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Abstract: The aim of the study was to investigate the effect of the extended Theory of Planned Behaviour (TPB) model that included two 

personal factors (altruism and green self-identity) on consumer intention to stay in green hotels. First, the study examined how the individual 

construct of the TPB model affected consumer intention to stay in green hotels. Second, the study investigated how the extend ed TPB model that 

included two personal factors (altruism and green self-identity) affected consumer intention to stay in green hotels. Third, the study examined if 

attitude towards green hotels mediated the relationship between altruism and green self -identity and intention. The study adopted the quantitative 

research design and the cross-sectional survey method was used for data collection. The Partial Least Square Structural Equation Modelling (PLS 

SEM) was used for data analysis. Based on a dataset of 416 respondents, the results confirmed the applicability of the TPB model in predicting 

consumer intention to stay in green hotels in South Africa. The inclusion of altruism and green self -identity increased the predictive power of the 

TPB model. Additionally, the study found a partial mediation effect of attitude in the relationship between altruism and intention. The mediating 

effect of attitude in the relationship between green self-identity and intention is insignificant.   
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INTRODUCTION 

Rapid economic growth in many developing and developed countries has led to many negative effects such as the overuse of resources, 

pollution and environmental degradation. There is a growing acceptance that one of the most important challenges faced by the world is 

climate change (Alvarado and Toledo, 2017; Ali and Oliviera, 2018). Individual and business behaviour and action related to consumption are 

one of the causes of these ecological issues (Noor et al., 2014; Constant, 2019; Rahman, 2020). Growing awareness of sustainable development 

is driving individuals and businesses to shift to sustainable consumption and business models. The United Nations Sustainable Development 

Goal number 12 focuses on the use of sustainable production and consumption by individuals, businesses and governments to increase 

resource efficiency, promote sustainable lifestyle and reduce environmental degradation (Pradhan et al., 2017; Folarin and Adeniyi, 2020). 

Despite their positive contributions, hotels are associated with high emissions of greenhouse gases, heavy consumption of natural 

resources and substantial production of waste with damaging effects on the environment (Alipour et al., 2019; Karim and Islam , 2020; 

Kurniawati et al., 2020). Hotels have started to pay attention to environmental issues due to increased stakeholder pressure especially 

from customers and governments. Subsequently the implementation of green initiatives is increasing in hotels in order to reduce negative 

environment impact and associated costs, attract and retain customers, sustain competitive advantage and ultimately improve financia l 

performance (Chan et al., 2018; Mbasera et al., 2018; Chivandi et al., 2020). This has stimulated the development of green hotels 

described as lodging establishments that are committed to ecologically sound practices (Han et al., 2010).  Green hotels are a growing 

niche in the current South Africa’s competitive hospitality industry but progress is limited and many hotels are still co nventional 

(Hoogendoorn et al., 2015). One of the ways to distinguish green hotels from conventional hotels is certification which can be described 

as a voluntary process by an organisation that assesses and gives written assurance that a product, process or facility meets specific 

standards and awards a marketable logo (Honey and Rome, 2011).  

Spenceley (2018) in a study on sustainable tourism certification in the African hotel sector finds that only 153 hotels in So uth Africa 

have been awarded green certification. According to Nimri et al. (2019), consumers have displayed conflicting interests in green hotels. 

Although there is a high media publicity about environmental issues and green hotels, many consumers still consider environme ntalism 

as an issue of low importance and are reluctant to voluntarily change their consumption choices (Burke et al., 2018). In addition, 

empirical studies that focus on consumer/traveller behaviour in relation to green hotels are limited. A review of green resea rch in 

hospitality (2000-2014) by Kim et al. (2017) revealed that out of 146 empirical papers, only 37 (25.3%) focused on consumers while the 

majority 61 or (41.8%) were management cantered. Furthermore, Nimri et al. (2019) remark that a theoretically -driven perspective to 

exploring the formation of consumer behaviour towards staying in green hotels is limited and should be expanded. This will he lp to 

advance knowledge about the determinants of consumer intention to stay in green hotels.  

