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Abstract: The perceived greenwash fear impedes the environmental efforts of green hoteliers 
by making consumers sceptical of their hotels’ sustainability initiatives. This study was 
conducted to investigate the effect of consumers’ perceived greenwash fear on their attitude, 
reasons and intention to patronise green hotels. A quantitative study using quota sampling 
was conducted where responses from 262 participants were collected using self-administered 
questionnaires. The partial least squares (PLS) approach was used to test the study’s conceptual 
model. Based on the results, the study found that perceived greenwash fear significantly affects 
consumers’ attitude, reasons and intention of green hotel patronage. In addition, reasons for 
patronage and attitude also predicted green hotel patronage intention. Thus, green hoteliers 
must endeavour to make consumers understand that their environmental initiatives are driven 
by altruistic motivations and convince consumers that their green claims are genuine and 
authentic. Reducing perceived greenwash fear and strengthening reasons for patronage can 
help strengthen consumer patronage intention and develop a favourable attitude towards green 
hotels.
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Introduction

As environmental issues have become more pronounced, consumers have become more 
concerned about the environment. They have become more proactive and are open to 
green consumption (Akturan, 2018) as well as prefer products that do not cause or 
cause minimal negative impacts on the environment (Goh & Balaji, 2016). As a result, 
many companies want to appeal to these consumers who are now ecologically conscious 
(Szabo & Webster, 2020). These companies feel the pressure to act environmentally 
responsible by using green branding and marketing (Berrone, Fosfuri, & Gelabert, 
2017) and consequently, succumb to the temptation of greenwashing.

Greenwashing is the act of misleading consumers about the environmental 
practices of a company or the environmental benefits of a product or service 
(Parguel, Benoît-Moreau & Russell, 2015). Companies use claims such as “green”, 
“environmentally friendly” or “eco-friendly” to portray an environmentally 
responsible public image. As a result, while greenwashing may bring short-term gains 
for the deceptive companies, these false green claims will eventually cause fear and 
doubt in the minds of consumers. 

The phenomenon of greenwashing also affects green hotels. Green hotels 
developed as a product stemming from the concept of environmental protection and 
patronising a green hotel is often touted as a form of environmentally responsible 
behaviour (Chen & Tung, 2014). In the early days when the concept was still novel, 
consumers harboured positive views about a green hotel’s programmes, but this has 
given way to today’s customers not easily buying the green claims made by these 
hotels (Rahman, Park, & Chi, 2015).  Perceived fear of greenwashing, which refers 
to the consumer’s degree of fear of being deceived by greenwash tactics used by firms 
(Rejikumar, 2016), has eroded the confidence of consumers on green products. 

Research on greenwashing in the domain of hospitality and tourism has been 
somewhat scant, even though greenwashing has been widely covered in the marketing 
literature (Rahman et al., 2015). Current research has primarily paid attention to the 
antecedents, construct and practices of greenwashing (Zhang, Li, Cao, & Huang, 
2018). Therefore, there is little understanding of greenwashing’s effect on consumers’ 
green purchase intention, or the extent to which consumers are prepared to purchase 
green services or products (Lyon & Montgomery, 2015; Newton, Tsarenko, Ferraro, 
& Sands, 2015; Zhang et al., 2018). Green hotels are also susceptible to the adverse 
effects of greenwashing, thus further research that focuses on perceived greenwash 
fear and its related consequences are needed.

Developing countries comprise an essential market potential for green brands 
due to the huge populations, developing economies and burden of environmental 
issues (Nguyen, Phan, Cao, & Nguyen, 2017). Although research on green 
marketing in emerging markets such as Malaysia (Ng, Butt, Khong, & Ong, 2014; 
Sumiani, Haslinda, & Lehman, 2007) has started to increase, little is known about 
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how perceived greenwash fear affects consumers’ attitude, reasons and intention to 
patronise a green hotel. Most studies on green scepticism have focused on its effect in 
the Western culture (Leonidou & Skarmeas, 2017; Matthes & Wonneberger, 2014). 
Further, it is essential to understand not only the positive drivers, but also investigate 
the barriers to green purchase (Goh & Balaji, 2016).

