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Abstract: The tourism industry in Malaysia serves an important role in providing high-quality tourism products and services and
incorporating green practices to achieve environmental sustainability. Studies on the factors that influence revisit intention
among green resort guests are limited. Thus, this study approached quantitative method and aimed to assess the influence of
perceived value and environmental concern in measuring tourists revisit intentions of green resorts in Malaysia. The analysis unit
is the resort's guests in the selected green resorts who have stayed in one of the selected green resorts for at least two days. A total
of 450 sample data were analysed using the statistical software IBM SPSS version 22. This study fills the knowledge gap by
proposing that environmental awareness and environmental knowledge influence guests’ intention to revisit green resorts.
Key words: environmental concern, perceived value, revisit intention, green resorts

* * * * * *
INTRODUCTION
The purpose of a green resort is to suit the demands and wants of its visitors. The term "green" refers
to actions that reduce the environmental effect, alike eco-purchasing, or recycling (Han et al., 2011). According to Park and
Kim (2017), green hotels follow ecologically friendly rules, practise environmental management, adopt a variety of ecofriendly practices, execute sound green programs, and pledge to enhance the environment by green globe emblem or ecolabel. Meeting client demands and desires must become the organisation's primary value driver. It is imperative that each
worker grasps this notion and grows into a knowledgeable professional driven by a desire to provide excellent customer
service and make customers happy. In today's competitive world, organisations need to do market research to explore new
markets, analyze customer profiles according to their needs, and gather the information needed to create new products in
response to evolving customer demand and desire trends (Hodgson, 1990; Kozak and Baloglu, 2011).
A better question may be, "What do people genuinely care about?" Companies must address these concerns
concerning the perceived worth of products to consumers. To put it another way, a company's ability to add value to its
goods and services, especially its service offerings or the service components of its business, is known as customer value
(Salunke et al., 2019). Therefore, a person's willingness to engage in certain behaviours is shown by their Intention.
Value and performance, promotional efforts and the spread of information about new attractions at the destination, may
all influence the likelihood that customers will return to the same location again after a time. Customers are more likely
to return to a resort if they previously visited one and found it efficient and affordable. According to Yang and Youngtae
(2015), customers would undoubtedly reevaluate the value of a green resort after being inspired by an authentic
experience. According to Grewal and Roggeveen (2020), several values dimensions might require differing based on the
intensity of decision and what type of products or services being analysed. Revisit intention was examined through
environmental concern and its indirect relationship via an individual's perception about environment.
LITERATURE REVIEW AND CONCEPTUAL FRAMEWORK
Green Resort
Any activity with less impact on the environment, such as eco-purchasing or recycling, is described as "green" (Han et
al., 2011). Green resorts are environmentally friendly accommodations that use environmentally friendly techniques
to protect the environment, such as water and energy conservation, trash reduction, and recycling and reusing durable
service goods (Ashraf et al., 2020). Hospitality marketers are becoming more conscious of the possible competitive benefit
of turning green. They have been more aggressive in seizing this potential by adopting proper tactics to be recognised as an
*
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ecologically friendly company (Shams et al., 2021). Green practises in Malaysia's hotel, and tourist business is still
relatively new from a practical standpoint. Only ten hotels have met the ASEAN Green Hotel Standards 2016, according to
the statistics data. The 9th Malaysian plan strengthened under the National Green Technology Policy (NGTP) in 2009
aimed to increase tourists’ arrival by 2020 (Borhan et al., 2012). The hotel sector has already incorporated green and
sustainability principles following these rules. This acceptance was evident in the tourist industry, which saw an increase of
green hotels built in the following years (Huh and Chang, 2017). Aside from that, several hotels have begun to employ a
variety of creative approaches to increase the "greenness" of their operations (Azam et al., 2017).
Environmental concerns in Malaysia become more important and understanding how decisions are made on how to
devote their time, money and effort to various products and services is the focus of customer behaviour research (Kim et
al., 2020). Academics from a wide range of disciplines have been interested in green behaviour over the last three decades.
Empirical studies on what factors impact Malaysian tourists' behaviour toward green resorts are sparse (Ahn and Kwon,
2020). Consequently, the study's primary purpose is to bridge the knowledge gap about Malaysian customers' motivations
for choosing green resorts. So, in this research, the green resort will be promoted as a place that will leave guests with a
lasting impression and a good experience, influencing their desire to return for their next vacation.
Environmental concern
Concern about the environment is a significant factor influencing consumer decision-making (Adnan et al., 2017).