The Theory of Planned Behaviour (TPB) by Ajzen (1991) is the dominant model of intention formation and has been used by studies 

on intention to stay in green hotels (Chen and Tung, 2014; Manosuthi et al. , 2020). The TPB is open to modification and can be deepened 

and broadened by the addition of new variables as long as they will improve the explanatory power of the model (Ajzen, 1991). The 

extended versions of the TPB have been to explore the intention to stay in green hotels (Suki and Suki, 2015; Verma and Chandra, 2017). 

One of the criticism of the TPB is that it does not include, personal norms, affects and emotions (Wolff et al., 2011). Altruism is related 

to personal norm as it involves the act of doing something good for other people without expecting anything in return (Nguyen  et al., 

2017). Furthermore, self-identity is a personal factor that can be used explain pro-environmental intention and behaviour (Gatersleben et 

al., 2014). However, studies that have used altruism and green self-identify to investigate consumer intention to stay in green hotels in 

developing countries are scarce. In addition, Carlo et al. (2005) point out that the relationship between personality traits (e.g. altruism) 

and behaviour can be better explained by examining the role of a mediating variable. Attitude  may mediate the relationship between 

personality variables such as altruism and pro-environmental behaviour because some unique psychological resources of an individual 
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may lead to behaviour modification. Gatersleben et al. (2014) remark that although researchers have used self-identity to extend the TPB, 

however, research is inconclusive about the role of self-identity in the TPB structure. There are conflicting findings about whether self-

identity has a direct effect or an indirect effect on intention and behaviour through attitude (Sparks and Shepherd, 1992). To the best of 

the author’s knowledge, this is the first study that will examine the mediating effect of attitude in the relationship betwee n altruism and 

green self-identity from the context of consumer intention to stay in green hotels.  

Therefore, the objectives of the study are threefold. First, the study will examine how each construct of the TPB model affects 

consumer intention to stay in green hotels. Second, the study will investigate the effect of the extended TPB model that includes altruism 

and green self-identity on consumer intention to stay in green hotels. Third, the study will examine if the relationship between altruism 

and green self-identity and intention can be mediated by attitude.  

 
LITERATURE REVIEW AND DEVELOPMENT OF HYPOTHESES 

Green hotels 

Verma and Chandra (2017) point out that the hospitality industry has adopted ecologically-friendly initiatives because of growing 

concern about the environment by customers and other stakeholders. This has led to the development of green hotels. Chen and Chen (2012: 

p 212) describe a green hotel as a hotel “with the goal to introduce the idea of environmental protection into either hotel hardware or 

software in order to save energy and reduce wastes”. Hardware refers to the construction of the hotel and the main physical facilities while 

software describes the employees and the operational processes. According to Han et al. (2010), green hotels are lodging establishments that 

are committed to ecologically sound practices Some of the features of a green hotel include green construction, green purchasing, energy saving, 

recycling and well trained employees and management about eco-friendly practices (Chen and Chen, 2012; Verma and Chandra, 2017).  

 

Theory of planned behaviour  

The Theory of Planned Behaviour (TPB) is an extension of the Theory of Reasoned Action (TRA) (Ajzen and Fishbein, 1980; Ajzen , 

1991). The TRA contends that an individual’s intention to perform a behaviour is the main determinant of whether he/she actually 

performs the behaviour. This is because such behaviours are volitional and under the control of intention.  The TRA argues that 

behavioural intention is influenced by two factors namely attitude towards performing the behaviour and subjective norms (Ajzen and 

Fishbein, 1980). The TPB extends the TRA by adding perceived behavioural control as one of the predictors of intention (Ajzen , 1991). 

