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Abstract—The results of the study empirically prove that 

attitudes, subjective norms, and perceived behavioral control 

have a significant effect on hotel customer intentions. The study 

aimed to find the most influential role of the green hotel 

knowledge, among control, mediating, or moderating variable 

toward consumer behavioral intention.  The finding of this study 

confirms that the most substantial role of green hotel knowledge 

as a mediator between attitude, the subjective norm as well as 

perceived behavioral control, and marketing performance in 

terms of customer intentions. Managerial implications for 

emerging market countries such as Indonesia, lack of green hotel 

knowledge and requires market education from three actors, 

namely academics, practitioners, and regulators. 

Keywords—attitude, subjective norm, perceived behavioral 

control, green hotel knowledge, behavior intention 

I. INTRODUCTION  

The terminology for hotels that considered environmentally 
friendly is quite diverse. Some of these terms include eco-green 
[1],  or sustainable hotels [2]. These hotels are oriented towards 
nature and focus on being environmentally friendly, using 
energy, water, and materials that are not harmful to the 
environment [3].  

In Indonesia, the hotel industry is less concerned with 
implementing environmentally-friendly measures when 
compared to other ASEAN countries such as Malaysia, 
Singapore, and Thailand [1]. However, guidelines called the 
ASEAN Green Hotel Standard had been issued for proper 
economic cooperation. Hotel care currently advised to undergo 
eco-certification and environmental management standards 
based on ISO 14001 [4–6].  

The alignments of hotel management in environmental 
preservation activities are triggered by economic and ethical 
considerations derived from personal values and beliefs [7].  
The best predictor of marketing these proactive measures found 
on some of the contextual variables are organized, through 
foreign tourists (Western Europe and the USA), affiliated 

extremists international hotel chain, demographic factors such 
as age and gender as well as education   [5,7–10].  

Various studies previously conducted on green hotels  
[2,3,11]. However, this study aims to determine the gaps in 
consumer behavior in maintaining the growing perspective of a 
friendly environment. Conversely, it aims to empirically 
examine the relationship between returning consumer 
environmental behavior and consumer propensity to stay at a 
hotel and the role of green hotel knowledge as a control, 
mediating, and moderating variable. 

II. LITERATURE REVIEW 

Green marketing refers to all the efforts made by 
companies to design, promote, establish, and distribute prices 
with the least possible impact on the environment  [12].  In 
promoting green marketing, marketers have to provide 
information on the effects of products and services in 
preserving the environment to their target consumer, which is 
expected to influence behavioral decisions. 

Consumers obtain environmentally friendly products 
through advertisements that are claimed to be credible, with 
adequate knowledge of the importance of nature conservation 
responsive to environmentally friendly products and 
promotions  [13,14]. These products are increasingly playing 
key roles in the consumer buying and repurchase decision 
process [15]. In relation to the attitude which is liked or 
disliked by people, it is a comprehensive evaluation of specific 
behaviors. 

The attitude of consumers to return to an environmentally 
friendly hotel usually has positive feelings [16].  Previous 
studies have indicated that their attitudes positively influences 
their decision, with the desire to spend more time  [8,13,17]. 
Attitudes affect the return of tourists in the future  [4,10,15,18].  
Therefore, it has a significant effect on the intention of hotel 
customers. 

Furthermore,  subjective norms associated with awareness 
of social pressures, influence attitudes of one's behavioral 
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intentions [19]. Empirically, there is a relationship between 
subjective norms and hotel customer attitudes and plays an 
essential role in a customer's decision  [13,20] and eventually 
revisit it subsequently [21,22].  Therefore, subjective norms 
have a significant effect on the intention of customers. 

Perceived behavioral control also gives an idea of one's 
ability to control the various factors that tend to influence their 
behavior [23].  Classically, it has been accepted that perceived 
behavioral control is one of the predictor variables of one's 
intentions  [24]. The behavior of hotel customers towards green 
hotels is determined by their resources and the awareness to 
pay for a conventional hotel [4,23].  

These intentions are one of the strengths for the emergence 
of certain behaviors, which are interpreted as someone's 
willingness to stay back at a hotel [25].  This intention has the 
dimension of spreading positive or negative news, willingness 
or unwillingness to pay premium prices, and the plan to revisit 
or switch to other hotels/resorts. In brief, the intention to visit a 
hotel is a bond of positive communication attitude, and a 
willingness to pay more for a green hotel. Consumer attitudes 
toward environmentally friendly behavior are significant 
predictors of intentions to provide positive recommendations 
[13,17,22].  

This knowledge is related to understanding information on 
a hotel that supports the preservation and environmentally 
friendly practices that run in the hospitality business operations  
[4,22].  Customer understanding of the green hotel tends to 
have an impact on the desire to stay and the willingness to 
revisit. When visitors return to a particular hotel, it means that 
they obtained a positive experience during their last stay or 
paid attention to the preservation of the environment (nature). 
The overall image affects customer intentions to provide 
positive recommendations and willingness to return [16,22].  In 
other words, green hotel knowledge mediates and moderates 
the relationship between consumer behavior aware of 
environmental sustainability. 

III. METHODOLOGY  

Structural Equation Modelling (SEM) was employed to test 
the hypotheses of this study [26].  A survey with purposive 
sampling was used to select the respondents consisting of 143 
guests of 3 (three) and 4 (four) stars environmentally friendly 
and conventional hotels in Jakarta. 