Environmental concern is the degree of emotion and dedication to environmental concerns. This is an essential characteristic that
essential characteristic may express an individual's compassions and environmental concerns. The new environmental paradigm
is used to quantify environmental concerns, which vary from extremely highly unconcerned to very worried (Cruz, 2017).
Environmental Knowledge
Environmental knowledge is described as an individual's level of understanding of a topic that substantially
influences their decision-making process (Abubakar et al., 2019). Basically, environmental knowledge has two forms
(Khan et al., 2020). Consumers must be taught to understand the influence of consumer knowledge about the product
itself must be developed in an ecologically sustainable manner. If clients are aware of environmental concerns, their
knowledge level will rise, perhaps influencing them to return to green resorts.
Environmental Awareness
Customers are well aware of the significant environmental effects of their purchases (Wahid et al., 2011). This is
primarily due to individuals being more environmentally conscious as they become more aware about environmental
aspects (Rasheed et al., 2019). Consumer sensitivity to the environment has risen dramatically in the last decade in
reaction to the need to reduce, if not eliminate, the adverse effects of human conduct on the environment (Joshi and
Rahman, 2019). Customers are now attempting to fix environmental issues via their habits, since environmental
concerns have become more prevalent. Resorts are currently developing more environmentally friendly products and
services. Customers with increasing environmental concerns are expected to return to green resorts shortly.
Perceived value
Perceived value refers to a user's opinion or mental appraisal of the worth of a service or product to them (Wang et al.,
2019). It is characterised as a two-part construct: one of the benefits of the user and the other of the user's
sacrifices (Samudro et al., 2018). Therefore, key to a successful resort was to inspire happy sensations in the customers
(Saeed et al., 2020). According to this study, the customer examines their consuming experience and their real experience
to decide what benefits or sacrifices they feel they would get during a stay at a green resort.
Functional value
Functional value is "the perceived usefulness derived from an alternative's potential for functional, utilitarian, or
physical performance" (Sheth et al., 1991:160). The consuming decision-making process is dominated by functional
qualities and logical ideas, particularly when acquiring utilitarian things, where prevalent self-oriented value (Fraccaro,
et al., 2021). The perceived value of green resorts is predicted to be positively influenced by their quality because this
type of resort provides customers with eco-friendly linens, improved air quality, and the use of non–toxic material
conducive to customers' having a healthy experience.
Social Value
"The benefit obtained from the product's potential to boost social self-concept" is how social value is defined (Sweeney
and Soutar, 2001:16). The social value of a product or service is determined by its affiliation with socioeconomic,
demographic, and cultural-ethnic groups that are positively or negatively stereotyped. As a result, customers in this
research saw society as a place where they may benefit from interacting with other individuals. When a customer feels
linked to other individuals, they can receive value.
Epistemic value
The desire to experience something different or a whole new experience provides customers with epistemic value.
Epistemic value is “the perceived utility acquired from an alternative’s capacity to arouse curiosity, provide novelty, and
satisfy a desire for knowledge” (Sheth et al., 1991; Suki et al., 2021). In this current study, the value will be generated when
the customers’ desire for knowledge and curiosity on any aspect of the green resort is fulfilled.
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Emotional value
The emotional value represents "the perceived benefit of an alternative emotion or an alternative ability to evoke an
emotional state" (Sheth et al., 1991; Yrjölä et al., 2019). Different types of goods and services are associated with
emotions. In this study, customers will develop positive and negative emotions related to the experience at the green
resort, especially feelings of comfort and enjoyment, the ability to describe the overall experience and sometimes the
feeling of surprise due to certain pleasant situations that they have never encountered before.
Revisit Intention
Customers who have had past encounters with hotels or resorts that they consider very useful in terms of efficiency
and economic elements are more inclined to return; they are more likely to lead to a desire to return (An et al., 2019).
Repeat visitors are tourists knowledgeable of their location and have high expectations based on prior experiences (Su
and Swanson, 2017). Similarly, repeat visitors’ intentions might also be influenced by the promotional efforts of tourist
destinations that could assist them in recalling their positive memories with the products or services before performing
their corresponding behaviours in the future. For example, disseminating information on the tourist attractions
voluntarily and revisiting them (Lukuyu et al., 2012). Similarly, past tourism studies also found that post-visit
evaluations would lead to higher levels of tourists’ intentions to revisit a particular destination and recommend it to their
families and friends (Azali et al., 2021). In this study, researchers explore the importance of influencing factors such as
environmental issues and values in Ia customer's intention to return to a green resort.