The TPB stipulates that the performance of a specific behaviour by an individual is determined by the intention which depends on 

attitude, subjective norms and perceived behavioural control (Ajzen, 1991). Attitude towards the behaviour measures the degree to which 

an individual has a favourable or an unfavourable evaluation of the behaviour being measured. Subjective norms measure the likelihood 

that important reference individuals or groups such as friends and family will approve or disapprove the performance of a par ticular 

behaviour. Perceived behavioural control can be described as the perceived difficulty or ease of conducting a behaviour (Ajzen, 1991). 

Farrow et al. (2017) point out that after a general explanation of what constitutes subjective norms, the difference between injunctive and 

descriptive norms becomes an important area of distinction. Injunctive norms describe what significant others think that an individual 

ought to do while descriptive norms refer to what significant others themselves do (Doran and Larsen, 2016).  

The TPB has been used to examined consumer intention to visit green hotels. Han et al. (2010) used the TPB to examine the intention 

of customers to visit green hotels. The population for this study was lodging customers in the United States of America (USA) . The 

findings of the study indicated that the TPB model has a good predictive power with the three TPB constructs positively affecting the 

intention to stay in a green hotel. Teng et al. (2015) in a Taiwanese study also find that customer behavioural intention to stay in a green 

hotel is predicted by the three TPB constructs with subjective norms having the biggest effect. The findings of a study by Shen (2017) on 

consumer intention to dine in green restaurants in Taiwan also support the applicability of the TPB model with the three cons tructs 

having significantly positive effects. The study by Suki and Suki (2015) explored the relationship between returning tourists’ propensity 

to stay in green hotels in Malaysia and find significant positive effects of attitude and perceived behavioural control.  

However, the impact of subjective norms is not significant. In addition, Verma and Chandra, 2017 in an Indian study and Nimri et al. 

(2019) in an Australian study strongly validate the applicability of the TPB model and find significant positive relationship s between the 

three TPB constructs and consumer intention to stay in green hotels. An examination of the empirical studies discussed above showed 

that they have focused mainly on USA, and Asia. There is a dearth of studies with an African focus. However, on the basis of  theoretical 

and empirical evidence, the following hypotheses are developed. 

 

Hypothesis 1: Attitude towards green hotels has a significant positive effect on customer intention to stay in green hotels.  

Hypothesis 2: Subjective injunctive norms have a significant positive effect on customer intention to stay in green hotels.  

Hypothesis 3: Subjective descriptive norms have a significant positive effect on customer intention to stay in green hotels. 

Hypothesis 4: Perceived behavioural control has a significant positive effect on customer intention to stay in green hotels. 

 
Altruism and intention to stay in green hotels 

Altruism is a personal value structure with significant influences on behaviour and it involves concern about the welfare of society and 

others (Teng et al., 2015). The norm-activation theory by Schwartz (1977) depicts altruism in the context of environmental concern. The 

theory argues altruistic individuals tend to internalise responsibility for the welfare of others and this can affect attitude towards pro-

environmental behaviour. The findings of empirical studies on the relationship between altruism and pro-environmental behaviour are 

inconclusive. Ryan (2017) in a study on the effect of altruism on the intention to purchase green products in the USA finds a positive but 

insignificant direct relationship. Ojedokun (2011) investigated the effect of altruism on responsible environmental behaviour in Nigeria. The 

findings of the study revealed a significant positive relationship between altruism and responsible environmental behaviour. In the context of 

the intention to visit green hotels, Teng et al. (2015) in a Taiwanese study used altruism to extend the TPB. The findings indicated that 

altruism has a positive and significant effect on consumer intention to visit green hotels.  