Therefore, this study aims to contribute to the green hospitality marketing 
literature by examining the impacts of perceived greenwash fear on consumers’ 
attitude, reasons and intention to patronise a green hotel. The findings can help green 
hoteliers to develop strategies and address problems related to customer adoption 
of green hotels. Further, fear of greenwashing can be handled more effectively if 
its relative impacts on other important variables such as attitude and reasons are 
properly analysed.

Literature Review

Behavioural Reasoning Theory  

This study employed the Behavioural Reasoning Theory (BRT) as the foundation 
theory. According to BRT, the manner in which people process their beliefs and value 
information directly affects the reasons they use to justify their expected behaviour. 
People generally first gather information about their decision alternatives and 
assess the trustworthiness and value of the collected information when developing 
reasons to support their decisions (Pennington & Hastie, 1988; Westaby, 2005). 
Subsequently, the decision alternative with solidly supported reasons will be selected 
by the individual confidently.  

Reasons are context-specific and divided into two broad sub-dimensions — 
reasons for and reasons against. They are represented by benefits and costs, pros and 
cons as well as facilitating and impeding explanations, which serve as fundamental 
antecedents of intentions and attitude (Westaby, 2005). Individuals use the reasons 
for and reasons against to explain their expected behaviour. In this study, the reasons 
for comprise benefits of patronising a green hotel while the reasons against are costs 
incurred in patronising a green hotel. Reasons can also be powerful motivators of 
intention because individuals feel more confident when they have reasons to explain 
and defend their expected actions. 

Behavioural intention is regarded an essential factor in explaining customer 
behaviour because a person’s strong intention is likely to bring about its execution 
(Ajzen, 1991). Given intention’s strong ability to predict behaviour, one of the main 
aims of behavioural intention models is to predict intention (Westaby, 2005). In 
this regard, this study intends to examine the psychological antecedents of perceived 
greenwash fear as well as reasons and attitude in predicting green hotel patronage 
intention.
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Perceived Greenwash Fear

Perceived greenwash fear refers to the consumer’s degree of fear of being deceived by 
greenwash tactics used by businesses (Rejikumar, 2016). Many organisations adopt 
greenwashing strategies to gain better customer acceptance and to maximise profits. 
Businesses that greenwash disclose or exaggerate positive environmental attributes, 
while downplaying negative ones, which can cause a deceptively favourable 
impression of their total environmental involvement (Delmas & Burbano, 2011). 
These deceptive green claims develop scepticism amongst customers about many 
environmental initiatives and as a result, green purchase intentions have suffered 
severe setbacks (Rejikumar, 2016). In summary, greenwashing negatively impacts 
consumer perception and behaviour, stimulates green scepticism, increases perceived 
risk and adversely affects purchase intention (Akturan, 2018; Chen & Chang, 2013; 
Leonidou & Skarmeas, 2017; Lin et al., 2017).

Many green hoteliers claim that they are “green” simply by hanging a sign that 
says so (Heung, Fei, & Hu, 2006). Simple practices such as changing linens and 
towels less often, doing away with disposable toiletry containers raise concerns 
whether green hoteliers are really being green or executing green practices purely 
for saving costs. Consumers might see this as deceptive and fear that they are being 
tricked into paying high premiums. This perceived greenwash fear in consumers 
affects their intention to patronise green hotels in the future. Thus, the following 
hypothesis is postulated:

H1: Perceived greenwash fear has a negative influence on green hotel 
patronage intention.

Consumers who are sceptical demonstrate low levels of environmental concern 
and do not show positive attitudes towards green brands (Albayrak, Aksoy, & 
Caber, 2013). They may be confused by misleading green information that causes 
unnecessary confusion when they intend to purchase a genuine green product 
(Maichum, Parichatnon & Peng, 2016). Subsequently, they become fearful of 
falling into greenwashing ploys. In the hospitality industry, a number of hoteliers 
make ambiguous environmental claims (Rahman et al., 2015). Further, consumers 
often cannot ascertain the credibility of some green hotels’ environmentally friendly 
initiatives and consequently, view them as indulging in greenwashing. 

Instead of bringing positive evaluations and support, the environmental 
initiatives by hotels create doubt in the consumers’ minds and consequently, affect 
their attitudes. For instance, green practices that are not integrated holistically 
throughout the organisation, but involves the consumers’ sacrifice of comfort 
might cause consumers to become easily sceptical (Rahman et al., 2015).  Thus, the 
following hypothesis is postulated:
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H2: Perceived greenwash fear has a negative influence on attitude towards 
green hotel.