Proposed Conceptual Model
Accordingly, this study adapted and
modified a research framework proposed
in a prior study by Yang and Youngtae
(2015) on the influence of perceived
green value on green hotel guests’
propensity to revisit green hotels. The
current study was expected to extend the
prior study to grasp how the guests value
their decision to stay in a green lodging
through their personal experience.
Potential trade-off in the relationship
between green resorts and their guests,
and how these guests would reflect these
values on their revisit intention.

Figure 1. The influence of environmental concern dimensions and
perceived value dimensions on customers’ intention to revisit green resort

RESEARCH METHODOLOGY
To gather the information needed for this investigation, researchers used a questionnaire survey. The variables
needed to answer the study question and test any relevant hypotheses are measured using a structured questionnaire. The
survey's primary goal is to learn how respondents feel and think about the events and concerns (Collis and Hussey,
2009). As a result, a thorough review of the relevant literature was conducted before compiling the questions. The
question scale design was adopted by the Likert scale (Churchill, 1999). In this survey, it was decided to carry out a
seven-point scale measurement in the questionnaire. In this case, a multi-level 7-point scale is used: A score of “1” is
depicted as strongly disagree up to “7” as strongly agree are used in measurement of environmental knowledge,
environmental awareness, functional value, epistemic value. The social value determines whether the customers view
society as where they can obtain some benefits through their interaction with other people. In terms of scale, the 7- point
Likert scale measurement is used, from 1 = “Not at all important” to 7 = “Extremely important”.
The emotional value determines whether the experience of the visit will lead to tourists’ positive or negative
emotions. The 12 items comprise six positive (joyful, happiness, excitement, calmness, surprise, relaxed) and six
negative (annoyed, upset, frustrated, anger, sadness, and boredom). Specifically, the customers will be asked to what
extent had they experienced these twelve emotions during their visit, ranging from 1 = “I have not experienced this
emotion at all” to 7 = “I have strongly experienced this emotion”. Revisit 5 items explain intentions. The revisit
intentions measure the customers’ intention to revisit the destination and recommend others to visit the destination
(Kozak and Baloglu, 2011; Rashid, 2013). In terms of scale, the 7-points Likert scale measurement is used ranging from
1 = “Not likely at all” to 7 = “Definitely”. The current study involved 450 green resort guests who stayed for two nights
or more in these three selected green resorts. A total of 600 questionnaires were distributed at the beach of the green
resorts. The data of this study were analysed with 450 data using the IBM SPSS version 22.
RESULTS
Demographic Profile of Respondents
Table 1 presents the demographic profile of 450 respondents from three selected green resorts in the northern region of
Peninsular Malaysia who took part in the study's questionnaire survey. Most of the respondents were female (63.1%). In
addition to that, most of the respondents were between the age of 26 and 40 years (48.1%), which was followed by of those
who were below 25 years of age (28.7%) and between 41 and 55 years of age (14.7%). Only 8.2% of the total respondents
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were above 55 years. In addition, some respondents were from other countries (69.3%), such as Argentina, Britain, United
Arab Emirates, Sweden, France, Germany, Iran, China, Australia, the United States of America, Holland, and Norway. The
remaining 30.7% were Malaysians. Meanwhile, a large proportion of these respondents were employed in the private sector
(60.0%). There were 27.8% who were self-employed and 12.2% who were employed in the government sector.
Table .1 Demographic Profile of Respondents
Demographic
Frequency Percentage
Categories
information
(n)
(%)
Gender
Male
166
36.9
Female
284
63.1
Age
Below 25
129
28.7
26–40
218
48.4
41–55
66
14.7
56 or over
37
8.20
Nationality
Malaysian
138
30.7
Non-Malaysian
312
69.3
Employment
Government
55
12.2
sector
Private
270
60.0
Self-employed
125
27.8
Occupation
Executive
49
11.0
Professional
135
30.0
Business
195
43.3
Others
71
15.7
Salary scale
RM 1,000 and below
34
7.6
RM 1,001–RM 2,000
16
3.6
RM 2,001–RM 3,000
111
24.7
RM 3,001–RM 4,000
59
13.1
RM 4,001 and above
230
51.0
Purpose of stay Leisure
309
68.7
Business
20
4.4
Business and leisure
32
7.1
Other
89
19.8
Length of stay 2
12
2.7
(nights)
3–4
277
61.6
5–7
105
23.3
More than 7
56
12.4
Solo or group Solo
44
9.80
travel
With partner or spouse
138
30.7
Family with children
131
29.1
With parents
42
9.30
With friends
95
21.1
Source of
Television or newspaper
52
11.6
information on Friends and relatives
35
7.80
the green resort Internet
197
43.8
Travel or tour agency
54
12.0
Tourism Malaysia
28
6.20
Personal experience
84
18.7

Table 2. Results of Reliability Analysis
Construct
Cronbach’s alpha coefficient (α)
Environmental concern
Environmental knowledge
0.720
Environmental awareness
0.787
Perceived value
Functional value
0.879
Social value
0.871
Epistemic value
0.933
Emotional value
0.710
Revisit Intention
0.931
Table 3. Results of Simple Regression Analysis for Environmental
Concern and Revisit Intention to the Green Resorts in Malaysia
Constructs
B
SE B
β
Sig.