Some studies have examined the indirect effect of altruism on the intention to stay in green hotels. Tan et al. (2020) argue that when 

altruistic consumers find the stay in green hotels compatible with their altruistic value, they can develop a strong reason for patronage and 

this can drive behavioural intention. The study conducted in Malaysia found that reason for patronage mediates the relationship between 

altruism and consumer green hotel patronage intention. Ojedokun and Balogun (2010) in a study conducted in Nigeria find a significant 

positive relationship between altruism and attitude towards littering. In addition, Carlo et al. (2005) point out that the relationship between 

personality traits (e.g. altruism) and behaviour can be better explained by examining the role of mediating variable. Attitude may mediate the 
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relationship between personality variables such as altruism and pro-environmental behaviour because some unique psychological resources 

of an individual may lead to behaviour modification. Ojedokun and Balogun (2010) find that attitude towards littering partially mediates the 

relationship between altruism and responsible environmental behaviour. Consequently, the following hypotheses are developed. 

 

Hypotheses 5: There is a significant positive relationship between altruism and intention to stay in green hotels.  

Hypothesis 6: Attitude towards green hotels positively mediates the relationship between altruism and intention to stay in green hotels. 

 

Green self-identity (GSI) and intention to stay in green hotels 
According to Lalot et al. (2019), green self-identity, describes the extent to which an individual perceive him/herself as an 

environmentalist. Self-identity is one of the constructs that can explain human behaviour and can be used to extend the TPB (Gatersleben et 

al., 2014). Research is inconclusive about the role of self-identity in the TPB structure and whether self-identity has a direct or an indirect 

effect on intention and behaviour through attitude (Sparks and Shepherd, 1992). Charng et al. (1988) argue that self-identity is already 

covered by attitude and the causal link from an individual’s self-identity to behavioural intention cannot be independent of attitude. Other 

studies (Granberg and Holmberg, 1990) assert that self-identity can offer meaning to a behaviour that is independent of attitude towards 

performing the behaviour as long the behaviour supports the self-identify of the individual. Individuals with GSI may purchase 

environmentally friendly products and services because they are in congruence their self-definition needs (Qasim et al., 2019). Barbarossa et 

al. (2017) find that the effects of GSI on pro-environmental behaviour can be direct and indirect. GSI can have a direct impact on pro-

environmental behaviour and individuals that perceive themselves as green consumers are more likely to engage in specific pro-

environmental actions and behaviour that support their green self-identity role. With respect to the indirect effect, individuals that perceive 

themselves as green consumers are more likely to be concerned about the ecological effect of their consumption choices and more likely to 

perceive the moral obligation of pro-environmental behaviour leading to a stronger intention to use eco-friendly alternatives. Empirical 

studies (Carfora et al., 2017; Qasim et al., 2019) find a significant positive relationship between GSI and green intention and behaviour. An 

individual on the basis of expectation of him/herself can consume a product or service that aligns with their perceived identify. Therefore, 

GSI may significantly affect behavioural intention and behaviour. It is hypothesised that: 

 

Hypotheses 7: There is a significant positive relationship between GSI and intention to stay in green hotels.  

Hypothesis 8: Attitude toward green hotels positively mediates the relationship between GSI and intention to stay in green hotels. 

 

Figure 1 depicts the conceptual model of the study. 

 

 
 

Figure 1.The conceptual model (author’s conceptualisation) 

 

MATERIAL AND METHODS 

The study adapted the quantitative research design and the cross-sectional survey approach was used to collect data from the 

respondents. The respondents were random customers that came to stay in selected conventional hotels in Pretoria and Johannesburg and 

Polokwane in the Gauteng and Limpopo Provinces of South Africa. The Gauteng Province is the economic hub of South with 

Johannesburg being the largest city and Pretoria the administrative capital of the country. Many hotels are loca ted in the two cities with 

many visitors. Polokwane is the economic hub of the Limpopo Province. The sample for the study includes all South African tra vellers 

who have stayed in conventional hotels and are aware of green hotels. The convenience sampling method was used to select hotels that 

are graded by the Tourism Grading Council of South Africa in the study area. The managers of seventy hotels were formally con tacted 

through e-mailed letters to solicit for the participation of their hotels and visitors in the survey. Twenty hotels agreed to participate and 

fifty questionnaires were allocated to each hotel. Three trained field agents assisted with data collection. The privacy of h otel visitors was 

respected and only willing hotels and visitors were selected. To aid participation of hotels, the purpose and benefit of the study to the 

tourism industry were explained in a covering letter. Respondents were recruited by intercepting those visiting hotels.  

