorded by smart 

phone. After doing the interviews, I transcribed the recordings into transcripts in order to 

ensure the integrity and transparency of interviewees’ responses. Finally, the data were 

collected.  

 

4.3.2 Method for analyzing material in this research   

After constructing material, the method for analyzing data should also be demonstrated. 

Content analysis method for analyzing data are commonly used in qualitative research 

(Brotherton, 2015; Veal, 2011; Smith, 2010; Altinay, 2016). Currently, different literatures’ 
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authors hold different understandings about content analysis. From the argument of 

Brotherton (2015) and Veal (2011), they all agree that content analysis refers to employ 

deductive approach whereby counting and enumerating the occurrences and frequencies of 

words and phrases, thus this kind of method tends to be quantitative in data analysis.  

 

However, as Smith (2010) argues that, methods for content analysis can be divided into 

both of objective and subjective analysis. On one hand, deductive approach by using 

objective content analysis was regarded as a way to count and measure words and phrases’ 

frequencies in the collected data (Smith, 2010: 201), which is similar to Brotherton (2015) 

and Veal’s (2011) arguments. On the other hand, subjective content analysis can also be 

used to analyze data. As Smith (2010) claims that, subjective content analysis refers to 

grouping, coding the words, phrases and statements into the researcher-defined 

classifications, thus this kind of method is more qualitative. Altinay (2016: 168-170) also 

argues that the advantage of subjective content analysis is obtaining underlying and latent 

meaning from respondents. 

 

Actually, Brotherton (2015) and Veal (2010) acknowledge that deductive quantitative 

content analysis is possible to results in the meaning of collected data become 

decontextualized (Brotherton, 2015: 212; Veal, 2011: 164), thus it is more likely to 

counteract the underlying, connotative and latent meaning from respondents. According to 

the main purpose of this thesis, the foremost mission is to obtain meaningful and underlying 

responses about guests’ opinions towards the promotion of their environmental behaviors 

in hotel rooms. This demands researcher to patiently analyze certain words, phrases and 

statements from interviewees in order to seek consistent responses. Therefore, using 

subjective content analysis method can be more capable to achieve the aim of this thesis.  

 

What has been identified above that, the main function of subjective content analysis is to 

seek meaningful and underlying responses from interviewees, thus patiently analyzing the 

collected data is vital to find the research results. Accordingly, meticulous steps in the 

process of analyzing data also should be demonstrated:   
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(1) Familiarizing the transcript: I read the text in order to familiarize/realize the 

interviewees’ responses firstly. After getting the impression of participants’ responses, I 

carefully read the text to distribute different responses into different parts, the purpose of 

this step is to match different parts of responses with the conceptual framework of this 

thesis, including ‘what are the main environmental performances in hotel rooms?’ ‘What 

are the interviewees’ responses about the effectiveness of different factors for the 

promotion of their environmental behaviors in hotel rooms?’ ‘What are their overall 

feelings for the effectiveness of internal factors and external factors?’ ‘What innovative 

ideas have been provided by interviewees?’ And then, I read the text in the third time to 

ensure every part of text can be correctly categorized and distributed.  

 

(2) Coding and grouping the words and phrases: After distributing various parts in the 

text, I used different colors to mark interviewees’ words, phrases and statements about how 

different factors can effectively motivate interviewees’ environmental behaviors in hotel 

rooms, this step aims at further coding and categorizing interviewees’ responses. And then, 

interviewees’ responses towards the effectiveness of internal factors and external factors 

for the promotion of environmental behaviors were systematically organized.  

 

(3) Ordering and enfolding the data results into analytical writing: After getting 

organized material by coding and categorizing the transcript, I reported the results into 

thesis. The structure of this report should be closely based on the conceptual framework of 

this thesis. Thus, I divided analysis into two parts – internal factors and external factors. 

Internal factors include the analysis of environmental knowledge, environmental attitude 

and individual responsibility, external factors include governmental regulation, marketing 

strategies and social norms. Besides, it is noticed that, some of analytical discussion was 

involved so as to combine the results in this thesis with some of previous studies.  

 

(4) Discussion to answer the research question: After completing the part of data analysis, 

I turned to further analyze/discuss similarities and differences between the results of this 

thesis and some of previous studies, the purpose of this step is to deeply “extract” the 
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research findings. Ultimately, the collected data from interviewees were analyzed in this 

thesis.  

 

4.4 Ethical considerations  

Ethical consideration refers to the honesty, responsibility, trust, transparency of the 

research, it ensures that moral value and principles can guide the research in the right way. 

As the researcher of the study, moral principal should be engaged in the whole process of 

the research, including collecting data, analyzing data and the implementation of the 

research (Brotherton, 2015: 62).  

 

As Manuthner (2002) argues that, ethical issues in interviews research should be especially 

valued because the interview design often transform private life issues into the public arena. 

For this reason, human participants’ informed consent, confidentiality, integrity and 

consequences are really important in the process of interview research (Kvale, 2007: 26). 

Overall, there has been identified six principles towards ethical considerations from 

Economic and Social Research Council (ESRC) (Cited in Brotherton, 2015): First, 

“Quality, integrity and transparency of the research should be ensured.” Second, “Research 

subjects should be informed, including purpose of the study and methods. Third, 

“Researchers should fully respect interviewees’ confidentiality and anonymity during 

investigation.” Fourth, “Respondents’ participation should be fully voluntary.” Fifth, “Any 

negative impacts on participants and researchers should be avoided.” Sixth, “Researchers 

should keep independently doing the research, the interest or partiality should be avoided.” 

Accordingly, this thesis will be strictly in the lights of ethical considerations to conduct the 

research and investigation. On the one hand, this thesis will ensure subjects are fully 

informed to interviewees, such as the topic, purpose and methods of this study before 

getting the permission to do in-depth interviews. And then, certain private and 

confidentially conversation from respondents will be protected. Finally, I will ensure the 

benefit of this study on right way for society, the scientific knowledge from interviews will 

be integrated to report in order to guarantee the transparency, responsibility and honesty of 

this thesis. 
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4.5 Summary of methodology in this study  

 
Figure 2: Methodology in this study 

 

In a sum, as Figure 4 shows that, this chapter firstly discussed the different possibilities for 

using different philosophy of social science in this study. By comparing with positivism, 

constructionism and phenomenology, this thesis determined constructionism as the core 

philosophy to conduct the research, since the aim of this thesis is to explore hotel guests’ 

opinions towards how different factors can be effectively to motivate their environmental 

behaviors in hotel rooms. Thereinto, the foremost purpose is to obtain guests’ ideas and 

opinions which can be contributed for stimulating the progress of social development in 
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the field of hotel guests’ environmental behaviors in hotel rooms. In accordance with 

previous literatures on constructionism, its advantage has been addressed that, it is to obtain 

social meaning in everyday life, and to obtain ideas as knowledge to stimulate historical 

progress. Therefore, constructionism was chosen as the philosophy of social science in this 

study.  

 

Furthermore, qualitative research has been identified as the main research methodology in 

constructionism, it demands researcher to constructing material by different method. After 

comparing and evaluating observation method and in-depth interview method, this thesis 

identified that, in-depth interview method is more appropriate to constructing material. 

Besides, in order to make interviewees clearly differentiate different factors for the 

promotion of environmental behaviors in hotel rooms, this study determined to use 

structured interviews to collect data. During the process of collecting data, various steps 

should be demonstrated in order to show the sufficient ethical consideration in this thesis, 

they are arranging interview question, sampling, and collecting.  

 

After collecting empirical material through interviewees, this thesis turned to evaluate 

different methods for analyzing data, subjective content analysis and objective content 

analysis have been discussed and evaluated. According to the aim of this thesis we can see 

that, subjective content analysis can help to sufficiently analyze interviewees’ meaningful 

response.  Then, various steps for analyzing data have been identified, including 

familiarizing data, coding and group data, reporting data, analyzing and discussing data 

results. In the next chapter, the collected data will be patiently analyzed in order to answer 

the research question of this thesis.  
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5. Data analysis  
In this chapter, the analysis of different factors will be categorized into two sections: The 

analysis on internal factors and the analysis on external factors. In the section of internal 

factors, the general presentation of in-room environmental behaviors will be analyzed 

primarily, and then, the concentrated responses in environmental knowledge, 

environmental attitudes and individual responsibility will be discussed in order to explore 

the bullet points which are effective to influence guests’ in-room environmental behaviors 

inside these three factors. With respect to the analysis of external factors, the general 

answers from participants will be presented as well. Afterwards, the analysis will focus on 

detailed results about how governmental regulation, marketing strategies and social norms 

that can motivates guests’ environmental behavior in hotel rooms.  

 

Participants Gender Nationality  Education Days of overnight stay 
within one year 

Yunlong *** (1) Male  China  Undergraduate 30 days 

Jasika *** (2) Female  Bangladesh  Graduate  20 days  

Participant X (3) Female  Poland  Undergraduate 30 days 

Chris *** (4) Male  Zambia Graduate  14 days 

Heath *** (5) Female  Britain  Graduate  Four times 

Annika ***(6) Female  Germany  Graduate  10 days  

Participant Y (7) Female  Sweden  Graduate  14 days 

Participant Z (8) Female  Pakistan  Graduate  14 days  

Dennis *** (9) Male  Sweden  Graduate  10 days  

Lisa *** (10) Female  Sweden  Undergraduate 14 days 
 Table 4: Introduction of participants  

 

5. 1 Environmental behaviors among respondents in hotel rooms 

Pro-environmental behaviors in hotel rooms were investigated primarily from participants. 