Consumers have turned increasingly critical in assessing a hotel’s environmental 
practices (Rahman et al., 2015). Their beliefs and value information serve as essential 
precursors to the reasons they use to support their expected behaviour (Westaby, 
2005). Thus, widespread incidences of greenwashing have raised consumers’ suspicion 
and created more sceptical consumers in the long run (Johnstone & Tan, 2015; Self, 
Self, & Bell-Haynes, 2010). Consumers have, over time, learnt to carefully judge 
the authenticity of green benefit claims made by businesses (Jog & Singhal, 2020). 

Often, consumers compare their experiences in different premises as they 
become more aware of greenwashing. The fear of being misled as well as any small 
doubt about the motive behind green hotels’ environmentally friendly initiatives can 
generate different emotional reactions to these green programmes and consequently, 
impact the reasons consumers use to justify their behaviour. Therefore, the following 
hypotheses are developed:

H3a: Perceived greenwash fear has a negative influence on reasons for 
patronage.
H3b: Perceived greenwash fear has a positive influence on reasons against 
patronage.

Attitude

Attitude can be regarded as the psychological mindset produced when a value is 
applied to a certain situation or object, which results in a certain behaviour’s decision 
(Teng, Lu, & Huang, 2018). If consumers assess anticipated outcomes positively, 
they are likely to have a positive attitude and display that specific behaviour (Cheng, 
Lam, & Hsu, 2005). Therefore, individuals who demonstrate a positive attitude 
towards environmental practices are more likely to participate in environmentally 
friendly behaviour (Fielding, McDonald, & Louis, 2008). As such, individuals who 
have a positive attitude towards green hotels are also more likely to develop the 
intention to patronise a green hotel (Chen & Tung, 2014; Han, Hsu, & Lee, 2009). 
Thus, the following hypothesis is postulated:

H4: Attitude has a positive influence on green hotel patronage intention.

Reasons for/against Patronage

Individuals think about results in terms of benefits and costs when they decide whether 
to execute a certain behaviour (Han, Hsu, & Sheu, 2010). The main aim behind a 
consumer’s purchase is the immediate benefit to themselves. These benefits are the 
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reasons a consumer purchases a service or a product. In this respect, for green hotels, 
the reasons for patronage include functional benefits, emotional benefits, social 
benefits, and epistemic benefits (Jiang & Kim, 2015; Tan, Abd Aziz & Ngah, 2020). 
The eco-rooms in green hotels are equipped with energy-efficient and water-efficient 
technologies, pleasing aesthetics, natural design and improved air quality. Consumers 
feel positive when they know they are helping to conserve the environment and they 
gain acknowledgement and acceptance by choosing a green hotel. Further, green hotels 
enable consumers to learn and experience the green initiatives during their stay there. 
Novelty prompts positive emotions (Mitas & Bastiaansen, 2018) and it is the second 
strongest contributor towards enhancing visitor loyalty (Rathakrishnan et al., 2020).

On the contrary, consumers also incur costs when they patronise a green 
hotel. These costs are the reasons against patronage, which include monetary costs, 
inconvenience, as well as decreased comfort and luxury (Baker, Davis, & Weaver, 
2014; Jiang & Kim, 2015; Laroche, Bergeron, & Barbaro-Forleo, 2001; Tan et al., 
2020). Most customers tend to regard negatively the eco-friendly practices of a green 
hotel because these practices raise room prices and cause inconvenience to customers 
(Butler, 2008). In fact, some hotel guests do not want their comfort experiences to be 
compromised by environmentally friendly practices such as the reuse of linens and 
towels (Berezan, Millar, & Raab, 2014; Ogbeide, 2012). Perceptions of inconvenience 
and decreased luxury have been acknowledged as obstacles to green hotel patronage 
(Baker et al., 2014). Therefore, the following hypotheses are developed:

H5a: Reasons for Patronage have a positive influence on green hotel patronage 
intention.
H5b: Reasons against Patronage have a negative influence on green hotel 
patronage intention.