Additional questionnaires were left in agreed places (dining rooms and reception halls) and collected after completion. Telephone 

numbers of contacts in the participating hotels were obtained.  Confidentiality and anonymity were assured and the names of the hotels 

and visitors were not requested and not included in the questionnaire. The cover page of the questionnaire included a detailed description 

of a green hotel in order for respondents to get a good understanding of the concept. The survey was conducted between Septem ber and 

December 2019. Before actual data collection, the questionnaire was pretested with thirty respondents and the pilot study led to minor 

adjustments to improve content validity. The questionnaire was divided into two sections demographic and determinants of inte ntion to 

visit green hotels. The Partial Least Square Structural Equation Modelling (PLS SEM) was used for data analysis.  



Consumers’ Intention to Stay in Green Hotels in South Africa: The Effect of Altruism and Green Self-Identity 

 

 1313 

RESULTS AND DISCUSSION 

Response rate and biographical details 

1000 questionnaires were distributed and four hundred and sixteen questionnaires were returned and usable by the end of December 

2019. Eighteen questionnaires were not usable because the respondents failed to complete significant questionnaire items. The re were 

231 male and 185 female respondents. The age distribution was as follows: 18-20 years, 17 respondents, 21-30, 62 respondents, 31-40, 

145 respondents, 41-50 136 respondents, 51-60, above 60. 348 respondents have post Matric qualifications (diplomas and degrees) and 

86 respondents have Matric qualification.  

 

Structural equation modelling 

The evaluation of the measurement model  

The study followed the criteria by Hair et al. (2019) for the evaluation of the measurement model. These include the examinat ion of 

factor loadings (>0.708), composite reliability (between 0.790 and 0.900), Cronbach’s alpha  (> 0.700) and the AVE (minimum 0.500). 

Also, the square roots of the AVEs should be greater than the correlations amongst variables. The results as indicated by Tab le 1 showed 

that the composite reliability values for the constructs ranged between 0.811 and 0.875. In addition, the Cronbach alpha coefficients for 

all the construct range between 0.728 and 0.826 indicating a satisfactory internal consistency of measures.  

 
Table 1. The measurement model Data source (author’s data analysis) 

 

Construct Measurement items Item loading Cronbach’s alpha Composite reliability AVE 

Attitudes (ATT) 

For me, staying in a green hotel when traveling is good 
ATT1 0.836 0.826 0.857 0.600 

For me, staying in a green hotel when traveling is desirable ATT2 0.724    

For me, staying in a green hotel when traveling is pleasant ATT3 0.804    

For me, staying in a green hotel when traveling is wise. ATT4 0.729    

Subjective injunctive norms (SIN) 

Most people who are important to me would want me to stay in a green 

hotel when travelling  
SIN1 0.821 0.728 0.811 0.589 

Most people who are important to me think that I should stay in a 

green hotel when travelling 
SIN2 0.753    

Most people who are important to me will want me to stay in a green 

hotel when travelling even if it might be more expensive 
SIN3 0.726    

Subjective descriptive norms (SDN) 

Most people whose opinion I respect will stay in a green hotel when travelling 
SDN1 0.802 0.712 0.813 0.592 

Most people that I consider important will stay in a green hotel when travelling. SDN2 0.779    

Most people that are important to me will stay in a green hotel when 

travelling even if it might be more expensive 
SDN3 0.726    

Perceived behavioural control (PBC) 

Whether or not I stay at a green hotel when traveling is completely up to me. 
PBC 1 0.866 0.746 0.831 0.623 

I am confident that if I want, I can stay at a green hotel when traveling. PBC2 0.769    