Environmental knowledge 0.062 0.055 0.045 2.57
Environmental awareness 0.673 0.46 0.590 .000
R = 0.608
R² = 3.67
F = 130.929
Table 4. Results of Simple Regression Analysis for
Environmental Concern and Perceived Functional Value
Constructs
B
SE B
β
Sig.
Environmental knowledge -0.083 0.050 -0.063 1.01
Environmental awareness 0.726 0.042 0.665 .000
R = 0.646
R² = 0.414
F = 159.856
Table 5.Results of Simple Regression Analysis
for Environmental Concern and Perceived Social Value
Constructs
B
SE B
β
Sig.
Environmental knowledge 0.170 0.077 0.093 .029
Environmental awareness
0.770 0.065 0.504 .000
R = 0.646
R² = 0.414
F = 159.856

As for the occupation aspect, business (43.3%), which was followed by those who were from the professional level
(30.0%) and executive-level (11.0%). Regarding the salary scale, 51.0% of the total respondents earned more than RM
4,001 and 24.7% earned between RM 2,001 and RM 3,000. Others earned between RM 3,001 and RM 4,000 (13.1%).
Adding to that, a vast majority of these respondents regarded leisure as the most important reason for their stay in the green
resorts (68.7%), followed by business and leisure (7.1%), and lastly, business purpose (4.4%). It is assumed that the green
resort guests could consume the relevant products and services during their stay in the green resorts for at least two nights.
Hence, the length of stay was categorised as follows: (1) 2 nights; (2) 3–4 nights; (3) 5–7 nights; (4) more than 7 nights. In
terms of the length of stay, most of the respondents stayed for three to four nights (61.6%), followed by those who stayed
for five to seven nights (23.3%). The remaining stayed for more than seven nights (12.4%), and only 2.7% stayed for two
nights. These respondents mostly travelled with their partner or spouse (30.7%) or as a family with children (29.1%). This
study also acquired information on how the respondents were aware of the green resorts. The obtained data revealed that
44.0% of the respondents obtained information from the Internet, whereas 18.7% gained information on the green resorts
from their personal experience. Others were introduced to the green resorts through the television or newspaper (11.6%),
friends and relatives (7.8%), and Tourism Malaysia (6.2%).
Reliability Test
Table 2 shows that the Cronbach's alpha values were above the minimum acceptable value given by Hair et al. (2010),
which was 0.6 for social science research, based on the data obtained from the study. According to the findings, the
constructs had an adequate internal consistency, with values ranging from 0.707 to 0.943. In other words, the assessed
components, particularly the constructs of epistemic value, social value, and revisit intention, had strong internal
consistency. In light of the literature on measuring scales, this investigation determined that the instrument was reliable in
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internal consistency (Hair et al., 2010). As a result, the questionnaire is considered official and may be utilised in future
research. For clarity and to prevent misunderstanding, one item of emotional significance was removed from Table 2.
Before the actual data collection, a pilot study was done to assess the validity and reliability of the survey instruments
(Sekaran, 2000). The replies indicated that they were unsure about the definition of 'annoyance.' Cronbach's alpha for
reliability test findings are as follows:
Referring to the proposed framework in Figure 1, all proposed hypotheses for testing are presented in the following:
H1 “Environmental concern influences the revisit intention to the green resorts”.
H1a “Environmental knowledge influences the revisit intention to the green resorts”.
H1b “Environmental awareness influences the revisit intention to the green resorts”.
H2 “Environmental concern influences the dimensions of the perceived value of the green resort guests”.
H2a “Environmental knowledge influences the perceived functional value”.
H2b “Environmental awareness influences the perceived functional value”.
H2c “Environmental knowledge influences the perceived social value”.
H2d “Environmental awareness influences the perceived social value”.
H2e “Environmental knowledge influences the perceived epistemic value”.
H2f “Environmental awareness influences the perceived epistemic value”.
H2g “Environmental knowledge influences the perceived emotional value”.
H2h “Environmental awareness influences the perceived emotional value”.
H3 “Perceived value influences the revisit intention to the green resorts”.