The demographic sample consists of 44 women (33.6%) 
and 95 men (66.4%).  Ninety-seven people (67.9%) within the 
age range of 26 to 35 years. The rest were less than 25 years, 
with 46 people above 35 years (32.1%). The design of the hotel 
visited or stayed remains quite balanced between conventional 
design with 72 (50.3) and eco-friendly of 71 (49.7%). 

The results of testing the research instruments for the five 
variables are attitude, subjective norm, perceived behavioral 
control, green hotel knowledge, and behavioral intention. Each 
variable measured by three indicators sourced from previous 
studies   [1,3,27]. All the measurement tools are valid because 

it obtained a correlation value of more than 0.50 and reliable 
based on Cronbach's reliability value above 0.60. The 
theoretical measurement model obtained only for constructs of 
green hotel knowledge in terms of reliability is less than 0.70 
as required, while the extracted variance was 0.50. 

Goodness-of-fit results in the category of absolute fit 
measures with 80 degrees of freedom, minimum Chi-Square 
function of 103.36 (P = 0.041), 104.19 normal Theory Weight 
(P = 0.036), and 0.046 Root Mean Square Error Approximation 
(RMSEA). This meets the required criteria of Incremental Fit 
Measures and the required criteria by looking at the Normed 
Fit Index (NFI) = 0.87, Non-Normed Fit Index (NNFI) = 0.96; 
Comparative Fit Index (CFI) = 0.97, Incremental Fit Index 
(IFI) = 0.97, Goodness of Fit Index (GFI) = 0.91, and Adjusted 
Goodness of Fit Index (AGFI) = 0.87. Similarly, Parsimonious 
Fit Measures met the requirements with the Parsimony value 
Normed Fit Index (PNFI) of 0.66 and 0.61 Parsimony 
Goodness of Fit Index (PGFI). Therefore, the three criteria of 
the model tested to fulfill the requirements as a model with 
good goodness-of-fit criteria — the four models tested with 
assistive devices sta LISREL Tistik 8.8. 

IV. RESULTS AND DISCUSSION 

The results of testing the first model of attitudes, subjective 
norms, and perceived behavioral control have a significant 
effect on the intention of hotel customers to stay at a green 
hotel show that all three variables have a significant effect. 
This is determined based on the t-count higher than t table 
(1.96) at the level of confidence p-value <0.05. The most 
crucial variable influence in this first model is the perceived 
behavioral control, and the weakest is the attitude towards the 
intention of hotel customers to stay at a green hotel. It means 
when the customer believes that they have the resources to take 
care of the environment, the strongest their intention to revisit 
the green hotel.  

The results of testing the second model on green hotel 
knowledge as a control variable influenced customer 
intentions, which is a perceived behavioral control variable 
with a significant effect. This is due to the value of the t-count 
perceived behavioral control, which is higher than t-table 
(1.96) at the level of confidence p- value <0.05. Meanwhile, 
the other three variables are smaller than t-table (1.96) at the 
level of confidence p-value <0.05. Therefore, attitudes, 
subjective norms, and green hotel knowledge do not have a 
significant influence on visitors' behavior intention to stay.   

The results of testing the mediation role of green hotel 
knowledge between attitudes, subjective norms and perceived 
behavioral control of behavioral intention are determined by 
the indirect effect of these three variables on behavioral 
intention, with all consisting of t-count higher than t-table 
(1.96) at the level of confidence p-value <0.05. Therefore, 
green hotel knowledge has a significant mediating role, with an 
indirect attitude towards behavioral.  This result portrays how 
necessary green hotel knowledge toward customers' intention 
to stay again in the green hotel. Customers who have a good 
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understanding of environment friendly will have a strong 
intention to revisit the green hotel.   

The difference in the chi-square value obtained by 0.47916 
was 2 of 0.479158 <3.84146, with the calculated chi-square 
value higher than the (X2) table. Therefore, the structural 
equation model of the constrained parameter is not constrained; 
it means that there are differences between the moderating 
variables of high and low green hotel knowledge. 

The moderation function, which plays a role in these three 
variables is a high group of green hotel knowledge, because it 
has t-count higher than t-table (1.96), at a level of confidence 
p-value <0.05. However, for groups with low green hotel
knowledge, only subjective norms have a significant
moderation function.

It means that consumers 'desire to return to using green 
hotel services is influenced by their attitudes towards 
environmental issues, subjective norms, and perceived 
behavioral control, which has the most potent influence. 
Therefore, the stronger a person's on possessing adequate 
resources to help protect the environment, the higher their 
desire to return to using a green hotel. 

V. CONCLUSION

Attitudes, subjective norms, and perceived behavioral 
control have a significant effect on the intention of hotel 
customers. Also, the knowledge acts as a control variable 
influences customer's intention, which is the only the perceived 
behavioral control variable with a significant effect. 

The mediating role of green hotel knowledge between 
attitudes, subjective norms, and perceived behavioral control 
on behavioral intention plays a significant role. Therefore, the 
stronger the indirect attitude towards behavioral intention, the 
smaller the subjective norm. The moderation function that 
plays a role in all three variables is the group with high green 
hotel knowledge. In contrast, those with low knowledge are the 
subjective norm with a significant moderation function. 
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