I have resources, time, and opportunities to stay at a green hotel when 

traveling. 
PBC3 0.726    

Altruism (ALT) 

I think that staying in a green hotel helps decrease pollution 
ALT1 0.808 0.808 0.864 0.615 

I think that staying in a green hotel helps conserve natural resource ALT2 0.771    

I think that staying in a green hotel helps to mitigate global warming ALT3 0.826    

I think that staying in a green hotel helps to protect the environment ALT4 0.728    

Green self-identity (GSI) 

Acting environmentally friendly is an important part of who I am 
GSI1 0.882 0.802 0.875 0.638 

I am the type of person who acts environmentally friendly GSI2 0.831    

I see myself as an environmentally friendly person GSI3 0.744    

I can make significant changes in my lifestyle for environmental reasons GSI4 0.727    

Intention (INT) 

I am willing to stay at a green hotel when traveling 
INT1 0.842 0.728 0.834 0.623 

I plan to stay at a green hotel when traveling. INT2 0.801    

I will make an effort to stay at a green hotel when traveling INT3 0.728    

 

This implies an acceptable level of construct validity. The AVEs ranged between 0.589 and 0.638 suggesting  a good convergent 

validity of the scales. The Fornell and Larcker criteria was used to assess discriminant validity. The results as depicted by  table 2 showed 

that the square roots of AVEs are depicted on the diagonals are greater than the corresponding correlation coefficients within the 

constructs. It can be concluded that the measurement model is satisfactory.  

 
Table 2. Discriminant validity Data source (author’s data analysis) 

 

Construct Mean Standard deviation INT ATT SIN SDN PBC ALT GSI 

INT 3.95 0.86 0.789       

ATT 4.12 0.81       0.548 0.775      

SIN 3.58 0.84 0.403 0.505 0.768     

SDN 3.25 0.77 0.206 0.424 0.471 0.769    

PBC 3.42 0.81 0.508 0.601 0.627 0.555 0.789   

ALT 4.05 0.93 0.604 0.619 0.526 0.618 0.574 0.784  

GSI 3.69 0.88 0.624 0.613 0.716 0.508 0.602 0.422 0.798 
 

Diagonals in bold signify the square root of the AVE while the other figures depict the correlations 
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Structural model assessment 

The assessment of the structural model includes the examination of the common method bias, the R2, the Q2 and the evaluation of the path 

coefficients (Hair et al., 2019). The VIFs for the constructs of the study ranged from 1308 to 2.540 suggesting that that the model is 

free of CMD. The R2 shows the proportion of variance in the dependent variable that can be explained by the independent variable. R2 

values are 0.25 (weak), 0.50 (moderate) and 0.75 (substantial) (Kock, 2011). The original TPB model accounted for 38.8% of the variance in 

intention. The extended model explained 45.1% of the variance. This indicates that inclusion of two constructs (altruism and green self-

identity) increased the explained variance by 6.9%. To determine if the model adequately explains the empirical data, the goodness of fit test 

(GOF) was used. The values of the GOF range from 0 to 1 with 0.10 considered small, 0.25 medium and 0.36 large. The GOF is 0.537 

suggesting that the empirical data satisfactorily fits the model and has a good predictive power in comparison to baseline values. In addition 

to the size of the R2, a recommended test is the predictive relevance of the model (Q2). The two prediction techniques for the Q2 are the cross 

validated communality and cross validated redundancy with Chin (2010) suggesting the use of the former. A Q2 > 0.5 is considered a 

predictive model and a Q2 of 0.66 obtained by this study is indicative of a highly predictive model. The effect size (f2) shows the effect of 

one construct on another construct and values are 0.02 (small), 0.15 (medium) and 0.35 (large). The effect size, f2, ranged from 0.108 to 

0.136 indicating that the effect sizes of different endogenous constructs on the exogenous constructs ranged from small to medium. The 

results path coefficients and T-statistics and mediation are depicted in tables 3 and 4. 
 