H3a “Perceived functional value influences the revisit intention to the green resorts”.
H3b “Perceived social value influences the revisit intention to the green resorts”.
H3c “Perceived epistemic value influences the revisit intention to the green resorts”.
H3d “Perceived emotional value would influence customers’ intention to revisit green resorts”.
H4 “Perceived value mediates the relationship between environmental concern and revisit intention to the green resorts”.
H4a “Perceived functional value mediates the relationship between environmental knowledge and revisit intention to
the green resorts”.
H4b “Perceived social value mediates the relationship between environmental knowledge and revisit intention to the
green resorts”.
H4c “Perceived epistemic value mediates the relationship between environmental knowledge and revisit intention to
the green resorts”.
H4d “Perceived emotional value mediates the relationship between environmental knowledge and revisit intention to
the green resorts”.
H4e “Perceived functional value mediates the relationship between environmental awareness and revisit intention to
the green resorts”.
H4f “Perceived social value mediates the relationship between environmental awareness and revisit intention to the
green resorts”.
H4g “Perceived epistemic value mediates the relationship between environmental awareness and revisit intention to
the green resorts”.
H4h “Perceived emotional value mediates the relationship between environmental awareness and revisit intention to
the green resorts”.
Hypothesis Testing
This study conducted a simple regression analysis to test the hypotheses. The obtained results in Table 3 revealed that
environmental concern explained 36.7% (R² = 0.367) of the total variance in the revisit intention to the green resorts (F =
130.929, p = .000). In this case, the positive relationship between environmental awareness and revisit intention was
statistically significant (β = 0.590, t =14.724, p = .000). However, the relationship between environmental knowledge and
revisit intention was not significant (β = 0.045, t = 1.134, p > .05); thus, rejecting H1a. In addition, the obtained beta values
revealed that environmental awareness, compared to environmental knowledge, contributed a higher influence in predicting
the revisit intention to the green resorts; therefore, H1b was supported.
The obtained results in Table 4 revealed that environmental concern explained 41.4% (R² = 0.414) of the total variance
in the perceived functional value (F = 159.86, p = .000). In this case, the relationship between environmental awareness and
perceived functional value was statistically significant (β = 0.665, t = 17.254, p = .000). Nevertheless, the relationship
between environmental knowledge and perceived functional value was not significant (β = -0.063, t = -1.645, p > .05); thus,
rejecting H2a. In addition, the obtained beta values indicated that environmental awareness, compared to environmental
knowledge, contributed a higher influence in predicting the perceived functional value; thus, H2 b was supported.
Referring to Table 5, this study found that the environmental concern explained 29.2% (R² = 0.292) of the total variance
in the perceived social value (F = 93.62, p = .00). The relationship between environmental knowledge and perceived social
value was statistically significant (β = 0.077, t = 2.195, p = .0029). Likewise, the relationship between environmental
awareness and perceived social value was significant (β = 0.504, t = -11.883, p = .000).
In other words, both H2c and H2d were supported in this study. Despite that, the obtained beta values indicated that
environmental awareness contributed to higher influence in predicting perceived social value than environmental
knowledge. Referring to Table 6, the obtained results revealed that environmental concern explained 43.3% of the total
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variance in the perceived epistemic value (R² = 0.433, F = 172.341, p < .01). This study also found that the relationship
between environmental awareness and the perceived epistemic value was statistically significant and positive (β = 0.697, t
=18.358, p < .01). On the other hand, environmental knowledge had a significant and negative relationship with the
perceived epistemic value (β = -0.146, t = -3.836, p < .01). In addition, the obtained beta values indicated that
environmental awareness, compared to environmental knowledge, contributed a higher influence in predicting the
perceived epistemic value. In this case, both H2e and H2f were supported in this study.
Table 6. Results of Simple Regression Analysis for
Environmental Concern and Perceived Epistemic Value
Constructs
B
SE B
β
Sig.
Environmental knowledge -0.235 0.061 -0.146 .000
Environmental awareness
0.943 0.051 0.697 .000
R = 0.660
R² = 0.433
F = 172.341

Table 7. Results of Simple Regression Analysis for Environmental
Concern and Perceived Emotional Value
Constructs
B
SE B
β
Sig.