By the analysis of hotel guests’ ideas, the current ways of behaving environmental 

behaviors in hotel rooms have been found.  

 

First of all, some participants (1 & 3) think that, eco-friendly behavior perhaps can be 
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performed in their daily life, but there is no necessary to be environmentally friendly in 

hotel rooms, because they cost so much money on the products and services which hotel 

provided, the only thing in hotel room is to enjoy and relax, thus it is their right to get the 

equal value from expenses.  

 

Participant 1 strongly expressed his thinking that, the only thing in hotel rooms for him is 

to relax because he costs amount of money on hotel services,  

“In my home, I turn off the lights if I don’t necessary, because I have to turn it off in 

my daily life. To be honest, I am not a real environmental protector in a hotel, I just 

know how to be relax, how to be a really comfortable people, because I know I pay 

for lot of money for the hotel, so the hotel service has to help me to solve any problems 

I met. I don’t think those little things should bother me when I am traveling, the most 

important for me is to be relax.”  

 

In addition, Participant 3 also demonstrated similar opinions that the expense of hotel 

service endows her the right to enjoy the equal comfort.  

“When I am in hotel room, I pay for 1500 krone, so I have the right to take my own 

shower of the amounts.” 

 

As Wei and Miao (2013: 332) argued in the previous study that “the lowest level of 

environmental behavior requires the compromise of personal comfort.” From Participants 

1 and 3’s opinions we can see that, their behaviors in hotel rooms hardly satisfy the basic 

level of environmental behavior. Thus, this can be regarded as a kind of “Non-

environmental behavior”. Besides, the reason why Participants 1 and 3 do not want to 

perform environmentally friendly in hotel rooms also has been explain by Hanks and Line’s 

(2016: 919) study, they argued that guests prefer to enjoy the comfort and convenience in 

hotels is because they place the luxury beliefs preferentially rather than environmental 

believe, when the feeling of convenience and comfort are prior in their mind, they would 

not compromise to perform environmental behaviors.  

 

On the contrary, the results show, most participants (2, 4, 5, 6, 7, 8, 9, 10) often perform 
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environmentally friendly from their responses, including compromise of using water (2, 5, 

7, 8, 9), saving energy consumption (2, 4, 5, 6, 7, 8, 9, 10) and reusing the towel and “new 

open things” (5, 9,10), and recycling garbage (4) from participants’ opinions.  

 

Actually, most participants expressed their ideas which are conform to Wei and Miao’s 

study that, they have environmental behaviors in conservation (2, 4, 5, 6, 7, 8, 9, 10), 

compromise of using water (2, 5, 7, 8, 9), reusing towels (5, 9, 10). Surprisingly, merely 

one participant (4) stated that he often recycles in hotel rooms. 

 

Here we can see that, current main ways of behaving environmental behaviors in hotel 

rooms are still conservation of energy and compromise of using water in hotel rooms. 

Although most participants pointed out that they have environmental behaviors in hotel 

rooms, their behaviors merely satisfy the basic requirement of Wei and Miao’s standard 

(2013). In other words, as we have talked at the beginning of the thesis, we still should 

firmly believe that hotel guests’ environmental behaviors could be better than nowadays. 

Being based on participants’ opinions about how their current ways of performing 

environmental behavior in hotel rooms, the next two parts will focus on how different 

factors that can promote their environmental behaviors from participants’ responses.  

 

5.2 The analysis on internal factors  

5.2.1 Environmental knowledge and the ‘benchmark’ 

As I have talked in the part of conceptual framework, environmental knowledge in this 

thesis mainly refers to the factual and general knowledge about environment in hotel guests’ 

mind, it does not indicate the positive or negative impact, thus it is neutral and factual. 

Based on the investigation, two kinds of environmental knowledge participants have 

expressed: elementary knowledge and deep knowledge.  

 

First of all, some participants (1& 2) expressed that, they realize the basic information 

about freshwater and energy scarcity from a relatively holistic view. From collected data 

the results can be found that, the effectiveness of elementary knowledge in interviewees’ 

mind for the promotion of their environmental behaviors in hotel rooms is relatively weak. 
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In other words, elementary environmental knowledge often cannot effectively motivate 

environmental behaviors in hotel rooms from guests’ perspective.  

 

For instance, Participant 1 from China merely know the elementary knowledge about 

natural resources shortage and the knowledge about how to save water and energy, he did 

not provide any concrete environmental knowledge during the conservation. Referring to 

his environmental behaviors in hotel rooms, as I have analyzed before, Participant 1 

seemed reluctant to perform any environmental behaviors in hotel rooms, because he wants 

to enjoy the comfort and convenience from hotel services. As he stated,  

“To be honest, I am not a real environmental protector in a hotel room, I just know 

how to be relax, how to be a really comfortable people.” 

 

Similarly, Participant 2 from Bangladesh also demonstrated that, she merely has certain 

elementary environmental knowledge in mind about limited water, energy resources in the 

earth. Although Participant 2 acknowledged that environmental knowledge can direct 

motivate her to be environmentally friendly in hotel rooms, her responses still show that, 

environmental knowledge in her mind is merely a kind of basic guidance to lead 

environmental behaviors in hotel rooms. For this opinion, Participant 2 clearly pointed out 

that, “a bit knowledge can lead the way I am using the energy and other resources.’ 

 

However, there are some participants (4, 5, 9) who expressed their deep understanding of 

the environment. They talked in detail about their concerns about water scarcity, carbon 

dioxide emission, global warming, climate change, and fossil fuel. This can be embodied 

from their responses that, on one hand, these interviewees’ narration about environmental 

knowledge is relatively comprehensive, on the other hand, the factual knowledge in their 

mind is more logical. And the results from participants’ responses can be verified as 

previous studies have shown, participant who have more environmental knowledge, they 

are more likely to be environmentally friendly in hotel rooms (Weaver, 2002).  

 

Participant 5 from Britain demonstrated that she is very aware of the relationship between 

burning fossil fuel and climate change. She demonstrated deep understanding of the 
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relationship between fossil fuel combustion and how it can influence the increasing of 

temperature, global warming and climate change, as she said that, nuclear energy is a 

channel to be more environmentally friendly that somewhat can reduce fossil fuel 

combustion, but the use of nuclear energy also faces huge risks. She acknowledged that, 

the use of nuclear energy is still needed to be further discussed. Referring to her 

environmental behaviors, Participant 5 seemed to be really conscious in hotel rooms, as 

she said that, she always consciously slows to use in-room free products in hotels, such as 

tooth paste, bath cream, towels. The reason has been clearly pointed out that, she thought 

changing non-durable products everyday would results in waste, thus saving behaviors in 

hotel rooms are also pro-environmental.  

 

Participant 9 from Sweden also demonstrated his relatively comprehensive knowledge 

about environment. In his view eating locally produced food and driving electrical car are 

important for environment as those reduce fossil fuel burning and carbon dioxide emissions. 

During the process of conversation, Participant 9 narrated that, eating local food can reduce 

the distance of transportation, and then, carbon dioxide emission can be reduced. More 

than that, he also stated that, driving electric car is helpful to reduce the use of energy 

consumption, and carbon dioxide emission also can be reduced.  

 

On account of his deep understanding of environmental knowledge, Participant 9 

demonstrated that, he always takes quick shower, reuses hotels’ shower, consciously turns 

off the lights and other electricity when he is leaving hotel rooms. Thus, from Participant 

9’s responses I can see that, he is satisfying for his environmental behaviors in hotel rooms, 

since he has been trying to do environmental behaviors in hotel rooms as much as possible. 

This is why Participant 9 stated that,  

“If I have seen more opportunities on a hotel to do that much, such as how I can act 

to have a .... do something for the environment, I will change more and more my 

environmental behaviors in hotel rooms.” 

 

Furthermore, Participant 4 from Zambia even more systematically explained the 

knowledge about environment and the consequences of environment, the concrete 
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knowledge in Participant 4’s mind was embodied in, his environmental knowledge is more 

logical:  

“I know environment in this sense, carbon emissions because of energy use, this cause 

results in temperature rise, thus ice is melting because of the increase of temperature. 

I also know about freshwater, you know only 30 % freshwater can be used now.” 

 

Referring to Participant 4’s environmental behaviors in hotel rooms, what has been 

found that, he is really active to be environmentally friendly in garbage classification 

although hotel firms always not provide this service in room, as he stated,  

“I think I put recycling things like food, plastic stuff, and paper in different places in 

(hotel) room, I mean I can take out the garbage in a sustainable way, to help collect 

and ensure sustainability to the environment.” 