Table 3. Path coefficient and T-statistics Data source (author’s data analysis) 

Hypothesised path Standardised Beta T-statistics Decision 

H1 ATT→INT                     0.311          4.088* Accepted 

H2 SIN→INT                       0.127 2.580** Accepted 

H3 SDN→INT                     0.104 2.305** Accepted 

H4 PBC→INT                     0.247          3.802* Accepted 

H5 ALT→INT                     0.184          3.201** Accepted 

H6 ALT→ATT→ INT            Partial mediation (table 4            - Accepted 

H7 GSI → INT                     0.118          2.404** Accepted 

H8 GSI→ATT→INT                 No mediation (table 4            - Rejected 

           *P<0.01; ** <0.05 

 
Table 4. Mediation results Data source (author’s data analysis) 

 

Mediation path Indirect effect Total effect Bootstrap 95% Decision VAF 

   Bias-corrected Percentile   

H6 ALT→ATT→INT 0.092** 0.271** (4.885) [0.042;0.110] [0.044;0.116] Accepted 33.95% 

H8 GSI→ATT→INT 0.024 0.114    (1.183) [0.061;0.124] [0.066;0.129] Rejected  

             *P<0.01; ** <0.05 

 

The results H1 (β =0.311, T= 4.088, p<.001), H2 (β= 0.127, T= 2.580, p<.005), H3 (β =0.104, T= 2.305, p<.005), H4 (β =0.247, T= 

3.802, p<.001), H5 (β =0.184, T= 3.201, p<.005), H7 (β =0.118, T= 2.404, p<.005) support significant positive direct relationships 

between attitude, subjective injunctive norms, subjective descriptive norms, perceived behavioural control, altruism and gree n self-

identity and consumer intention to stay in green hotels. Thus, hypothesis one, two, three four, five and seven are accepted. Mediation 

considers the presence of an intermediate variable or mechanism that transmits the effect of an antecedent variable to an out come 

According to Nitzl et al. (2016), mediation involves two main phases: (1) the significance of indirect effects and their magnitude should 

be determined. (2) the definition of the type of effect and/or mediation that exist. Thus the existence of full or partial me diation (which 

can be complementary or competitive partial mediation). In a complementary partial mediation, both the direct and indirect effects point 

in the same direction (e.g. both are positive or negative) while in a competitive partial mediation, they point in different directions (e.g. 

one is positive and one is negative). The Variance Accounted For (VAR) can be used to determine the existence of full or partial 

mediation and a mediation is close to zero if the VAF value is less than 20%. If the VAF value is between 20% and 80% (partia l 

mediation) and VAF value above 80% full mediation (Hair et al. 2019), Table 5 depicts the results of mediation. The indirect path 

between altruism, attitude and intention is positive and significant (β =0.271, T= 4.885, p<.005). In addition, the VAF is 33.95%. Thus a 

complementary mediation partial is confirmed and hypothesis six is supported. The indirect path between altruism, attitude an d intention 

is not significant (β =0.114, T= 1.183, p>0.05). Therefore, there is no mediation and hypothesis eight is rejected.  

The findings support the applicability of the TPB model in predicting consumer intention to stay in green hotels in South Afr ica. 

Attitude, subjective injunctive norms, subjective descriptive norms and perceived behavioural control have significant positive 

relationship with consumer intention to stay in a green hotel. The results indicated that individuals with a positive attitud e towards green 

hotels are likely to stay in green hotels. The findings showed that the effects of subjective injunctive and descriptive norms on the 

intention to stay in green hotels are significantly positive. The results indicated that the opinions of people that are impo rtant to the 

consumer can influence the intention to visit green hotels. In addition, the findings support a significant positive relationship between 

perceived behavioural control and intention to visit green hotels. This suggests that if individuals have the opportunities a nd resources to 

choose green hotels, will be more inclined to stay in green hotels. The findings of this study are supported by the results of prior 

empirical studies. Han et al. (2010), Teng et al. (2015) and Verma and Chandra (2017) find that the three TPB constructs positively  affect 

consumer intention to visit green hotels and that the TPB model has a good predictive power. Nimri et al. (2019) also find a significant 

positive relationship between travellers’ injunctive norms and intentions with the effect of descriptive norms being insignificant. 

