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Abstract

The purpose of this study is to investigate consumers’ intentions to visit eco-friendly 
destinations for tourism experiences by developing an integrated structural model that 
incorporates the TPB model with an additional construct, i.e. environmental friendly 
activities (EFA). Data was collected via a web-based survey and then analyzed.  The related 
hypotheses have been tested using Structural Equation Modeling (SEM). The sample consists 
of 471 responses from Indian consumers. The findings reveal that attitude, subjective norm, 
perceived behavioral control and environmental friendly activities are significant predictors 
of intention. These constructs explained approximately 50 percent of the variance in the 
intention. The results of this study contribute to the body of the knowledge of intention, 
eco-friendly destinations, and tourism experiences and also provide useful information 
for developing effective marketing strategies to encourage consumers to visit eco-friendly 
destinations for tourism experiences. To the best of the researchers’ knowledge, this was the 
first attempt to predict the intention to visit eco-friendly destinations for tourism experiences 
by employing TPB along with the EFA construct.

Keywords: Theory of Planned Behavior (TPB), Intention, Eco-friendly Destinations, 
Environmental Friendly Activities (EFA), Tourism Experiences.
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1. INTRODUCTION

Experiences are generated by expressed or implied behavior, perception, cognition, and 
emotions (Oh et al., 2007; Jurowski, 2009). Experiencing something new is something one 
does for his/herself. Backgrounds, values, attitudes and beliefs are the factors that contribute 
to the individual’s unique experience (Knutson et al., 2007). The process of visiting, learning 
and participating in activities in a setting that is different from one’s environment creates 
tourism experiences (Stamboulis & Skayannis, 2003; Jurowski, 2009). An individual’s 
tourism experience is a multifunctional leisure activity that can be either educational or 
entertaining or both (Ryan 1997; Li, 2000). Every tourism activity creates an experience 
whether positive or negative. Hence, visit to all eco-friendly destinations must be set up to 
provide consumers with an unforgettable and unexpected tourism experience (Dalonso et al., 
2014). The subjective personal responses and feelings associated with tourism activities are 
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referred to as consumer tourism experiences (Chen & Chen, 2010). The ability of tourism 
companies to attract and retain consumers is dependent on their ability to create memorable 
tourism experiences (Kandampully et al., 2011; Leung et al., 2013; Sugathan & Ranjan, 
2019).

Eco-tourism, sustainable tourism, environmental friendly destinations and environmental 
friendly activities are the terms used to describe tourism that is good for the environment. 
All of these terms are interrelated. Eco-tourism is a kind of tourism taking full responsibility 
for the economic, social and environmental effects of its present and future and addressing 
the requirements of its tourists, industry, environment and host communities (Ahmad et 
al., 2020). Tourism is an activity that is economical and requires economic, social, cultural, 
and environmental inputs across traditional industries. It is, therefore, referred to as multi-
faceted (Lickorish & Jenkins, 2011). Eco-tourism is growing at a rate that is nearly three 
times the rate of tourism in general (Hultman et al., 2015; Ahmad et al., 2020). Similarly, 
sustainable tourism is a journey that not only concentrates on reducing the damage caused to 
the natural environment by tourists but also requires sustainable growth of the contribution 
of tourism to the economy, culture and society and the sustainable use of resources and 
environment. This research will help to create awareness of eco-tourism’s purpose (Liu, 2003; 
Pham & Khanh, 2020). Plenty of tourists are becoming more aware of the environment and 
prefer green destinations and services, showing their desire to visit environmental friendly 
locations (Vandermerwe & Oliff, 1990; Mendleson & Polonsky, 1995; Manaktola & Jauhari, 
2007; Han et al., 2010). It’s not surprising that sustainable tourism is becoming a booming 
industry that we, as a community, are becoming more mindful of and trying to minimize our 
global impact (Ashraf et al., 2019). Since environmental sustainability amongst customers 
is becoming increasingly significant; environmental concerns, business ethics, moral values 
and social competence have become more crucial for competing in tourist areas (Manaktola 
& Jauhari, 2007; Baker et al., 2013; Yarimoglu & Gunay, 2019). Walsh and Dodds (2017) 
explain that there has been a favorable relationship between competitiveness, economic 
performance in organizations and low-cost methods to sustainable development that focus 
on operational efficiency.