 

After analyzing participants’ environmental knowledge and their environmental behaviors 

in hotel rooms, the results indicate that, participants’ (4, 5, 9) environmental knowledge 

are more comprehensive than participant (1 & 2), and they are more likely to behave 

environmental behaviors in hotel rooms. From participants’ responses we can see that, 

environmental knowledge in their mind act a significant role for performing environmental 

behaviors in hotel rooms.  

 

Actually, the present study is not to examine the correlation between hotel guests’ 

environmental knowledge and their environmental behaviors in hotel rooms, the primary 

purpose of the above process of analysis is to verify it with previous study. As Weaver 

(2002) argued that, environmental knowledge can lead individual’s environmental 

behaviors, the more environmental knowledge people have, the more environmental 

behaviors people can perform. Turning to hospitality context, the results are also suitable 

to hotel guests’ environmental behaviors in hotel rooms. Being based on this, the issues 

about how environmental knowledge can effectively motivate guests’ environmental 

behaviors can be further explored. 
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Then, as for how environmental knowledge can effectively motivate hotel guests’ 

environmental behaviors in hotel rooms, what has been further found in the present study 

show that, the main reason why guests who have deeper environmental knowledge is more 

likely to perform more environmentally friendly, because environmental knowledge in 

guests’ mind can be regarded as a kind of ‘benchmark’ to estimate their behaviors in hotel 

rooms. As participants demonstrated that, when they perform incorrectly in hotel rooms, 

the environmental knowledge will come up to judge their behaviors.  

 

Participant 9 clearly pointed out that, environmental knowledge is really important for him 

to perform environmental behaviors in hotel rooms, if he does not know any knowledge in 

his mind, what he has done incorrectly will turn on the bad.  

 “I think the knowledge is a great part, if I don't have knowledge in my mind, I might 

like Donald T**** fire up cool mind, I mean if we have knowledge about what we are 

doing something wrong, it will turn on the bad (Participant 9).”  

 

Participant 4 also demonstrated that, environmental knowledge in his mind can help him 

to realize the negative consequences if he does not perform environmentally friendly, thus 

environmental knowledge will remind him to participate in pro-environmental behaviors 

in hotel rooms.  

“I know the consequences if I am not environmentally friendly, not engaging in 

sustainable way, not engaging in pro-environmental behavior that has consequences. 

Because of that, knowledge in my mind will remind me that I should participate in 

things that environmentally friendly in hotel (Participant 4).” 

 

Therefore, the impressive finding shows that environmental knowledge in hotel guests’ 

mind is not merely as the greatest predictor of environmental behaviors as Weaver argued 

(2002), it also can be regarded a kind of ‘benchmark’ in guests’ mind who deeper and more 

comprehensive knowledge. When guests are not fully environmentally friendly in hotel 

rooms, the reflection of knowledge will come up to restrict the bad behaviors and to 

motivate environmental behaviors, thus its effectiveness is relatively direct for being pro-

environmental in hotels in hotel rooms. 
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5.2.2 Psychological distance in environmental attitudes 

Environmental attitudes mainly refers to how guests perceive the serious problems of 

environment in this study. Some of studies indicated that, guests’ environmental attitudes 

act a significant for the guests’ environmental behaviors (Lita et al., 2014: 262; Han et al., 

2011: 352; Kumar and Noor, 2014: 511; Mensah, 2013: 452). In the present research, the 

results show, 7 participants agreed that environmental attitudes are highly important for the 

promotion of environmental behaviors in hotel rooms which is similar to previous findings.  

 

Furthermore, as for the reason why their environmental attitudes can effectively motivate 

their environmental behavior, the results found that, the serious problems of environment 

in participants’ mind will be easily to formulate the frames, which a large number of people 

in some regions all over the world still face severe problems in safe water drinking, energy 

using. However, their environmental attitude is related to the psychological distance 

between guests’ real life and the serious problems of environment, some participants 

thought that, the psychological distance closely relates to whether they will be motivated 

to perform environmental behavior in hotel rooms.  

 

Participants 3, 5 and 9 considered that, psychological distance between the serious 

problems of environment and their real life acts a significant role. When the serious 

problems of environment close to guests’ real life, the promotion of environmental 

behavior in hotel rooms then can be effectively achieved.  

 

As Participant 5 described that, if she can see the serious results of environment, she will 

be decisive to promote her behaviors in hotels.  

“You know there is a psychological distance between daily life and all of serious 

issues. Sometimes, I don’t see those things, so it is hard for me to behave 

environmentally friendly because of that. If I can see the results, the I think serious 

problems of environment definitely can influence my behavior.” 

 

Participant 3 also expressed the same thinking, the serious problems of environment should 

be tangible in daily life:  
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“When I see some terrible stories from TV that people who live in Somalia cannot 

drink so much water, then… it feels like a … oh my god, they cannot drink water!” 

 

Participant 9 think that, if the serious problems of environment cannot link to the real life, 

it would not directly affect him:  

“If some terrible problems for islands, at least for me, it is not effecting me directly. 

It is fact is doing it, sorry for those people who live on islands, I cannot do for that, 

it happens somewhere, on the other side of the earth.” 

 

Furthermore, the following evidences also can further prove this argumentation. Participant 

2 from Bangladesh, Participant 4 from Zambia, certain serious environmental problems in 

their home country actually can make them to be more environmentally friendly. 

 

As Participant 2 stated, “I am from Bangladesh, so there are so many villages in 

Bangladesh don't have electricity, do not have freshwater system, so the people they 

still use kindle from evening to night, so this motivate more when I have used too 

much energy when I am traveling, it motivates me more if I save, maybe it could help 

them to get energy as soon as possible.” 

 

Participant 4 stated that, “I come from a region (A village in Zambia), we don't have 

clean water, it is really serious thing, many people die, children, disease and illness, 

resulted by not having clean water. Of course, the real serious problem that we have, 

will shape my behavior when I am staying in hotels.” 

 

Similarly, one of prior study has suggested that, the perception of hotels’ destination 

influences guests’ environmental behaviors, guests who stay in urban destination is 

more likely to evoke negative behaviors than guests who live in nature-based tourism 

destination (Hanks and Line, 2016: 905). However, the finding of the present study 

found that shortening the psychological distance between guests and the serious 

problems of environment also can be regarded as a tool to effectively motivate guests’ 

environmental behaviors in hotel rooms. 
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5.2.3 Individual responsibility and personal feeling  

As for the investigation about how individual responsibility motivate guests’ 

environmental behaviors in hotel rooms. Most participants (7 participants) considered that, 

individual responsibility is able to promote hotel guests’ environmental behaviors. 

However, some of participants (2, 3, 5) demonstrated that the effectiveness of individual 

responsibility for promoting environmental behaviors in hotel rooms is still needed to be 

enhanced by personal good feeling and moral obligation.  

 

Participants 2, 3 and 5 provided sufficient responses about how individual responsibility 

can be more effective to motivate guests’ environmental behavior, including guests’ 

personal good feeling of being an environmental responsible person, sense of presence for 

performing environmental behaviors, and guests setting an example for their kids. 

 

First of all, Participant 5 considered, endowing good personal feelings of being an 

environmentally friendly people for guests is contributed to build their individual 

responsibility, and then, guests’ environmental behaviors will be effectively motivated.  

“You know, think about these things in responsibility, just like you as a guest, because 

you do it in that way, you are helping environment, you are helping us, you are being 

responsible, then everybody wants to be responsible. Everybody wants to feel that, 

what you need to do is to build on that feeling, everybody wants to feel good to being 

responsible. You encourage people to think, they will be really responsible for doing 

these things, then that will give them a good feeling, so do these happily.” 

 

Actually, Participant 5’s ideas are similar to Stern’s (1993: 341) argument that, “people’s 

individual responsibility can be built on personal well being or the well being of family, 

when pro-environmental behaviors are combined with these personal priorities, the 

motivation will increase.” However, the arguments of Stern’s study have not shown the 

details with respect to what constitutes personal well being for the promotion of 

environmental behaviors. From Participant 5’s opinions we can see that, creating good 

feeling of being an environmental people can effective enhance guests’ environmental 

behaviors. Therefore, Participant 5 thought that if she can be contributed for protecting 
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environment when she lives in hotels, the happiness can be helpful to increase the 

individual responsibility for being environmentally friendly in hotel rooms.  

 

Similarly, this kind of good feeling also can be embodied in the sense of presence. As 

Participant 3 considered, every guest wants to be special to make difference, thus asking 

the advises of promoting environmental behavior from guests is also positive to create this 

kind of good feeling. Consequently, guests would be more responsible for being 

environmentally friendly in hotel rooms.  

“People want to feel that they are special as a guest, I mean you are the one who can 

make difference, I have seen some hotels that they gave the things in the reception 

desk, such as ‘please give us some advises that we can do for all companies about 

environmental behavior’, and I think people feel like themselves to be more important. 

So in this moment, guests will be feeling good. If people can have input, that will 

make more and more involved into something.”  

 

Surprisingly, differing the personal good feelings of being environmentally friendly, 

Participant 2 expressed that, guests setting a good example for their kids is also positive 

for being responsible and consequently positive for behaving environmentally friendly in 

hotel rooms. 

“Guests always with their children, if they come with their kids, I think it (she means guests’ 

behaviors) will be better to be environmentally friendly in hotel room because of 

responsibility.” 