Environmental knowledge
0.115
0.040
0.139
.004
Environmental awareness
0.171
0.033
0.245
.000
R = 0.322
R² = 0.099
F = 25.766

Referring to Table 7, environmental concern was found to explain 9.9% (R² = .099) of the total variance in the
perceived emotional value (F = 25.766, p = .000). Both relationships that involved environmental knowledge (β = 0.139, t =
2.903, p = .004) and environmental awareness (β = 0.245, t = 5.134 p < .01) significantly contributed to the prediction of
perceived emotional value. The obtained beta values also indicated that environmental awareness contributed a higher
influence in predicting the perceived emotional value. Based on the obtained results, both H2 g and H2h were supported in
this study. Using basic regression methodology, this research examined Hypothesis 3 on the link between revisit intention,
and perceived value to green resorts. The findings demonstrated that functional value (= 0.0456, t = 10.706, p =.000) and
epistemic value (= 0.0285, t = 5.781, p =.000) explained 55.7 % variance in revisit intention. Out of all the components
examined in this research, the functional value had the greatest impact in predicting revisit intention, with a standardized
beta of 0.456. As a result, the functional value was the most significant predictor of revisit intention, followed by the
epistemic value (standardized beta of 0.285). Social value (= 0.080, t = 1.689, p =.092) and emotional value (= 0.037, t =
1.058, p =.291) were also found. Only H3a and H3c (functional and epistemic value) were supported in this research. In
contrast, the other two hypotheses (H3b and H3d) (social and emotional worth) were rejected due to a p-value larger than 0.05.
Perceived Value as the Mediator
This study assessed the mediating role of perceived value in the relationship between environmental concern and
revisit intention through four hypothesised paths according to the proposed method by Barron and Kenny (1986). This
study found that the relationship between environmental knowledge and revisit intention was not statistically significant
(β = 0.045, t = 1.134, p > .05). Thus, the initial requirement of this mediating test was not met. As patch c was not
established, there was no need for this study to proceed with the ensuing analysis to assess the mediation effect of
perceived value (functional value, social value, epistemic value, and emotional value). In other words, the study could
not confirm the mediation effect of perceived value in the relationship between environmental knowledge and revisit
intention to the green resorts. This study initially assessed the relationship between environmental awareness and revisit
intention (c), which revealed that the relationship was statistically significant (β = 0.590, t = 14.724, p = .000).
The study first assessed the relationship between environmental awareness and perceived functional value (a), which
indicated that the relationship was also significant (β = 0.665, t = 17.254, p = .000). Following that, this study assessed
the effect of the relationship between environmental awareness and perceived functional value on revisit intention ( b).
The results revealed that this path was also significant (β = .0456, t = 10.706, p = .000). The obtained results
demonstrated the significance of the relationship between environmental awareness and revisit Intention (β = 0.272, p <
.01), but with a slight reduction of unstandardised coefficient (β). Perceived functional value was found to mediate thIis
study's relationship between environmental awareness and revisit Intention to the green resorts.
To reaffirm this partial mediation, this study conducted the Sobel test, which revealed statistical significance (t =
8.772, p < .01). In other words, a partial mediation occurred; thus, supporting H4e. Concerning H4 f, this study assessed
the effect of the relationship between environmental awareness and perceived social value (a), which revealed that the
relationship was significant (β = 0.504, t = -11.883, p = .000). However, the effect of the relationship between
environmental awareness and perceived social value on revisit intention (b) was not significant (β = 0.080, t = 1.689, p =
.092). With that, the study was not able to proceed with the subsequent analysis.
As a result, this study could not confirm the mediation effect of perceived social value on the relationship between
environmental awareness and revisit Intention (H4f). Apart from that, this study found that the relationship between
environmental awareness and perceived epistemic value (a) was significant (β = 0.697, t = 18.358, p < .01). Similarly, the
effect of the relationship between environmental awareness and perceived epistemic value on revisit intention (b) was also
significant (β = 0.0285, t = 5.781, p = .000). This led to the analysis of the effect of environmental awareness on revisit
intention, controlling the effect of perceived epistemic value (c’). It was revealed that the relationship between
environmental awareness and revisit Intention was significant (β = 0.330, p < .01), but with a reduction in unstandardised
coefficient (β). Additionally, a partial mediation of perceived epistemic value on the relationship between environmental
awareness and revisit intention to the green resorts occurred and was further reaffirmed using the Sobel test (t = 7.827, p <
.01). Thus, H4g was supported in this study. Finally, this study also assessed the relationship between environmental
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awareness and perceived emotional value (a) concerning H4h. In this case, path a was found significant (β = 0.245, t =
5.134 p < .01). However, the effect of the relationship between environmental awareness and perceived emotional value on
revisit intention (b) was not significant (β = 0.037, t = 1.058, p = .291). Therefore, the study could not proceed with the
ensuing analysis on confirming the mediation effect of perceived emotional value in the relationship between
environmental awareness and revisit intention. Accordingly, this study conducted a series of regression analyses. The
obtained regression analysis results are summarised in Table 8 and Table 9, which demonstrates the mediating role of
functional value and epistemic value in the significant relationship between environmental awareness and revisit intention
to the green resorts. Meanwhile, the social value and emotional value were found to have no mediation effect on the
relationship between environmental awareness and revisit intention to the green resorts.
