
 

 

Indonesian Customer Attitude Towards Green Hotels 
 

Purnomo 1,* Ratih Hurriyati2, Heny Hendrayati3 

1 School of Postgraduate Universitas Pendidikan Indonesia 
2 School of Postgraduate Universitas Pendidikan Indonesia 
3 School of Postgraduate Universitas Pendidikan Indonesia 
*Corresponding author. Email: maspur@upi.edu  

ABSTRACT 

This study aimed at examining the connection between the subjective norm, customer green purchasing attitude, and 

green purchasing intention in the green hotel. The research model and methodology were based on the TRA and the 

TPB using explanatory approach. This research conducted online sampling through Google form application collecting 

164 valid questionnaires to empirically test the hypothesis using Structural Equation Modeling (SEM). The results 

showed that subjective norm influenced green purchase attitude positively and significantly. In addition, the green 

purchase attitude directly has demonstrated a positive and significant influence on green purchase intentions. The 

findings firmly answered why green hotel became trend recently, which was because costumers’ green subjective norms 

and purchase attitude strongly influenced its purchase intention for green hotels. Many of the respondent possessed post-

graduate education, which highly influenced their green awareness and affected their purchasing intentions. Therefore, 

marketers of green hotels could use results of this study as reference to target well-educated and green aware consumers 

to develop good marketing campaigns. 
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1. INTRODUCTION 

More consumers are now giving preference to 

environmental issues for greener alternatives to 

environmental benefits for goods and services [1], 

sometimes even additional payment [2] for products and 

services. The rise of this green consumerism has clearly 

contributed to the improvement of the purchasing, 

production, and service behavior of the various market 

sectors [3]. Customer demand for greener establishments 

has also increased in the hotel industry in line with the 

general green trend [4]. The concept of green hotels is 

environmentally sustainable property, a friendly 

environmental hotel, or other similar concepts that have 

been paid a lot of attention in sustainability research both 

theory and practice [5]. There have been many reports in 

the hotel industry showing the optimistic mindset of 

customers towards Green Hotel availability [6]; sadly, 

the reservation revenue for Green Hotels has not grown 

or dropped [7].  

Researchers also argued that it was caused by a green 

behavior difference between customers [8]. To overcome 

this barrier, various researchers have therefore taken 

TRA and TPB [9] as models for investigating the 

relationship between customer green buying behaviors 

and expectations. Many previous studies have confirmed 

that subjective norms did not relate to green purchase 

intentions to a significant or negligible degree [10-12]. In 

addition, many studies in green transactions were 

published in developed countries' viewpoints. Those 

findings may naturally not suit with developing countries 

environments such as Indonesia and may not help to 

understand the green purchasing patterns of consumers 

elsewhere in the green hotel industry. In view of the lack 

of consent in the current literature and from a different 

point of view above, this research aims to explain the role 

of attitude of Indonesian customers in predicting their 

intention to choose a green hotel. 

A good relationship between consumer attitudes and 

their behavior has been found in many studies, 

particularly as far as green marketing is concerned [12-

14]. Reference [15] describes a green purchasing attitude 

as one person's assessment of the value of green goods, 

based on the mental faculties. Reference [16] argued that 

previous research in green procurement has shown that 

people generally say that they are environmentally 
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conscious. While, [17] investigated the factors 

influencing the green buying behavior of consumers in 

Iran and showed a positive attitude towards green goods, 

which had a beneficial impact on the consumer’s buying 

plans. Related to services, in particular accomodation, 

[18] explored the relationship among US consumer 

accommodation consumers between attitudes, subjective 

norms, perceived behavioral control, and consumers' 

visits to the green hotels. Their study has shown that the 

impact of behavior on the intention of visiting consumers 

was more significant than the other factors, and therefore 

the best indicator was customer intention. Recently, a 

research conducted by [19] supported green behavior of 

consumer that was positively responded by the hoteliers, 

which emphasized two key points in promoting the 

marketing of their "green hotel", which are reducing 

ecological damage and strengthening the promotion of 

green education.  

The subjective norms are represented according to the 

normative beliefs of an individual concerning what others 

think he/she should and should not do [20]. The 

subjective norm is simply the consumer's meaning of 

moral duty. As an environmentally sound motivator, it 

can be strong [21]. For example, [22] investigated the 

precedent variables influencing the intention of 

consumers to visit green hotels in the United States, 

suggesting that a subjective norm affected positively the 

preference for green shopping and that green purchasing 

activity induced a positive intention to frequent green 

hotels. For instance, some researchers have found 

evidence that the general consumer decision-making 

system had a significant causal path from subjective 

norms to attitudes [23, 24].  

A sample of 184 people was analyzed by [25] and 

showed that there was a substantial relationship between 

consumers subjective norms in environmental issues and 

their attitudes to green products. These variables also 

affected consumers purchasing perceptions towards 

green products in Malaysia. Reference [18] used an 

online survey to apply the theory of planned behaviour 

(TPB) for the green selection of customers in the Unites 

States hotels. It showed that the subjective norm had 

positive indirect impact on customers' green buying 

motive, while the quantitative norm positively affected 

green buying intentions through attitudes.  