 

Participant 3’s ideas expressed two meanings, (a) the purpose of being more 

environmentally friendly in hotel rooms is on account of guests’ increasing individual 

responsibility, (b) and the increasing of individual responsibility to protect environment 

because guests want to set up a good example for their kids. Therefore, here we can analyze 

that, although there is no concrete evidence show the purpose of being responsible for 

environment when guests are with their kids in hotels is to satisfy personal good feeling 

for guests themselves as Participant 3 and 5 stated, it still can be speculated that, the main 

reason is because guests’ moral obligation plays a significant role to build individual 
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responsibility for promote environmental behaviors. This finding is similar to previous 

studies, which identified “the sense of responsibility is helpful to engage in pro-

environmental behavior partly because of moral obligation, and moral obligation can 

examine an individual’s willingness to perform certain behaviors” (Wei and Miao cited in 

Schwartz and Howard, 2013: 104; Chen and Tung cited Kaiser, 2014: 222). Therefore, 

from Participant 3’s responses we can analyze that, setting up a good example for guests’ 

kids is mainly of guests’ moral obligation, and then their responsibility also can effectively 

motivate guests’ environmental behaviors.  

 

Here we can see that, some participants (3, 5) thought that, personal good feeling can 

enhance guests’ individual responsibility for engaging in environmental behavior. On the 

other hand, moral obligation also can act important role for making individual 

responsibility motivate guests’ behavior from Participant 3’s idea.  

 

5.2.4 Summary of internal factors’ results  

Internal factors The ways of how factors work effectively 

Environmental knowledge Benchmark 

Environmental attitude Psychological distance 

Individual responsibility Personal good feeling & Moral obligation 

Table 5: Findings on internal factors  

 

In a sum, participants’ opinions towards the internal factors in environmental knowledge, 

environmental attitude and individual responsibility indicated an affirmative expression for 

the promotion of environmental behaviors in hotel rooms. The reason is that the internal 

factors mainly controlled by consciousness where come from the human brain. Then, the 

bullet points of factors have been identified as the following statement shows.  

 

With respect to environmental knowledge, two kinds of environmental knowledge have 

been expressed: Elementary and deep knowledge about the environment. The former 

mainly refers to some basic and macroscopic information toward environment, but the 

latter is relatively comprehensively and deeply. In addition, participants (4,5,6,9) who have 
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deep and comprehensive environmental knowledge are more likely to be motivated for 

being environmentally friendly in hotel rooms. In addition, this attributes to that the 

knowledge in guests’ mind can be regarded a kind of benchmark, when guests perform 

incorrectly, the environmental knowledge will come up to judge and restrict their bad 

behaviors.  

 

Furthermore, with respect to the environmental attitudes, the aim of this study is to 

investigate how it can effectively motivate hotel guests to be environmentally friendly in 

hotel rooms. The analysis of results show that, the “true-life” frames, which a large number 

of people in some regions all over the world still face severe problems in safe water 

drinking, energy using can effectively remind guests to be environmentally friendly in hotel 

rooms, however, the surprising finding show that, the psychological distance between hotel 

guests and the serious problems of environment in environmental attitudes plays a 

significant role to motivate guests’ pro-environmental behaviors in hotel rooms. If guests 

thought certain serious problems of environment are far from their real life, their 

environmental behaviors would not be effectively motivated.  

 

Thirdly, the investigation about how individual responsibility can motivate hotel guests’ 

environmental behaviors in hotel rooms. The results show that, when guests feel they are 

being an environmentally friendly person (personal good feeling), their individual 

responsibility will be enhanced to perform environmental behavior in hotel rooms. 

Moreover, the moral obligation of individual responsibility is also important, as Participant 

3 stated that, when guests are with their kids, their behaviors will be more environmentally.  

 

5.3 The analysis on external factors  

5.3.1 Mandatory regulation and its indirect influences  

With respect to the governmental regulation, most participants (1, 3, 4, 5, 6, 7) thought that, 

it directly impacting on guests’ environmental behavior is unrealistic and long-term, but it 

is indispensable for government to set up the mandatary rules to the supply side of hotel 

firms in order to effectively stimulate environmental practices, and then guests 

environmental behavior can be motivated by the supply side of hotels.  
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Prior study from Sloan et al. (2015) has shown that, environmental policies from 

government often stand in the primary stage to control the hotel firms for participating 

environmental practices which also can motivate consumers’ environmental behaviors, 

however, as Sloan (2015) found that, governmental regulation is relatively indirect to 

educates guests, thus the influence of environmental management is not effective. In the 

present study, Participant 6 also expressed the same ideas from her perspectives, she stated 

governmental regulation is at the top of management, thus the its influences are long-term 

and indirect.  

“Maybe at the top point, governmental regulation that I think it is very good, but I 

think its influences are not direct, its effect on consumer environmental behavior is 

long-term.” 

 

Meanwhile, as for the aspect of hotel firms, some participants (4 & 7) considered, hotel 

firms per se often do not want to implement the environmental practices if there is no 

mandatory regulation from governments.  

 

Participant 4 also stated that, hotel firms cannot be ensured the sustainability without the 

control of governmental regulation.  

“I think the supply side of firms have not ability to deal with that (environmental 

practices) if without regulations, without control, without balance from government 

authorities to ensure the sustainability.” 

 

Participant 7 thought that, hotel firms not often focus on the environmental practices, and 

she is often bothered by the smell of chemical components which used for cleaning hotel 

bathroom.  

“I think I don't think hotel pay attention to environmental management, because 

usually I go to hotel, the chemical matters they used for cleaning the bathroom, it 

always bothers me.” 

 

Participant 5 demonstrated the reason why hotel firms often do not want to engage in 
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environmental practices, she thought that the important issue for hotel businesses are to 

place the emphasis on saving costs.   

“Most of business in hotels want to save money to be efficient, and businesses will 

be all responded best when they think about something will save the money.” 

 

In other words, if there is no mandatory requirement to hotel firms, hotel firms’ enthusiasm 

for the environmental practices are still limited, then environmental practices which can 

facilitate the promotion of hotel guests’ environmental behavior possibly will be produced 

little effect. In fact, the profits have been regarded as main barrier to engage in 

environmental practices for a long time, as Carter and Goodall (1997: 88) described in their 

study that, “if a hotel can minimize cost by discharging untreated sewage directly into the 

sea, it will do so”. This is also the reason why no participant mentioned the term of 

voluntary regulation.  

 

Actually, being based on this consideration, Rivera (2004: 792) has claimed that, hotel 

firms can be more active to implement environmental practices which can promote guests’ 

environmental behaviors when the institutional pressure exerted by government. From 

guests’ ideas in the present study, some participants (1,3,4,5,7) also have strong willingness 

for binding mandatory governmental regulation, hotel firms’ environmental practices and 

the promotion of guests’ environmental behaviors. 

 

First, mandatory policies from government about setting up signs in hotel rooms is 

significant from Participant 1’s idea, then guests will be effected by reminders.  

“The governmental officials should set up some rules for hotel builders in room 

initially, and then hotel guests will be effected by different reminders.” 

  

Some participants (3, 4, 5) considered, the measurement, monitoring and limitation are 

effective to force hotel firms to participate environmental practices for the consumption 

reduction and the promotion of guests’ environmental behavior. And this can be concluded 

as a kind of linkage effect.  

Participant 3 considered that ecological requirements and limitation from governmental 
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rules are effective to motivate implementation of environmental management, and then 

guests’ environmental behaviors in hotel rooms will be motivated by hotel firms.  

“The government of course need to have ecological requirement for hotel firms, it 

should initiate from governmental requirement to fulfill the eco-conditions, there 

should be limited in amount of water consumption in hotel, the electricity also should 

be limited, amount of chemicals that hotel can use when they are cleaning. I mean 

government only can make a law, and then consumers will feel the efforts from hotel 

firms.” 

 

Similarly, Participants 4 and 5 also expressed that, measurement and monitoring can force 

hotel firms to motivate guests’ environmental behaviors.  

“If government initiate monitoring for the hotel firms, so it would force hotel firms 

to be controlled. You know, everything you do need to bond the effect, so if hotel 

management put effect in real activities to ensure hotel consumers’ environmental 

behavior, the promotion of environmental behaviors will be promoted (Participant 

4).”  

 

“Government can do any regulations on hotel businesses, such as measurement, 

policies, so carbon foot print and so on ….. I think government could replay a bigger 

role in saying that you have to cut your carbon foot print down, and you have to these 

things in this way, then I think that could definitely to positive affect to guests’ 

behavior. (Participant 5)” 

 

Finally, Participant 7 expressed that, governments should issue the policies of rewards and 

punishments in order to ensure environmental practices from the supply side of hotel firms 

can be implemented.  

“Um.. maybe governments should reward hotels for thinking more about 

environment, give them funds or give a fine if they are not very active.” 