Based on the postulated hypotheses, the study’s conceptual framework was 
developed (Figure 1).
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Patronage

Green Hotel 
Patronage 
Intention

Attitude

H3a H5a
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Figure 1. Conceptual framework
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Methodology

The present study used a self-administered questionnaire to collect data. A pilot 
study was carried out to check the reliability of the measurements. The first section 
of the questionnaire consisted of questions related to all the variables of the study. 
The measurement items were adapted to suit the domain of green hospitality (see 
Table 1). All the items of the constructs were measured using a five-point Likert 
scale with scores ranging from 1 (Strongly disagree) to 5 (Strongly agree) except 
for Perceived Greenwash Fear and Green Hotel Patronage Intention which were 
measured using a seven-point Likert scale with scores ranging from 1 (Strongly 
disagree) to 7 (Strongly agree) to reduce method biases caused by commonalities 
in scale endpoints (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). The second 
section collected data on the participants’ demographic profile, including gender, 
age, ethnicity, occupation, educational background and marital status. 

Before the questionnaire was distributed, two lecturers and a practitioner from 
the field of hospitality and communication did a pre-test on the questionnaire items. 
They evaluated whether the items were valid for the intended measurement to ensure 
the face validity of the questionnaire. After which, a pilot test with 30 participants 
was conducted to ensure the reliability of the items at the preliminary stage. 

Study participants were selected using quota sampling at six shopping malls in the 
Klang Valley. This study chose participants conveniently because there was no access 
to sampling frames. Further, quota sampling enabled all ethnicity groups in Malaysia 
to be included. Ethnicity and gender quotas were set based on the statistics from the 
Department of Statistics Malaysia (2018). Thus, the sample was made up of 68.7% 
Bumiputera Malays, 22.9% Chinese, 6.9% Indians and 1.5% other ethnicities. Each 
ethnicity quota had the same number of males and females (50.0%). 

The mall-intercept method was used to the administer the questionnaire to 300 
participants. Shoppers were approached at the main entrance of the shopping malls. 
Three filter questions were asked to identify whether the participant was more than 
18 years old, had conventional hotel accommodation experiences within the past 
one year and understood what a green hotel is. Only those who met the three criteria 
were included because they would be able to make their own decisions on which 
hotels to patronise. A response rate of 262 participants (87.3%) was recorded. After 
removing 7 cases of extreme outliers, a total of 255 valid completed questionnaires 
were used for subsequent analysis. This number of response was sufficient because 
the minimum sample size would have been 160 using the inverse square root method 
or 146 using the gamma-exponential method (Kock & Hadaya, 2018).  

The results of the descriptive analysis showed that half of the participants were 
male (50.0%) and the other half were female (50.0%). Regarding age, 40.50% of 
the participants were 20 to 29 years old, 29.4% were 30 to 39 years old, 22.1% 
were 40 to 49 years old, 6.5% were 50 to 59 years old and 1.5% were over 60 
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years old. Regarding occupational background, the majority of the participants were 
employed in the private sector (61.5%), followed by the government and semi-
government sector (16.4%), business owners (11.5%), and students (5.3%). In 
terms of educational background, 39.7% of the participants held a bachelor’s degree, 
22.9% had a postgraduate degree, 18.3% had a certificate/diploma, 4.6% had a 
professional qualification, and 14.5% made up the Others category. Furthermore, 
most participants were single (52.7%), followed by married with children (35.5%), 
married without children (8.8%), and divorced/widowed (2.3%).

Findings

The common method bias was checked because the independent and dependent 
variables were collected from the same participants (Podsakoff et al., 2003). This 
study also applied the Harman’s single factor test and the results showed that the 
total variance explained by a single factor was 25.87%. Therefore, the common 
method bias did not pose a problem for this study. Subsequently, the partial least 
squares (PLS) approach was used to test the study model. Both the measurement 
and structural models were assessed using Smart PLS v.3.2.9. (Ringle, Wende, & 
Becker, 2015).

Measurement Model

First, the convergent validity was evaluated by checking the factor loadings which 
need to be > 0.5; the composite reliability (CR) with a recommended value > 0.7 
and average variance extracted (AVE) with a recommended value > 0.5 (Hair, 
Hult, Ringle, & Sarstedt, 2017). To obtain a more parsimonious model, Reasons 
for Patronage and Reasons against Patronage were conceptualised as second-order 
constructs (Chen, Sousa, & West, 2005). The repeated indicator approach was used 
to model the Reflective-Reflective second-order factors. As shown in Table 1, all the 
values evaluated exceeded the recommended values of convergent validity. 