Providing guests with the opportunity to experience more about nature in ways that 
lead to better understanding, appreciation and pleasure is an important component of 
visiting an eco-friendly destination. An eco-friendly destination should increase visitors’ 
understanding and awareness of the natural environment, as well as encourage them to 
participate in environmental friendly activities (Lee & Moscardo, 2005). As a service-
oriented sector, the tourism industry is heavily impacted by the quality of the tourism 
experiences in its services and facilities (Abdul Gani et al., 2019; Abbasi et al., 2021). This 
study investigates the tourists’ visit intentions to visit eco-friendly destinations by utilizing 
the TPB. The study incorporated an additional construct i.e. environmental friendly 
activities that assesses the experience and implications of intentions. Environmentally 
friendly and environmentally responsible are the terms that represent the activities that 
are beneficial for the environment (Roberts, 1996; Manaktola & Jauhari, 2007; Jang et 
al., 2015). Environmental friendly activities gradually increase people’s understanding of 
the environment, including their behavior in a given situation (Rannikko, 1996; Ahmad 
et al., 2020). It is expected that increased consumer awareness and interest in eco-friendly 
destinations for tourism experiences will influence consumer visit intention. The intention 
to travel to environmentally friendly destinations for tourism experiences can be considered 
pro-environmental, inspired by compassion for others, coming stages, or the environment as 
a whole (Ashraf et al., 2019). This research assessed the intentions of customers’ to explore 
eco-friendly destinations for tourism experiences by developing an integrated structural 
model that incorporates an additional construct, EFA, into the TPB model.
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In the following sections, the concepts of the TPB and environmental friendly activities 
(EFA) are discussed. Next, the research methodology, covering research instrument, data 
collection & sample traits and data analysis, have been explained. The results are then 
analyzed ahead of the discussion and theoretical & practical implications. At last, limitations 
and directions for further researches have been given.

2. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT

2.1 Theory of Planned Behavior (TPB)

The TPB was propounded by Ajzen (1985, 1991), who integrated perceived behavioral 
control (PBC) into the theory of reasoned action (Fishbein & Ajzen, 1975). The TPB is 
empirically supported and among the most frequent theoretical frameworks used to anticipate 
and analyze human behavior (Ajzen, 1991; Kautish et al., 2019). Three theoretically 
independent variables of behavioral intention that TPB accepts are attitude towards a 
behavior, subjective norm and PBC (Ajzen, 1991; Ajzen & Fishbein, 2005; Han et al., 2010). 
Behavior intentions can be anticipated with highly precise behavioral attitudes, subjective 
norms and PBC (Ajzen, 1991). As per the TPB, PBC and BI can be straightly employed to 
determine the effectiveness of behavior (Ajzen, 1991). The TPB has been effectively utilized 
in several prior studies to foresee an individual’s eco-friendly behavioral intentions. For 
instance, Ahmad et al. (2020) established a theoretical model that incorporates Schwartz’s 
(1992) personal values with TPB and seeks to study the intentions of visitors concerning 
visiting eco-friendly destinations. Yarimoglu and Gunay (2019) evaluated  the intents of 
consumers to visit green hotels by utilizing TPB with two integrated structures, EFA and 
overall image. Ashraf et al. (2019) explore the consumers’ intentions to visit eco-friendly 
destinations with the TPB and the confederation of Schwartz’s (1992) personal values.  
Setyawan et al. (2018) demonstrated the  young customers’  intention to purchase  green 
items with collaborating variables, environmental concern, environmental knowledge and 
willingness to pay more with TPB. Based on these studies, the first three hypotheses of 
this study were developed to evaluate the links between TPB’s three primary variables and 
intention to visit eco-friendly destinations for tourism experiences.