 

Although ideas about how various instruments can effectively influence hotel guests’ 

environmental behaviors have been provided, it is not hard to find from respondents’ 
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answer that, the “first link” is still between government regulation and the supply side of 

hotels, then, the ‘second link’ is that hotel firms can motivate guests’ environmental 

behaviors. Therefore, participants thought that the influences of governmental regulation 

for the promotion of hotel guests’ environmental behaviors in hotel rooms is indirect, but 

mandatory regulation can effectively force hotel firms to motivate guests’ environmental 

behaviors.  

 

5.3.2 Marketing strategies and guests’ interests 

As for the green marketing, nine participants acknowledged that hotel firms, as the terminal, 

can directly impact on their environmental behaviors in hotel rooms. Some participants (1, 

2, 5, 10) agreed that various strategies can be accepted to influence their environmental 

behaviors, but they have not provided affirmative opinions about how the effectiveness of 

these marketing strategies assuredly are motivational. After the investigation, two 

participants (8 and 9) considered that the pricing and bonus strategies which essentially are 

based on guests’ interest can effectively motivate their ecological behavior in hotel rooms.  

 

First of all, some participants (1, 2, 5, 10) merely presumed that, various marketing 

strategies can be designed by hotel firms, but as for reasons of why marketing strategies 

can truly motivate and effect their environmental behavior, they did not provide enough 

opinions.  

 

Participant 1 provided a comprehensive idea about what marketing strategies can influence 

guests’ environmental behavior in hotel rooms, he thought that communication, 

information (brochure), advertisement and atmosphere can influence his environmental 

behavior.  

“For the reception employees, they can tell me through communication about 

environmental behavior they expect. If you are checking in your room, some 

brochures can be provided to tell me to be an environmentally friendly people. 

Sometimes, when I see the television, I mean turn on the television, I hope I can see 

the advertisement about environmental protection first, like a slogan ‘you have to be 

an energy saving person!’ maybe this kinds of things also can be practical to remind 
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to be environmentally friendly. Of course, hotel companies should have certain brand 

cultures, I mean they can decorate a really good atmosphere in room around you, 

step and step, day and day out, guests could be influenced.” 

 

Similarly, findings also can be addressed from the answers of Participant 2, 5, 10.  

Information (Brochure) and advertisement — “Hoteliers can publish brochures, and make 

some advertisement inside the lobby, and I can understand how they use the proper way of 

resources in hotel room. (Participant 2)” 

 

Communication and advertisement — “When hotel side tell me they are doing right things, 

I think I can put into the real actions…. When I turn on the television, the advertisement 

could be as a tool to remind me to be environmentally friendly. (Participant 5)” 

 

Information — “Maybe hotels put more effort in marketing to show how guests behave 

more environmentally friendly, then we can be more ecological friendly. (Participant 10)” 

 

Actually, various instruments of green marketing have already been studied from previous 

studies, some of them found that advertisement, communication, and hotel’s atmosphere 

can be as incentives for guests’ environmental change (Millar et al., 2012: 407; Chan, 2013: 

1043; Medabesh and Upadyaya, 20120: 39). However, according to the aim of this thesis 

is to explore how marketing strategies can effectively influence guests’ environmental 

behavior from their own perspectives, but most participants did not provide sufficient ideas 

about that.  

 

If we analyze the rhetoric in participants’ responses, it is not hard to find that, most 

participants frequently used the wording of “can”, “could”, “maybe”, thus the strong 

affirmation for the promotion of their own environmental behavior by virtue of hotels’ 

marketing strategies is insufficient. This possibly indicates that participants have not strong 

thoughts about the effectiveness of the promotion of environmental behavior by hotel 

marketing strategies. In other words, if participants considered the hotel firms’ marketing 

strategies can be accepted through various instruments, why can’t they still be affirmative 
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of being environmentally friendly?  

 

For this issue, Participant 3 expressed her consideration, she queries that hotel firms 

sometimes cannot change guests’ environmental behaviors in room, because every guest 

has their own thinking.  

“I’m not sure hotel has the power to do this. I mean to be honest, I don’t think hotel 

can actually change guests’ behavior even they use lots of marketing strategies, you 

are an adult, if you don't want to be that, you cannot be changed anyway by hotel.”  

 

This reason basically conforms to the above analysis of this study that, environmental 

behaviors for guests in hotel rooms are voluntary, thus, although hotel is the ‘terminal’ for 

promoting guests’ environmental behavior, the final choices are still determined by guests 

themselves.  

 

For this discontinuity, only two participants (8 and 9) provided contributed ideas that, the 

effective marketing strategies should be essentially based on guests’ interests. As 

Participant 8 stated that, the pricing strategy can effectively motivate hotel guests’ 

environmental behaviors. Sometimes, guests not usually want to enjoy the luxury services 

and products in hotel rooms, thus simplifying the services and decreasing the price can be 

motivational for her to be environmentally friendly in hotel rooms,  

“I think the most important for me is the price of hotels. If I can pay a suitable price 

and merely get a normal service, this will be good for me to care about environment. 

You know, sometimes hotel always use luxury stuff and services, because luxury stuff, 

it always results in a heavy price, so it leads me to be unsustainable.” 

 

Similarly, Participant 9 also considered that, the bonus strategies between hotel firms and 

guests can effectively motivate his environmental behaviors.  

“I think in the time we are living right now, people are more educated, I mean what’s 

happening for the environment. Thus they could use like a USP (Unique selling 

proposition), it stands for like a special thing, they can offer to customers. When you 

stay in hotel, if you are environmentally friendly, such as using towels for a longer 
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time, hotels can offer you a bonus system that you can use on the hotel to do other 

things or whatever. So I think if the hotel do like this way, it would not only be helpful 

to sell more rooms, but can get people to live more environmentally friendly in their 

room.” 

 

Impressively, two participants’ thoughts highlighted the ‘check and balance relation’ 

between the marketing strategies and guests’ environmental behavior by virtue of the value 

exchange. The similar arguments also can be found in prior study, as Stern (2002) argues 

that, individual’s environmental behavior sometimes follow certain non-environmental 

motives, such as the dire to save money. Actually, from Participant 8’ s idea we can see 

that, guests sometimes have to use the luxury services in order to obtain the equal value 

between expenses and user experience. This intangibly increase the possibility that guests 

behave less sustainable. If hotel firms can provide more alternatives which can simplify 

the services and decrease the price, guests would be corresponding to more ecological 

behaviors. Similarly, Participant 9’s consideration essentially conforms to Participant 8 that, 

guests’ interests closely relate to behaviors, if the supply side of hotel firms can grasp their 

interests, and then environmental behaviors in hotel rooms will be easily controlled. 

 

5.3.3 The instructional function of social norms 

Previous studies have shown that, social norms refer to “rules and norms that are 

understood by members of a group, and that guide and/or constrain human behavior 

without the force of laws” (Cialdini & Trost, 1998: 157), and there has been identified two 

kinds of social norms in hotel: injunctive norms and descriptive norms.  

 

The former highlights certain behaviors will be constrained by social pressure, and it is 

often accompanied with rewards and punishments. The descriptive norms focus on the 

behaviors that are adopted by most of people, so it places emphasis on what majority of 

people have done that influences personal behaviors (Kallgren, et al., 2000: 1006). In other 

words, people are likely to behave ecologically when they know others are doing the same 

thing. Essentially, both of two social norms generate pressure from society in order to 

encourage environmental behaviors. However, the data in this study demonstrated, no 
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finding show that the promotion of environmental behaviors in hotel rooms can link to the 

constrained function of social norms by social pressure. As I have analyzed that, 

environmental behaviors in hotel rooms for guests are voluntary, since these always happen 

in private space in hotel rooms, thus guests are not influenced by others’ behaviors. The 

main findings from participants’ (4,5,9,10) indicate that, social norms in hotel rooms still 

concentrate on its instructional function. 

 

As Participant 5 considered, the application of signs in hotel rooms is to remind her to be 

environmentally friendly. She described that, certain normative signs should be on the 

bathroom’s wall, such as ‘Hang up your towel to be environmentally friendly’. Participant 

5 also thought that, these normative signs are “really good” or “helpful”, thus she can be 

effectively guided to reuse towels, or switch off the lights, not use too much water. However, 

as Participant 5 demonstrated, hotel cannot force guests to give up certain behaviors by 

normative messages, like she said, “I mean, obviously, you can’t let people think in this 

way, like don’t do this, don’t do that, because obviously people will react badly to that, but 

the only thing you can do is to remind people.” 

 

Similarly, Participant 10, 4, 9 also thought that, the effectiveness of signs or messages in 

hotel room is to guide and remind people by the combination of environmental knowledge 

rather than the certain social pressure.  

 

From participant 10’s responses, it is not hard to find that, normative signs’ function is to 

guide and remind guests rather than social pressure, she stated that, 

“Actually, some signs could educate me as the visitors that how I could act and what 

I can do to be environmentally friendly, then at the same time, it always up to visitors 

if they want to do or not.” 

 

Participant 4 also stated that the purpose of putting signs in hotel rooms is to increase the 

guests’ consciousness to follow the rules. He demonstrated, normative messages can be 

showed on the door, when he is going to leaving the hotel rooms, he will be aware of 

turning off the lights, besides, signs always can be put on the toilet’s door as well, then, 
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like he said, “When I am using water, I won’t leave it raining if I see the reminder.” 