Table 1. Measurement model

First-order Constructs Item Loadings AVE CR

Perceived Greenwash 
Fear (PGF)
Adapted from Rejikumar 
(2016)

PGF1: False claim 0.771 0.683 0.896

PGF2: Increase price 0.889
PGF3: Difficult to verify 0.810
PGF4: Increase sales 0.830
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First-order Constructs Item Loadings AVE CR

Functional Benefits (FU)
Adapted from Jiang & 
Kim (2015) FU1: Healthier experiences 0.708 0.622 0.891

FU2: Fresh organic food 0.727
FU3: Good service 0.862
FU4: Clean space 0.834
FU5: Safe space 0.802

Emotional Benefits (EM)
Adapted from Jiang & 
Kim (2015) EM1:  Doing good for the 

well-being of the planet
0.877 0.762 0.906

EM2:  Doing good for the 
next generation

0.894

EM3:  Leading a sustainable 
life

0.847

Social Benefits (S)
Adapted from Jiang & 
Kim (2015)

S1: Feel acceptable 0.850 0.751 0.901

S2:  Improve the way of being 
perceived

0.879

S3: Makes a good impression 0.871
Epistemic Benefits (EP)
Adapted from Jiang & 
Kim (2015)

EP1:  Learn to behave eco-
friendly

0.891 0.756 0.903

EP2:  Develop a sense of social 
responsibility

0.882

EP3:  Get familiar with 
protecting the 
environment

0.834

Monetary Cost (M)
Adapted from Jiang & 
Kim (2015)

M1: High monetary cost 0.754 0.593 0.814

M2: Perceived high price 0.789
M3:  Not good value for 

money
0.766

Table 1 (con’t)
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First-order Constructs Item Loadings AVE CR

Inconvenience (I)
Adapted from Laroche et 
al. (2001)

I1:  Keeping separate piles of 
rubbish

0.839 0.662 0.886

I2:  Recycling is too much 
trouble

0.875

I3: Fill up own bottle 0.794
I4:  Controlling pollution is 

much more trouble than it 
is worth

0.740

Comfort (C) 
Adapted from Baker et 
al. (2014)

C1:  Put more emphasis on 
being environmentally 
responsible than comfort

0.902 0.838 0.939

C2:  Put comfort before being 
environmentally conscious

0.927

C3:  Focus more on 
guest comfort than 
environmentally conscious 
actions

0.917

Luxury (L)
Adapted from Baker et 
al. (2014) 

L1:  Put luxury before being 
environmentally conscious

0.857 0.693 0.871

L2:  Focus more on guest service 
than environmentally 
conscious actions

0.860

L3:  Green practices take away 
from the luxury experience

0.777

Attitude (AT)
Adapted from Han et al. 
(2010)

AT1:  Staying at green hotel is 
good

0.873 0.736 0.918

AT2:  Staying at green hotel is 
desirable

0.830

AT3:  Staying at green hotel is 
pleasant

0.879

AT4:  Staying at green hotel 
is wise

0.848

Table 1 (con’t)
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First-order Constructs Item Loadings AVE CR

Patronage Intention (PI)
Adapted from Han et al. 
(2010)

PI1:  I am willing to stay at a 
green hotel when travelling

0.855 0.805 0.925

PI2:  I plan to stay at a green 
hotel when travelling

0.934

PI3:  I will make an effort to 
stay at a green hotel when 
travelling

0.902

Second-order Constructs
Reasons for Patronage 
(Perceived Green Benefits)
(RFP)

Functional Benefits 0.884 0.678 0.893

Emotional Benefits 0.761
Social Benefits 0.834
Epistemic Benefits 0.809

Reasons against 
Patronage (Perceived 
Green Costs)(RAP)

Monetary Cost 0.584 0.532 0.817

Inconvenience 0.753
Comfort 0.713
Luxury 0.843

Note: AVE = average variance extracted; CR= composite reliability

As suggested by Hair et al. (2017), the discriminant validity was checked using 
the Heterotrait-Monotrait Ratio (HTMT) method after examining the convergent 
validity. Table 2 shows that all the pairs of constructs were distinct and did not 
demonstrate discriminant validity because they were below 0.85 (Kline, 2011).