However, the findings of the study by Doran and Larsen (2016) on intention to choose eco-friendly travel options indicated a significant 

positive association between descriptive and injunctive norms and behavioural intention.  

The study added two constructs altruism and green self-identity to extend the TPB. Also, the mediating effects of attitude in the 

relationship between these two constructs and intention were examined. The findings indicated a significant positive relation ship between 

altruism and the intention to stay in green hotels and are consistent with the results of previous empirical studies. Ojedoku n (2011) finds 

a significant positive relationship between altruism and responsible environmental behaviour while Teng et al. ( 2015) used altruism to 

extend the TPB and find a significant positive relationship between the construct and intention to visit green hotels. The fi ndings of the 

study also support a significant positive relationship between green self-identity and intention. This suggests that individuals that 

perceive themselves as environmentalists are likely to stay in green hotels. Studies by Carfora et al. (2017) and Qasim et al . (2019) also 
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find a significant positive relationship between green self-identity and intention and behaviour. The findings of the study indicate that 

attitude partially mediates the relationship between altruism and intention to visit green hotels. Ojedokun and Balogun (2010) find that 

attitude towards littering partially mediates the relationship between altruism and responsible environmental behaviour. The mediating 

effect of attitude in the relationship between green self-identity and intention is insignificant. The findings of this study is supported by 

Sparks and Shepherd (1992) that self-identity can contribute to behavioural intention independently of attitude and that the influence of 

self-identity on intention is not mediated through evaluative attitude. Finally, the findings of the study support the view by Ajz en (1991) 

that the addition of appropriate constructs can improve the explanatory power of the TPB.  

 

CONCLUSION 

The study investigated the predictors of consumer intention to stay in green hotels in South Africa by extending the TPB. The res ults 

indicated significant positive relationships between attitude, subjective injunctive and descriptive norms, perceived behavioural control, 

altruism and green self-identity and consumer intention to visit green hotels. The mediating effect of attitude in the relationship between 

altruism and intention is significant. Theoretically, the research confirms the applicability of the TPB model in predicting the intenti on to 

stay in green hotels and the usefulness of the extended model that included altruism and green self -identity. The results of the study 

indicated that ttitude, subjective injunctive norms and perceived behavioural control positively affect intention to stay in green hotels. To 

improve attitude, the hospitality industry and hotel management should create awareness about the contribution of green hotels to 

environmental protection through electronic, social and print media. Green hotels should provide information to customers abo ut the 

amount of resources that are been saved by their activities and how they are protecting the environment. 

 This can help to shift the behaviour of consumers towards sustainable consumption. Previous consumers that have visited green  

hotels should be used in marketing campaigns various media platforms to share the benefits and encourage potential visitor s. To improve 

perceived behavioural control, green hotels should be made affordable to consumers as there is the perception that they are s ignificantly 

more expensive than conventional ones. In addition, creating the impression that green hotels are family  friendly with facilities that are 

geared toward family comfort can help to improve subjective norms. Altruism and green self-identity also influence the intention to stay 

in green hotels. Therefore, governments, non-governmental organisations and media should continue to emphasise the need for people to 

protect the environment for today and future generations. This can help to create altruistic feelings and promote green ident ity in 

individuals. The study has some limitations and also proposes some areas for further study. The study focused on the predictors of 

intention and not actual behaviour. Intention does not always predict behaviour and other studies can investigate the determi nants of 

green hotel staying behaviour. The inclusion of other personal variables such as response efficacy, anticipated guilt and moral norms can 

help to improve the explanatory power of the TPB model in the context of the intention to stay in green hotels.  
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