 

In Participant 9’s opinions, instructions in hotel rooms can remind people to do “right 

things”, he have not felt any pressure when he was reminded by normative messages to 

behave environmentally friendly. During the conversation, Participant 9 highlighted that, 

normative messages merely act instructional function -- “Instruction, simple instruction.” 

He thought that, normative messages lead him to do “right things”. If he can see these 

messages, it is hard for him to do “opposite things”. This indicates that, although social 

norms in hotel rooms merely act an instructional function, it does not represent that social 

norms are not effective to motivate guests’ environmental behaviors in hotel rooms. As 

Participant 9 stated that, normative messages always can effectively remind him, like he 

said, “Sometimes, something should remind you in brain, if you start to shower, like 20 

minutes before you enter it (bathroom), its’ wrong, but if there is no sign on it, no one says 

anything to you, no one will know.” 

 

Therefore, here we can see that, the main function of social norms in hotel rooms is still to 

guide and remind guests rather than social pressure, and instructional function of social 

norms in hotel rooms is also effective to motivate guests’ environmental behaviors in hotel 

rooms.  

 
5.3.4 Summary of external factors  
 

External factors The ways of how factors work effectively 

Governmental regulation Indirect influences & Mandatory regulation 

Marketing strategies  Personal interests  

Social norms  Instructional function 

Table 6: Findings on external factors.  
 
Generally speaking, participants’ thoughts to the effectiveness of external factors is 

relatively weak compared with what they expressed on internal factors. The main reason 

from participants’ responses is because government and hotels merely can act a subsidiary 

motivation, which are out of people’s consciousness.  
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With respect to governmental regulation, participants (1, 3, 4, 5, 6, 7) thought that, 

government, as the top of management, it is unrealistic to directly affect guests’ 

environmental behaviors in hotel rooms. However, this does not indicate that the promotion 

of environmental behavior cannot be achieved through governmental regulation. As the 

Figure 5 show that,  

 
 Figure 3: The influences of governmental regulation on guests’ environmental behavior 

 

governmental regulation can use mandatory environmental policies to motivate hotel firms, 

such as facilities construction, measurement, monitoring, limitation, rewards and 

punishment. Through the pressure, hotel firms will enhance the implementation of 

environmental practices that can encourage guests’ environmental behaviors in hotel rooms. 

Actually, the contribution of mandatory regulation on hotel firms is to bind the relationship 

amongst government, hotel firms and guests’ environmental behaviors.  

 

As for the marketing from the supply side of hotel firms, some participants (1, 2, 5, 10) 

acknowledged that they can be influenced by different strategies, such as, hotels’ green 

advertisement, information (brochure), communication and atmosphere (decoration), but 

they did not express affirmative opinions about how these strategies can effectively 

promote their environmental behavior in hotel rooms. Surprisingly, two participants (8, 9) 

demonstrated that the pricing and bonus strategies which are essentially based on guests’ 

interests can effectively motivate their environmental behaviors in hotel rooms. In other 

words, controlling guests’ environmental behavior by virtue of personal interests can be 

effective and motivational from some participants’ opinions.  

 
Moreover, the findings of this study has shown that, the main applicability of social norms 

in hotel room is still to remind and guide guests (instructional function), there has no 
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findings shown that both of prescriptive (behavior should be consistent to the border 

society’s values) and descriptive function (what behaviors have been done by most people) 

which are regarded as external pressure can be effective to motivate guests’ environmental 

behaviors in hotel rooms, because environmental behavior in guests opinions are still 

voluntary.  
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6.Discussion  
In this chapter, according to the aim and conceptual framework of the present study, the 

findings will be provided in a holistic view. Afterwards, the discussion will be separated 

into three sections: current ways of hotel guests’ environmental behaviors in hotel rooms, 

internal factors and external factors, the similarities and differences compared with 

previous studies which are relevant to this thesis will be carefully discussed.  

 

The present study aims at exploring guests’ opinions toward how different factors can 

effectively motivate themselves to be environmentally friendly in hotel rooms. The core 

goal of this thesis is to seek effective incentives to promote hotel guests’ environmental 

behaviors in hotel rooms so as to achieve the sustainability in hotel industry. The 

conceptual framework, which based on research questions and previous studies, revealed 

different factors that can make environmental change, including environmental knowledge, 

environmental attitude, individual responsibility, governmental regulation, marketing 

strategies and social norms. Meanwhile, being based on Kollmuss and Agyeman’s model 

(2002) in the academic field of Environmental Education Research as well as the research 

question of this thesis in Tourism Research, different factors can be divided into internal 

factors and external factors.  

 

After analyzing the qualitative data from participants, the holistic results surprisingly found 

that, comparing with external factors, most are more affirmative to express ideas toward 

the effectiveness of internal factors for the promotion of guests’ environmental behavior in 

hotel rooms, which indicated most participants thought that their consciousness for 

motivating environmental behaviors is more direct and effective.  

 

Specially, all participants also pointed out different incentives/elements inside different 

factors can effectively motivate themselves to be environmentally friendly. Some of 

findings are similar to previous studies, some findings are different. Thus, the following 

parts will discuss each finding in the present research compared with previous studies.  
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6.1 Current ways of hotel guests’ environmental behaviors in hotel rooms  

Before discussing how different factors can effectively motivate hotel guests’ 

environmental behaviors in hotel rooms, the current situation of participants’ 

environmental behaviors in hotel rooms in this study should be primarily discussed.  

 

Some participants (1 & 3) thought that they can perform environmentally friendly in their 

daily life, but there is no necessity to perform environmental behaviors in hotel rooms. In 

a line with Wei and Miao’s (2013: 332) study, the lowest level of environmental behaviors 

in hotel requires the compromise of personal comfort. In other word, if guests place their 

strong willingness to enjoy and relax in hotel rooms rather than compromise of personal 

comfort, their behaviors hardly satisfy the basic level of environmental behaviors in hotel 

rooms (Hanks and Line, 2016: 905). Therefore, the results found that, some participants do 

not have environmental behaviors in hotel rooms which can be concluded as “Non-

environmental behavior” in hotel rooms.  

 

Previous studies have claimed that “recycle, reuse, conservation, reduction, curtailing, and 

compromise” are different categories of environmental behaviors in hotel rooms (Wei and 

Miao, 2013: 332). In a line with Wei and Miao’s study, the present research found that, 

most participants indeed have these environmental behaviors, but the main environmental 

behaviors they performed merely concentrated conservation (2,4,5,6,7,8,9,10) and 

compromising of using water (2,5,7,8,9), which merely satisfy the lowest level of 

environmental behaviors in hotel rooms. As for the rest of environmental behaviors, not so 

much participants expressed, such as merely three participants (5, 9, 10) stated that they 

reuse towel or new open products in a longer time. Besides, merely one participant (4) 

pointed out that he often recycles the garbage in a sustainable way. In other words, by the 

investigation of guests’ opinions we can see that, current ways of environmental behaviors 

in hotel rooms are still relatively elementary, as I have already mentioned at the beginning 

of this thesis that, we should firmly believe hotel guests’ environmental behaviors in hotel 

rooms can be better than they are in home nowadays. Therefore, the following two sections 

will separately discuss the guests’ own opinions about how different factors can effectively 

further motivate their environmental behaviors in hotel rooms.  
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6.2 Discussion on internal factors 

In the present study, most participants acknowledged that, environmental knowledge can 

directly and positively effect on their environmental behaviors in hotel rooms. This result 

primarily is consistent with previous studies that, environmental knowledge is the direct 

factor that positively influence hotel consumers’ environmental behaviors (Gao et al., 2016: 

113). In addition, the results also conform with arguments of Weaver (2002) and Mensah 

(2013: 72), which identified that the environmental knowledge can lead individual’s 

environmental behaviors, the more environmental knowledge guests have, the more 

environmental behaviors they could act. Actually, the findings in the present study show 

that, participants, who have deeper and more comprehensive environmental knowledge, 

are more likely to perform advanced environmental behaviors in hotel rooms. From results 

we can see, four participants (4, 5, 6, 9) expressed their relatively deep knowledge about 

environment comparing with other participants (1, 2, 3, 7, 8, 10), and three of them (4, 5, 

9) demonstrated more advanced environmental behaviors which beyond the expectation 

from the supply side of hotels, such as saving the new open products, recycling the garbage 

in hotel rooms. Surprisingly, the findings from participants’ responses further 

demonstrated that, deep environmental knowledge in guests’ mind could be regarded a 

kind of ‘benchmark’, when guests are not fully environmentally friendly, the reflection of 

knowledge will come up to restrict the bad behaviors and to motivate environmental 

behavior, then, guests’ environmental behavior can be effectively motivated.  