Table 2. Discriminant validity (HTMT)
Construct 1 2 3 4 5 6 7 8 9 10 11

1) Attitude

2) Comfort 0.277

3) Emotional 
Benefits

0.544 0.138

4) Epistemic 
Benefits

0.611 0.148 0.622  

Table 1 (con’t)



APJIHT Vol. 10 No. 2 September 2021

52 Tan Ling Ling and Norzalita Abd Aziz

Construct 1 2 3 4 5 6 7 8 9 10 11

5) Functional 
Benefits

0.727 0.152 0.651 0.708

6) Green Hotel 
Patronage 
Intention

0.692 0.290 0.465 0.487 0.569

7) Inconvenience 0.123 0.289 0.074 0.067 0.073 0.191

8) Luxury 0.217 0.634 0.136 0.053 0.068 0.305 0.619

9) Monetary Cost 0.111 0.248 0.206 0.144 0.163 0.184 0.452 0.455

10) Perceived 
Greenwash 
Fear

0.196 0.197 0.115 0.137 0.103 0.320 0.127 0.296 0.383

11) Social Benefits 0.623 0.090 0.608 0.702 0.787 0.555 0.120 0.109 0.166 0.095

Structural Model

After confirming the measurement model, the variance inflation factor (VIF) 
values were checked to assess lateral collinearity. Table 3 shows that the VIF values 
are between 1.000 to 1.952. As all the values were below the cut-off value of 3, 
multicollinearity was not a problem for this study (Becker, Ringle, Sarstedt, & 
Völckner, 2015). The bootstrapping method of 500 resamples was used to identify 
the significance levels for loadings and path coefficients of the structural model 
because 500 is still larger than the total observations of this study (Ramayah, Cheah, 
Chuah, Ting, & Memon, 2018). 

Figure 2 illustrates the relationships of the constructs. Perceived Greenwash Fear 
is negatively related to Green Hotel Patronage Intention (H1: β = –0.142, t = 2.645) 
and Attitude (H2: β = –0.176, t = 2.854) while is positively related to Reasons 
against Patronage (H3b: β = 0.250, t = 3.820). However, the relationship between 
Perceived Greenwash Fear and Reasons for Patronage was not supported (H3a:  
β = –0.104, t = 1.580). In addition, Attitude (H4: β = 0.354, t = 5.028) and Reasons 
for Patronage (H5a: β = 0.295, t = 4.476) positively predicted Green Hotel Patronage 
Intention and Reasons against Patronage (H5b: β = –0.181, t = 3.203) negatively 
predicted Green Hotel Patronage Intention. Among the predictors of Green Hotel 
Patronage Intention, Attitude is the strongest predictor followed by Reasons for 
Patronage. 

The R 2 value shows the amount of variance explained by the exogenous variables. 
For this study, the R 2 value derived was 0.471, implying that Perceived Greenwash 
Fear, Attitude and both Reasons for and Reasons against Patronage explained 47.1% 

Table 2 (con’t)
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of the variance of intention to patronise a green hotel. For the f 2 effect sizes, 0.02, 
0.15 and 0.35 are interpreted as small, medium and large effect sizes, respectively 
(Hair et al., 2017). In this regard, Attitude had a medium effect size while Perceived 
Greenwash Fear, Reasons for Patronage and Reasons against Patronage had a small 
effect size on green hotel patronage intention. 

Based on the blindfolding method, the Q 2 value was calculated to get the 
predictive accuracy of the structural model (Geisser, 1975; Stone, 1977). As shown 
in Table 3, the Q 2 for Green Hotel Patronage Intention was 0.366, higher than 0, 
indicating that this model has predictive quality (Hair et al., 2017). 