Table 9. Results of regression analysis on the mediation effect of perceived value
Table 8. Results of simple regression
on the relationship between environmental awareness and revisit intention Note: Y
analysis for perceived value and revisit intention
denotes the dependent variable, which is the revisit intention to the green resorts
Independent Mediator
Coefficients
Unstandardised
Standardised
Path
Sig. Results
variable (X)
(M)
(B)
Coefficient
coefficient
XY (c)
0.590
.000 Partial
Model
B Std. Error B t-value Sig.
Functional XM (a)
0.665
.000 mediation
(Constant) 1.420
.220
6.440 .000
value
XMY
(b)
0.456
.000
Functional
.476
.044
.456 10.706 .000
XYM (c’)
0.272
.000
value
XY (c)
0.590
.000
Social
Social
No
.060
.035
.080 1.689 .092
XM (a)
0.504
.000
value
value
XMY (b)
0.080
.092 mediation
Epistemic
XYM (c’)
.241
.042
.285 5.781 .000 Environmental
value
awareness
XY (c)
0.590
.000 Partial
Epistemic
Emotional
XM (a)
0.697
.000 mediation
.060
.057
.037 1.058 0291
value
value
XMY (b)
0.285
.000
R = 0.747
XYM (c’)
0.330
.000
R² = 0.557
XY (c)
0.590
.000
No
F = 140.084
0.248
.000 mediation
Emotional XM (a)
value
XMY (b)
0.037
.0291
p < .001
XYM (c’)
-

Overall, the perceived value did not mediate the relationship between environmental knowledge and revisit intention
to green resorts. Nevertheless, the study proved that functional value and epistemic value partially mediate the
relationship between environmental awareness and revisit intention to the green resorts, given the reduction in the
influence of environmental awareness after the inclusion of both mediators. Despite that, both relationships' reduction
was significantly different from zero; thus, reaffirming the partial mediation effect.
Discussion of Findings
The regression analysis of the study showed that environmental concern had a substantial positive correlation with
the desire to return to green resorts, based on hypothesis testing. Aman et al. (2012) found that environmental concerns
substantially impacted green purchase intention, and our results support their findings. According to Irawan and
Darmayanti (2012), environmental concerns strongly affected green purchasing behaviour among many Indonesian
university students. Environmentalism and epistemic value were shown to impact behavioural intention, while
environmental concern was found to have an impact on behavioural intention. Researchers hypothesised that
environmental knowledge did not impact green purchase behaviour (Patel et al., 2017; Wu et al., 2018).
Environmental awareness in this study reflects the concern and apprehension towards the diverse facets of
environmental problems. This finding is in line with that reported by Han et al. (2011) and Trang et al. (2019). The results
of hypotheses testing also showed a significant relationship between environmental concern and guests’ perceived value.
This is in line with the study conducted by Shamah et al. (2016), which claimed the individuals with adequate concern
about the environment had a better understanding of environmental protection actions and usually generated positive
feelings due to performing green behaviour. According to the findings, environmental information has a considerable impact
on perceived social worth, epistemic value, and emotional value. In terms of functional value, the current study's findings
demonstrated that functional value had the greatest impact on revisit intention. The results align with Azam et al., (2017)
which shows that visitors consider the functional value to be the most important consideration in their decision-making.
When visitors to green resorts have a thirst for knowledge and are intrigued by the attributes of green resorts, epistemic
value emerges. The findings on epistemic value agree with those of Mutum et al. (2021), who discovered a positive
relationship between epistemic value and sustainable consumption and green purchasing behaviour. This validates the
epistemic value's projected primary advantages for the tourist experience. According to the findings, neither social nor
emotional values had a significant impact on revisit intention. Zhang et al. (2018) countered the previous results by
demonstrating the importance of social value on the choice to remain or intend to return. According to Azam et al. (2017),
the social value had a key impact in visitors' perceptions of their stay at a green resort. The impact of social needs and selfimage on green purchasing intentions was also discussed by Kautish and Sharma (2019).