 

With respect to environmental attitudes, findings in present study indicates that it becomes 

effectively to motivate guests’ environmental behaviors when the serious problems of 

environment closely relate to guest’ real life. Most participants demonstrated that, if the 

serious problems of environment are remote from their daily life, their environmental 

behaviors will be hardly motivated no matter in hotel rooms or in home. On the contrary, 

participants (2, 4, 9) from Bangladesh and Zambia and Sweden, the results showed that 

their environmental behaviors in hotel rooms can be effectively motivated when the 

specific problems about natural resources scarcity in their home place passes through 

minds. This finding is similar to the arguments of Hanks and Line (2016: 905), which found 

“the perception of hotels’ destination can influence guests’ behavior, urban destination is 
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more likely to increase negative behavior than nature-based tourism destination”. The 

previous study of Hanks and Line (2016) merely point out the relationship between the 

perception of hotels’ destination and guests’ environmental behaviors. The present study 

further suggested that shortening the psychological distance between guests and the serious 

problems of environment can be regarded as a tool to effectively motivate guests’ 

environmental behavior in hotel rooms.  

 

As for the investigation about how individual responsibility motivate guests’ 

environmental behaviors in hotel rooms. The findings have not clearly shown the similarity 

as the research in Kollmuss and Agyeman’s (2002: 243) study showed that, “people who 

have more individual responsibility are more likely to behave in environmental behaviors.” 

From participants’ responses, they merely indicated that, individual responsibility is able 

to motivate hotel guests’ environmental behaviors, and how individual responsibility can 

effectively influence their environmental behaviors in hotel rooms. On the one hand, they 

highlighted that personal good feeling is positive to build individual responsibility. This 

result is similar to Stern’s (1993: 341) arguments that, “people’s individual responsibility 

can be built on personal well being or the well being of family, when pro-environmental 

behaviors are combined with these personal issues, the motivation will increase.” In Stern 

(1993)’s study, as for what constitutes personal well being for the promotion of 

environmental behaviors has not been mentioned. The present study found in hospitality 

context, good feeling of being an environmental people can effective enhance guests’ 

environmental behaviors in hotel rooms. As Participant 5 thought that if she can be 

contributed for protecting environment when she lives in hotels, the happiness can be 

helpful to increase the individual responsibility for being environmentally friendly in hotel 

rooms. Besides, Participant 3 also expressed that this kind of good feeling also can be 

embodied in the sense of presence, like she said that every guest wants to be special to 

make difference, thus asking the advises of promoting environmental behavior from guests 

is also positive to create this kind of good feeling. Consequently, guests would be more 

responsible for being environmentally friendly in hotel rooms. On the other hand, as one 

of Participant (2) thought that, guests setting a good example for their kids is also positive 

for being responsible and consequently positive for behaving environmentally friendly in 
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hotel rooms. In her spoken responses, two meanings can be captured, (a) the purpose of 

being more environmentally friendly in hotel rooms is on account of guests’ individual 

responsibility; (b) and the increasing of individual responsibility to protect environment 

because guests want to set up a good example for their kids. Therefore, it can be speculated 

that, the main reason is because guests’ moral obligation plays a significant role to build 

individual responsibility for promote environmental behaviors. Actually, this finding in the 

present study show that moral obligation also can make individual responsibility be 

effective to motivate guests’ environmental behaviors which is consistent with some of 

previous studies (Schwartz, 1977; Chun and Tung cited in Schwartz and Tessler, 1972) that, 

moral obligation can make individual responsibility be effective to motivate behaviors.  

 

6.3 Discussion on external factors  

As for the research findings about governmental regulation for the promotion of guests’ 

environmental behaviors in hotel rooms, it firstly confirmed that, the association between 

government and hotel firms is indispensable. In other words, findings from participants’ 

responses show that, governmental regulation directly impacting on guests’ environmental 

behaviors in hotel rooms is unrealistic and long term.  

 

Moreover, although a finding in this study is unsurprisingly found as some previous studies 

indicated (Chan and Lam, 2001; Sloan et al., 2004; Font, 2002; Chan and Wong, 2004; 

Rivera, 2004; Tiago et al., 2016; Bohdanowicz, 2006), various instruments and tools, 

including measurement, monitoring, requirements, certification, rewards and punishments 

can force hotel firms’ implementation of environmental practices which also involve in 

guests’ environmental behaviors, another finding further indicated that, mandatory 

regulation should be focused upon, because most participants thought that hotel firms 

usually are reluctant to participate the implementation of environmental practices. As 

Rivera (2004) argues that, voluntary program may be effective, but some governmental 

pressure is important to make hotel firms engage in environmental practices. This argument 

is somewhat similar to two findings in this thesis, but somewhat is different. Participants 

thought that mandatory regulation is important to motivate hotels to engage in 

environmental practices from governmental pressure, but participants have not provided 
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that this procedure can be solved in voluntary program. 

 

By investigation from participants about how marketing strategies can effectively motivate 

hotel consumers’ environmental behaviors in hotel rooms. First of all, the finding 

conformed that, hotel firms are the terminal to influence guests’ behaviors from 

participants’ responses. Meanwhile, participants provided various advises, including 

communication, advertisement, information, atmosphere in hotel rooms, which have 

already been confirmed in previous studies (Millar et al., 2012; Chan, 2012; Medabesh and 

Upadhyaya, 2012).  

 

Nevertheless, according to the aim of this study, results found, the effectiveness of how 

marketing strategies can effectively motivate guests’ environmental behaviors, most 

participants did not provide affirmative and sufficient opinions. Reasons possibly are 

various: on the one hand, some participants thought hotel firms often not put environmental 

practices for the guests’ environmental change in the prior place. As Karnar (2003: 840) 

defined that, “marketing refers to take a utilitarian approach to social responsibility, placing 

more emphasis on maximizing the wealth of shareholders and owns”, thus most 

participants may think that marketing strategies for environmental issues from hotel firms 

are not effective, because hotel firms often place emphasis on obtaining benefit and saving 

costs. On the other hand, as Participant 3 stated, guests’ environmental behavior in hotel 

rooms are voluntary, it is still determined by guests themselves, thus marketing strategies 

have not enough power to influence guests.  

 

What can be clearly identified in the present study is, grasping personal interest can be 

regarded as a tool of marketing strategies for hotel firms to motivate consumers’ 

environmental behaviors in hotel rooms. As Stern (2000) argues that, “sometimes 

environmental behaviors often follow non-environmental motives, such as saving money.” 

Being aligned with this argument, the present study in hospitality industry also found that, 

pricing and bonus strategies which essentially based on guest’ personal interest can 

motivate guests’ environmental behaviors. But it is noticed that, whether using pricing and 

bonus strategies can effectively promote both of hotel firms’ income and guests’ 
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environmental behaviors, no concrete evidence has been found in this research.  

 

Finally, with respect to the effective of social norms and the promotion of guests’ 

environmental behaviors in hotel rooms. The main finding still concentrate on instructional 

function of social norms for the promotion of guests’ environmental behaviors in hotel 

rooms. The difference is, previous studies defined that, social norms refer to “rules and 

norms that are understood by members of a group, and that guide and/or constrain human 

behavior without the force of laws” (Cialdini & Trost, 1998: 157). Both of injunctive norms 

and descriptive norms can effectively control human behaviors (Kallgren, et al. 2000: 

1006), the former highlights certain behaviors can be constrained by social pressure which 

always accompanies with rewards and punishments, and descriptive norms often inform 

people about what kinds of behaviors are adopted by the majority of people, then behaviors 

can be guide and constrained to expected positions. However, in the present study in 

hospitality research, the results from most participants indicated that, the only thing hotel 

firms can do is to use the descriptive norms to remind guests to be environmentally friendly 

in hotel rooms, because most participants still thought they are not motivated by certain 

pressure to be environmentally friendly, thus the effectiveness of norms in hotel rooms 

merely can act instructional function, which is almost consistent with previous studies 

about examining the positive correlation between guests’ environmental behaviors and 

norms in hospitality research (Marfaring and Terror, 2015; Bohner and Schluter, 2014; 

Goldstern et al., 2007; Reese et al., 2014; Scheibehenne et al., 2016). The difference in the 

present research is, most participants’ thought that all environmental behaviors they 

mentioned in hotel rooms can be guided by descriptive messages rather than merely reusing 

towel behaviors.  
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7. Conclusion  
This chapter will be discussed to integrate the topical relevance, research aim and 

methodology in a whole view firstly. Afterwards, findings from hotel guests’ opinions 

towards different factors for the promotion of themselves’ environmental behavior in hotel 

rooms will be provided and concluded. Finally, limitations and the future direction will be 

discussed in the last part in order to illustrate the possibilities for the potential of the 

present study. 

 

As Hall argues that, the relationship between tourism and sustainability becomes 

increasingly problematic. The economic growth in tourism industry is often together with 

a condition where damaging the natural capital (Hall et al., 2010: 137). Hotel industry, as 

the largest sub-sector of the tourism, has been found that it is often negative for the 

environmental conservation, including overmuch water use, energy consumption, and 

carbon dioxide emission (Bohdanowicz and Martina, 2003: 5; Chan and Wong, 2006: 483). 

For this reason, the request for developing a wise and balance way which avoiding 

overmuch exploiting natural capital (Hall et al., 2015: 2) in order to achieve sustainable 

development of hotel industry become more and more significant. However, reducing 

overmuch use of natural capital is not merely the unilateral mission from the supply side 

of hotels. From the aspect of guests, behaving environmentally friendly behaviors in hotel 

rooms is also contributed to reduce the negative impacts to environment. This thesis thus 

stands in the place where aims at motivating hotel guests’ environmental behaviors in order 

to achieve the sustainability in hotel industry.  