Table 3. Assessment of structural model

Hypothesis Relationship
Std 
Beta

Std 
Error

t-value p value LL UL VIF R 2 f 2 Q 2

H1 PGF → PI –0.142 0.054 2.645 0.004 –0.235 –0.061 1.086 0.471 0.035 0.366

H2 PGF → AT –0.176 0.062 2.854 0.002 –0.280 –0.076 1.000 0.032

H3a PGF → RFP –0.104 0.066 1.580 0.057 –0.208 0.003 1.000 0.011

H3b PGF → RAP 0.250 0.065 3.820 0.000 0.133 0.350 1.000 0.067

H4 AT → PI 0.354 0.070 5.028 0.000 0.213 0.455 1.952 0.121

H5a RFP → PI 0.295 0.066 4.476 0.000 0.179 0.390 1.857 0.089

H5b RAP → PI –0.181 0.056 3.203 0.001 –0.270 –0.086 1.140 0.054

 

Perceived 
Greenwash 

Fear

Reasons 
for 

Patronage

Reasons 
against 

Patronage

Green Hotel 
Patronage 
Intention

Attitude

H3a: β = –0.104 H5a: β = 0.295**

H3b: β = 0.250**

*p < 0.05, **p < 0.01

H1: β = –0.142**

H5b: β = –0.181**

H2: β = –0.176** H4: β = 0.354**

Figure 2. Results of the structural model

The predictive accuracy of the model was further examined using the PLS 
predict for out-of-sample prediction (Shmueli, Ray, Estrada, & Chatla, 2016; Hair, 
Risher, Sarstedt, & Ringle, 2019). Based on the PLS predict evaluation shown in 
Table 4, the Q 2 value produced by the PLS-SEM estimation was higher than the 
LM model, therefore the predictive ability of the model was supported. According 
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to Shmueli et al. (2019), the predictive results demonstrate that the majority of the 
green hotel patronage intention indicators (except PI2) in the PLS model generated 
low predictive error as compared to the LM model, indicating that the model has 
medium predictive power. This means Perceived Greenwash Fear, Reasons and 
Attitude have a predictive ability on green hotel patronage intention.

Table 4. Results of PLS Predict

PLS LM PLS-LM

RMSE MAE Q2_
predict

RMSE MAE Q2_
predict

RMSE MAE Q2_
predict

PI1 0.929 0.738 0.047 0.937 0.744 0.031 –0.008 –0.006 0.016
PI2 1.035 0.825 0.067 1.029 0.824 0.078 0.006 0.001 –0.011
PI3 1.085 0.888 0.040 1.087 0.889 0.036 –0.002 –0.001 0.004

Note: PI (Green Hotel Patronage Intention)

Theoretical and Practical Implications

Theoretical Implications

Although past studies have examined the important predictors of consumer 
behavioural intention towards green hotels, very few have investigated the impact 
of perceived greenwash fear on reasons and attitude on green hotel patronage 
intention. Reasons have been found to show predictive validity in numerous 
judgement and decision-making contexts (Campion, 1991; Pennington & Hastie, 
1988; Westaby, Versenyi, & Hausmann, 2005). This study fills the existing literature 
gap by demonstrating that perceived greenwash fear can impact a person’s reasons 
on patronising a green hotel. To be specific, both reasons for patronage and reasons 
against patronage are drivers of green hotel patronage intention as postulated by the 
Behavioural Reasoning Theory. In other words, individuals feel confident about their 
decisions to patronise a green hotel when they have reasons to justify it, but their 
reasons against the same could be further impacted by perceived greenwash fear.  

Practical Implications

The study findings demonstrate that when customers have a high level of perceived 
greenwash fear towards green hotels, they are likely to have an unfavourable attitude 
and lower intention to patronise these establishments. This can be attributed to the fear 
of being deceived by green hoteliers who selectively implement green practices to save 
costs. Thus, green hoteliers can prove to sceptical consumers that they are truly certified 
green hotels by displaying their certifications such as Green Seal and Leadership in 
Energy and Environmental Design (LEED). The Green Seal certification focuses on 
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sustainable practices such as energy conservation and waste reduction, while LEED 
evaluates building design and construction in terms of water usage, energy efficiency 
and choice of building materials. Credible certifications not only deter scepticism of 
greenwashing claims but also demonstrate a hotelier’s steadfast commitment to the 
environmental cause (Geerts, 2014; Rahman et al., 2015).