The main purpose of this study was to investigate whether the dimensions of perceived value had a role in mediating the
link between environmental concern and the desire to return to green resorts. The empirical outcomes of this study failed to
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support the hypotheses (H4a, H4b, H4c, and H4d). There was no mediation effect of perceived functional, social, epistemic,
and emotional values on the relationship between environmental knowledge and customers’ intention to revisit green
resorts. Based on the findings, no mediation effect of perceived value was noted in the relationship between environmental
knowledge and revisit intention to green resorts. The results of H4 a, H4b, H4c, and H4d are not in line with past studies, as
several past studies demonstrated the mediating role of perceived value in the relationship between environmental
knowledge and revisit intention to green hotels (Song et al., 2017; Szabo and Webster, 2021). The findings reaffirmed
customers' insufficient level of environmental knowledge, which influenced their decision-making process (Bangsa and
Schlegelmilch, 2020; Verma and Chandra, 2018). Nevertheless, this study's social and emotional values did not establish
any mediating role between environmental awareness and revisit intention to green resorts. Shamah et al. (2016)
emphasised the role of perceived value in elaborating the behavioural intention in the pre-purchase stage among green hotel
guests, which pointed out the insignificant mediating role of perceived value in the correlation between environmental
concern and behavioural intention. Nevertheless, this present study exemplifies environmental knowledge (no mediation
effect) and environmental awareness (did not directly explain the variance in revisit intention). To a certain extent, these
are partially mediated by external factors, particularly functional and epistemic values in the post-purchase stage.
Theoretical Contributions
Theoretically, researchers can construct a framework for perceived value, environmental concern and revisit
intention in the context of green resorts. It was shown that there was an inverse correlation between environmental
concern, perceived value, and desire to return to green resorts when the SET was used as a foundational theory. The SET
postulates the willingness to exchange if one receives a reward and when benefits outweigh costs (Zietsman et al.,
2020). Essentially, SET considers the exchange as the basis of human behaviour (Nunkoo, 2016). The construction of
this framework adds to the body of knowledge about guest assessment structures. This empirical research adds to our
understanding of the importance of integrating these variables when evaluating resort customers' travel experiences.
Various environmental concern and perceived value characteristics were employed as significant elements in guest
evaluations of return intention in this research. This research may test the exclusive link between environmental concern
and perceived value simultaneously, yielding more significant results. The mediating effect of perceived value in terms of
functional, emotional, social, and epistemic values in the link between characteristics of environmental concern and revisit
intention is explored in this research. Overall, the study outcomes offer empirical evidence on the developed framework
about revisit intention within the context of green resorts, including the strength of the relationships of environmental
concern, perceived value, and revisit intention. Although the items of environmental concern, perceived value, and revisit
intention in this study were adapted from past studies, this study contributes to the methodological aspect by illustrating the
reliability and validity of these items in different settings and contexts, namely green resorts located in Malaysia.
Limitations of Study and Recommendations for Future Research
Future studies should look at additional characteristics that might explain the differences in return intentions. For
example, elements like appeal, attitude, and contentment might impact the link between perceived value and the
likelihood of a return visit. Various characteristics of perceived value are critical, and they are dependent on the decision
level and the sorts of items or services, according to Sweeney and Soutar (2001). For future study, it's also advised to
look at other possible mediators in this exclusive link between environmental concern and revisit intention, such as selfidentity and green image. Lastly, there are the data processing and analytic processes. Multiple regression analysis is
known for its ability to predict the strength of relationships between variables. This method provides regression
coefficients equivalent to more advanced analytical techniques, such as LISREL's structural equation modelling (SEM)
(Hayes, 2013). The primary flaw of multiple regression analysis is its inability to account for random measurement error
or the qualities or conditions that influence variable measurement, which is addressed in SEM. Since SEM may
effectively include the whole range of existing multivariate analytic techniques, future research should consider using it.
CONCLUSION
The major goal of this research is to determine how perceived value influences the desire to return to green resorts.
This research looked at the direct association between environmental concern and revisit intention and the indirect
relationship between revisit intention and environmental concern through perceived value. There have been few studies
on the impact of other aspects of perceived value, like epistemic values, functional, revisit intention, and social,
emotional on revisit intention. Perceived value is described as the key to interpreting visitor behaviour in marketing
literature. Green value has been deemed as an insignificant mediator for intention to purchase. Thus, there is a need to
assess the mechanism of mediating variables in the relationship between perceived value and revisit intention (Yang and
Youngtae, 2015). In addressing this gap, this present study extends the existing knowledge based on destination
marketing by developing an integrated research framework. This study enhances the understanding of the varied
dimensions of perceived value (i.e., functional, emotional, social, and epistemic values) as the mediator between various
dimensions of environmental concern and revisit intention among green resort guests.
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