 

Previous studies have confirmed that, different factors can be effective to motivate guests’ 

environmental behaviors in hotels, nevertheless, most of studies focused more on the 

empirical correlation between various factors and the promotion of guests’ environmental 

behaviors by the statistical techniques. In other words, the deep communication with guests 

are still insufficient as some scholars argued (e.g. Millar, 2012; Han et al., 2011; Hanks 

and Line, 2016). Therefore, this research sought to explore guests’ opinions toward how 

different factors can motivate themselves to be environmentally friendly in hotel rooms.  
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Being based on ERB model of Kollmuss and Agyman’s (2002) study in Environmental 

Education Research, the factors which can motivate environmental behaviors can be 

divided in to three factors, demographic factors, internal factors and external factors. By 

combining with the research question of the present research, the factors I am interested to 

explore in Tourism Research also can be involved in two categories, internal factors 

(environmental knowledge, environmental attitudes, individual responsibility) and external 

factors (governmental regulation, marketing strategies and social norms). Ultimately, hotel 

guests’ environmental behaviors and various factors can be systematically conducted.  

 

Furthermore, as for the methodology, in order to obtain meaningful opinions from 

participants, the present research used qualitative research methodology to analyze the 

content of data which collected by ten structured interviews. Meanwhile, the target group 

of participants aimed at the persons who stay in hotel more than ten days within one year 

in order to ensure participants have enough experiences in hotel rooms. Then, data material 

had been obtained by snowballing sample method through recommend of researchers’ 

friends.  

 

By analyzing the data from participants’ responses, most participants expressed more 

affirmative opinions towards the effectiveness of internal factors for the promotion of their 

own environmental behaviors in hotel rooms compared with external factors, which 

indicated that participants thought their consciousness are more direct and effective to 

promote their environmental behaviors in hotel rooms. Findings from participants’ 

responses indicated that (1) When hotel guests who have deeper knowledge about 

environment, then environmental knowledge in their minds can be regarded as a kind of 

‘benchmark’ to judge/restrict their bad behaviors, and motivate their more ecological 

behaviors in hotel rooms. (2) Psychological distance between the place where happens 

serious environmental problems and guests’ real life is the bullet point to increase the 

effectiveness of guests’ environmental attitudes for the promotion of their environmental 

behaviors. (3) Personal good feeling of being an environmentally friendly guests and moral 

obligation is contributed to make guests promote their individual responsibility to perform 

environmentally friendly.  
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Nevertheless, most participants also agreed that, the effectiveness of external factors cannot 

be ignored for motivating guests’ environmental behaviors while their paths are different, 

(1) Most thought governmental regulation merely acts an indirect role for promoting guests’ 

behaviors in hotel rooms, but mandatory regulation can effectively nudge hotel firms’ 

implementation of environmental practices for motivating guests’ environmental behaviors. 

(2) As for the hotel firms, participants thought grasping personal interests is also an 

effective tool for their environmental behavior change. (3) Finally, social norms which set 

in hotel rooms merely can guide and remind guests’ behaviors rather than the pressure from 

society.  

 

Here we can see that participants provided various opinions about how factors can 

effectively motivate their own environmental behaviors in hotel rooms. In the present 

research, constructionism has been used as the philosophy of social science, it highlights 

ideas and language are built to produce knowledge for the progress of society (Alvesson 

and Skolberg, 2009). Various opinions and ideas from participants assuredly provided 

platforms with respect to the knowledge which are beneficial for the societal progress of 

motivating guests’ environmental behaviors in hotel rooms and ultimately to achieve the 

sustainability of hotel industry. What participants expressed not only requires the personal 

effort to increase consciousness for the promotions of environmental behaviors but also 

government, hotel firms also should be responsible to make efforts. As Participant 2 and 9 

demonstrated, if governments and hotel firms do not care about the environmental issues, 

how can they let individuals to be environmentally friendly in hotel rooms? Therefore, the 

significance of the present study provided meaningful ideas from guests themselves which 

can help government and the supply side of hotels to further formulate motivational 

strategies about changing guests’ environmental behavior in hotels, and then, the 

environmental sustainability which can avoid damaging too much unnecessary use of 

natural capital would be further achieved.  

 

There are three limitations in the present study. First of all, the sampling size of the present 

study merely chose 10 interviewees to participate the open question interview. On the one 

hand, 10 participants relatively are not enough to obtain the tendency of phenomenon about 
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how different factors can be effective to promote guests’ environmental behaviors in hotel 

rooms while most of participants have communicated with researcher deeply about their 

opinions.  

 

Secondly, the best target groups in the present research should be aimed at the guests who 

are currently living in hotels, because this thesis want to explore how factors can effectively 

explore guests’ environmental behaviors. After several times’ attempts, most of guests are 

reluctant to have a deep communication with the researcher, thus the present research used 

snowballing sampling method with a standard which required participants averagely stay 

in hotel rooms more than 10 days within one year in order to ensure that they have enough 

experiences and memories of their behaviors in hotel rooms. Besides, on account of 

researchers’ student identity, most of participants are youthful (between 20 – 40 years old), 

thus their ideas about ecological behaviors in hotel rooms were possibly concentrated.  

 

Thirdly, the topic of this thesis is overmuch broad, this study ether explored the responses 

from participants about internal factors and external factors. Six factors have been 

investigated which result in a relatively scattered research findings.  

 

Hence, as for the future direction of study, on the one hand, I will focus on interviewing 

participants through group (conference) interview methods to enlarge the sampling size, 

and to seek interviewees who are living in hotels as far as possible. Besides, controlling 

interviewees’ gender, age, nationalities and occupations also will be considered during the 

process of investigation. As for the topic, the future research will focus on one aspect of 

factors and guests’ environmental behaviors change to deeply dig out the effectiveness of 

factors, meanwhile, mixed methods methodology for obtaining both of concrete ideas and 

ordinal relationship between each factor and guests’ environmental behavior are also 

positive to get motivational strategies of guests’ environmental behaviors promotion in 

hotel rooms.  
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Appendix I. 

Interview Questions 

Section One 

1.Describe that if you have certain ecological behavior in daily life, and what?  

2.In daily life, what factors do you think that it will motivate yourself to be environmentally 
friendly?  

Section Two  

3.Do you usually travel? How many times do you usually stay overnight in hotel within 
one year? 

4.When you stay in hotel, please describe certain specific ecological performances you 
have? 

Section Three 

5.What facts about our environment in the earth do you know?  

6.Do you think ecological knowledge in your mind would motivate you to be perform 
environmental behavior in hotel rooms? If yes, how ecological knowledge you know 
probably would motivate your ecological behavior in hotel?  

*Now I will tell you some story about what you know about environmental knowledge 
from factual knowledge to another perspective.  

(a) Climate change will make the whole Maldives be submerged in the future, all citizens 
will move to Australia, India and Siri Lanka.  

(http://www.tourism-master.com/2009/10/25/the-maldives-a-country-which-will-be-
completely-submerged-by-2080/) 

(b) Because of safe drinking water scarcity, every 15 second there is a child died in the 
world now.  

(http://www.wateroneworldsolutions.org/index.php?option=com_content&view=categor
y&layout=blog&id=38&Itemid=59) 

(c) Because of fresh water crisis, one billion people cannot get safe drinking water in the 
future, and your next generations possibly will face warfare.  

(https://www.thetrumpet.com/4532-water-scarcity-a-cause-for-war) 
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7.If you realize the seriousness problems of environment in this way, describe your 
response that it could motivate/effect/shape/remind your ecological behavior in hotels?  

8.Have you ever changed your ecological behavior in hotels when you think about that this 
is your responsibility? Please describe your thoughts.  

9.This is an open question, could you describe that what in your mind could remind you to 
be environmentally friendly when you stay in hotel room?  

10.Describe your thinking about government regulations for motivating hotel consumers’ 
ecological behaviors in hotel rooms?  

11.Then, what do you think about the marketing strategies from the supply side of hotels 
and your ecological behaviors in hotel rooms? 

12.How about certain signs in hotels’ room, have you ever noticed it? And what do you 
think of that to improve your ecological behaviors?  

Section Four  

13.Based on ecological knowledge, serious problem you concern to environment and 
individual responsibility which are in your mind, how do you think about the outer force 
(e.g. government, hotel and social norms) can motive you to promote environmental 
behaviors in hotel rooms? Effectiveness, practicability, accessibility?  

14.By combination of above factors or on your own ideas, which factors do you think is 
important is motivate you to be environmentally friendly in hotel rooms, or which factors 
are not? Please describe in detail.  

 

Appendix II. Search Results 

 

Search terms Scopus Emerald Science Direct 

S1    

S2    

S1 AND S2    

S3a, b, c    

S1 AND S2 AND S3a 4 1 17 

S1 AND S2 AND S3b 4 1 35 

S1 AND S2 AND S3c 2 0 4 

S4a, b, c    
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S1 AND S2 AND S4a 7 1 34 

S1 AND S2 AND S4b 6 1 38 

S1 AND S2 AND S4C 2 1 12 

 