This research tried to measure the correlation between 

Indonesia consumer’s green preferences of subjective 

norms and purchase attitude that lead to purchase 

intention of green hotels. Figure 1 shows the conceptual 

framework of this research. 

Based on the literature and the results of previous 

studies, three hypotheses proposed for are: 

H1: There is a positive effect of green purchase 

attitude on consumers' green purchase intention on green 

hotel selection. 

H2: There is a positive influence between subjective 

norms and attitudes of green purchases on green hotel 

selection. 

H3: Green purchase attitudes mediate the relationship 

between subjective norms and green buying intentions 

towards green hotel selection. 

 

 

Figure 1. Conceptual Framework 

2. METHODS 

Explanatory study is used to explain the nature of the 

causal relationships between independent and dependent 

variables [26]. A survey approach has been used to gather 

data as it provides many benefits such as encouraging a 

huge number of data from a large population to be 

gathered in an appropriate manner [27]. Non-probability 

sampling approach was adopted for the result analysis. 

Reference [26] argued that accurate sampling 

frameworks of companies and organizations are difficult 

to obtain and to find suitable respondents in research. In 

addition to current sampling, the Google form application 

online sampling method was used to collect data samples, 

due to its well-known advantages, such as immediate 

access to a broader public, data collection irrespective of 

their geographical location, low costs, and better viewing 

of questionnaires.   

A well-established questionnaire on subjective norm 

[28], green purchase attitude, and green purchase 

intention [29] was modified and employed for this 

research and distributed through WhatsApp application. 

In total, 164 questionnaires from Indonesian respondents 

from August to September 2019 were collected and not a 

single data were missing. For this analysis, the 5-point 

scale of Likert has been adapted. Confirmatory factor 

analysis (CFA) was carried out in order to test the 

construct validity of the proposed behavior. Structural 

equation modeling was then used to assess how much the 

suggested causal structure could explain the correlations 

observed between variables and estimate the magnitude 

of the postulated effects [26]. 

3. RESULTS AND DISCUSSION 

Those 164 valid responses were collected from 90 

male respondents (54.9%) and 74 female respondents 

(45.1%). Then, 48.8% of the total respondents aged 31-

40 years, and 79.9% of the total respondents were 

married. In addition, 62.2% of respondents have obtained 

a postgraduate degree. 
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The results showed that all items had a loading factor 

value higher than 0.5, which presented a static 

significance [30]. These findings highlighted that all 

items contributed to the research construct and 

availability for further analysis. Model fit of the research 

construct showed reliable results with p values 0.006 < 

0.05, RMSEA 0.059 < 0.8, CFI and TLI> 0.9 (see Figure 

2) [30]. While the average variants extracted (AVE) and 

composite reliability (CR) values were evaluated to 

check the reliability of the research instrument, the results 

showed the AVE value > 0.5 and CR > 0.7, then it can be 

said that the value is in the good category [30]. 

 

 

Figure 2. SEM Results 

The results confirmed that subjective norm had a 

positive and significant influence toward green purchase 

attitude (β = 0.235, p < 0.01) Therefore, H1 was accepted. 

Green purchase attitude also had a positive and 

significant result on green purchase intention (β = 0.236, 

p < 0.01) and proven to mediate subjective norm and 

green purchase intention significantly (p < 0.01). 

Therefore, H2 and H3 were accepted. Based on previous 

studies there have been significant positive effects on 

green buying intentions [22, 31] and the subjective norm 

in some circumstances was the largest predictor of green 

buying behavior among consumers [32]. This is in line 

with several findings for significant causal path from the 

subjective norm toward green purchasing attitude [18, 

33]. 

Marketers of green hotels could use recognizable 

results of this study to target consumers and develop 

marketing campaigns, as they are distinctive from results 

from previous studies. This study illustrates how 

necessary it is to define and exploit the attitude and 

subjective norm for the future reference of green 

businesses, for hospitality marketers interested in taking 

advantage of the intention of consumers to maintain 

green hotels. Consumer attitude and subjective norm both 

play a major role, affecting intension. In terms of the 

Indonesian green marketing, consumers will have greater 

trust and will be ready to overcome the obstacles to the 

protection of green hotels if they have a positive attitude. 

Green hotels receiving positive or new conceptions from 

close friends, family, and colleagues lead to a positive 

green purchase attitude. Many of the respondents who 

have completed a post-graduate education have a high 

degree of green awareness and can affect their purchasing 

intentions. 

4. CONCLUSIONS 

Hospitality vendors should consider the importance 

of the subjective norm in influencing green purchase 

intentions to encourage their public green campaigns if 

consumers book their hotels. The primary limitation of 

this study is that the data being collected via a broad 

range of Indonesian networking online surveys. Though 

online surveys are becoming increasingly popular, there 

are still many recognized drawbacks in implementing this 

survey process. This research explored the green 

purchase intention of customers to select green hotels 

based on the concept of TPB rather than on their real 

buying behavior. Green purchase intention models can be 

a robust in a number of behavioral domains, as the current 

behavior of a consumer do not always the same as the 

particular research findings. Moreover, this study was 

carried out with a quite few respondents, compare with 

the current trends of green hotels frenzy (favoritism). The 

population will be better represented with a larger 

sample. 
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