To gain a genuine green positioning, green hoteliers can promote about how 
their green initiatives such as discontinuation of single-use toiletry supplies, garbage 
recycle, reuse of towels and linens contribute to the minimisation of resource wastage, 
carbon emission and energy consumption on their websites, social media pages or 
promotional materials. Some segments of consumers, such as women, university 
degree holders or higher, and millennials, tend to focus more on an organisation’s 
corporate social responsibility performance before deciding on their purchase (Peng 
& Chen, 2019). By providing sufficient information about environmental issues and 
their environmental initiatives, green hoteliers not only impart knowledge to their 
customers, but also enhance their green image. Otherwise, these green practices may 
be wrongly perceived as cost-saving measures by the hotel, which would discourage 
consumers to patronise these establishments (Wang, Wang, Wang, Yan, & Li, 2018).

Perceived greenwash fear is positively related to reasons against patronage but 
the relationship between perceived greenwash fear and reasons for patronage is not 
significant. This suggests that when consumers have strong reasons against patronage, 
perceived greenwash fear will further aggravate the situation. However, it does not 
have any impact on reasons for patronage — when consumers have solid reasons for 
patronage, they will visit a green hotel. 

Green hoteliers should effectively communicate the reasons for patronage which 
consist of functional, emotional, social and epistemic benefits. Besides functional 
benefits, such as improved air quality and healthy organic food (Han & Hyun, 2018), 
sustainable hospitality literature shows that anticipated emotions based on cognitive 
processes directly influences customer attitudes and behaviours (Han & Hyun, 
2018; Kim, Njite, & Hancer, 2013). Therefore, green hoteliers should also focus on 
improving customer satisfaction through emotional, social and epistemic benefits. 
This includes making consumers feel emotionally satisfied and socially acknowledged 
with their green hotel patronage by highlighting new experiences they can gain from 
their hotel stay. Satisfaction varies depending on individuals (AbuKhalifeh & Mat 
Som, 2016) and it can come from pro-environmental behaviour, such as patronising 
a green hotel, instead of hedonic or luxurious needs. 

Attempts to stop greenwashing practices will only be successful if policy makers 
and related authorities implement effective regulatory measures and proper customer 
education (Rejikumar, 2016). Further, related authorities can increase consumer 
confidence by curbing the use of vague eco-friendly claims and imposing stricter 
fines on establishments including green hotels who indulge in greenwashing acts. In 
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this context, developed nations, such as the United States, are stricter in enforcing 
regulations on greenwashing compared to less developed countries (Rejikumar, 2016).

Consumers with sufficient knowledge about environmental issues have higher 
perceived value in environmental practices (Erhabor & Don, 2016) and the greater 
their level of environmental knowledge, the more likely they will develop eco-friendly 
behavioural intention (Wang et al., 2018). They will be more willing to sacrifice 
money, inconvenience, comfort and luxury to patronise green hotels.

Additionally, policy makers can enhance the environmental knowledge of 
consumers by disseminating information on environmental problems and green 
initiatives by organisations or collaborating with non-governmental organisations to 
hold pro-environmental campaigns. Information on organisations that are actively 
promoting environmental sustainability should also be promoted. For instance, 
the United Nations World Tourism Organization (UNWTO) is now promoting 
responsible and sustainable tourism through their 17 Sustainable Development Goals 
(SDGs) (UNWTO, 2021). Green hotels in the tourism accommodation sector can 
play a leading role in reducing carbon footprint by lowering energy consumption 
and shifting to renewable energy sources to achieve the goal of Climate Action as 
outlined in the SDGs. 

Limitations and Future Research

This study investigates the impact of perceived greenwash fear on consumers’ attitude, 
reasons and intention to patronise green hotels in Malaysia using the Behavioural 
Reasoning Theory. This provides a good starting point for discussion and further 
research. For instance, further studies can collect data from other countries to verify 
whether the conceptual model of this study is generalisable to consumers in other 
countries. 

This study did not investigate actual green hotel patronage behaviour even 
though intention is usually applied in the adoption behaviour. Thus, future studies 
could fruitfully explore this issue by examining whether consumers’ green hotel 
patronage intention transforms over time into patronage behaviour or whether there 
is revisit intention from consumers.

Open Access: This article is distributed under the terms of the Creative Commons Attribution 
License (CC-BY 4.0) which permits any use, distribution and reproduction in any medium, 
provided the original author(s) and the source are credited.
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