2.2 Attitude (ATT)

The foremost and key element of behavioral intention is attitude (Ajzen, 1991; Han et 
al., 2010) which is termed as “the degree to which a person has a favorable or unfavorable 
evaluation or appraisal of the behavior in question” (Ajzen, 1991).  Attitude can be described 
as a human’s extensive review of a particular behavior (Ajzen, 1991). A person’s attitude 
is shaped by two factors: beliefs about the impacts of engaging in particular behavior and 
convictions concerning those effects (Ajzen & Fishbein, 1980; Ajzen, 1991). When the 
results are examined appropriately, the consumer has a more favorable attitude and is often 
more inclined to participate in that particular behavior (Lee, 2005; Cheng et al., 2006; 
Han et al., 2010). In other way, a person’s favorable attitude towards a particular behavior 
enhances the intention of participating in the behavior (Ajzen, 1991; Han et al., 2010). 
Behavioral beliefs shape attitudes toward behaviors, which reflects positive and negative 
behavioral assessments. The link connecting intentions and attitudes toward a behavior is 
direct and positive (Yarimoglu & Gunay, 2019). A consumer’s intention will be positively 
affected if he or she has a favorable attitude towards specific behavior, as per TPB (Ajzen, 
1991). In the framework of this research, attitude  relates to how intelligent, pleasant, 
helpful and appealing consumers are towards visiting eco-friendly destinations for tourism 
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experiences (Ashraf et al., 2020). Numerous studies found an important and beneficial 
attitude and intention relationship (Chen & Tung, 2014; Han, 2015; Manosuthi et al., 
2020). The following hypothesis has been proposed based on the above conceptual and 
empirical foundation:

H1. Attitude has a significant and positive effect on the intention to visit eco-friendly 
destinations for tourism experiences.

2.3 Subjective Norm (SN)

Subjective norm is the second element of behavioral intention, as per the TPB framework. 
Ajzen (1991) states subjective norm as “the perceived social pressure to perform or not 
perform the behavior”. Social influences to participate or not in a target behavior are 
described by subjective norms (Ajzen, 1991). An individual’s convictions about how others 
want him/her to behave and his/her determination to comply with the significant referents’ 
views regarding behavior, are considered to be two components of subjective norms. (Ajzen 
& Fishbein, 1980; Ajzen, 1991). In other words, the perceived perspectives of important 
others who are close to the consumer and who influence consumers’ decisions are referred 
to as the subjective norm (Park, 2000; Han et al., 2010). Subjective norms are described 
as the measure to which key customers value while selecting to visit environment-friendly 
tourism destinations. (Ashraf et al., 2020). Subjective norm includes normative beliefs 
and demonstrate how others perceive and react to actual behavior. It exerts social pressure 
on people to engage in or refrain from engaging in a particular behavior (Ajzen, 1985). 
Subjective norms are regarded perspectives of people who are reasonably close and who 
significantly impact the decisions. People’s intentions to perform a behavior are stronger 
when they have more positive subjective norms (Chen & Tung, 2014). In the context of 
this study, when important others believe that visiting eco-friendly destinations for tourism 
experiences is responsible behavior, an individual’s perceived societal obligation to visit eco-
friendly destinations for tourism experiences increases. As a result of the higher degree of 
social pressure, consumers will be more likely to visit eco-friendly destinations for tourism 
experiences. It has been shown in prior studies that subjective norms positively affect intention 
(Tonglet et al., 2004; Chien et al., 2012; Chen & Tung, 2014; Han, 2015; Manosuthi et al., 
2020). Based upon the previous findings, the following hypothesis is formed:

H2. Subjective norm has a significant and positive effect on the intention to visit eco-
friendly destinations for tourism experiences.

2.4 Perceived Behavioral Control (PBC)

The third element of behavioral intention is PBC. “The perceived ease or difficulty of 
performing a behavior is referred to as perceived behavioral control” (Ajzen, 1991).  PBC 
denotes an individual’s opinion of whether a behavior is simple or complex to perform.  
(Ajzen, 1991; Kim & Han, 2010). This structure has two components: control beliefs, 
which are the personal evaluation of the presence or absence of behavioral facilitators and 
inhibitors, and perceived power  that represent the personal evaluation of its impact on 
enabling or preventing the particular behavior of these factors. (Ajzen, 1991; Lam & Hsu, 
2006; Kim & Han, 2010). Perceived behavioral control, in particular, assesses how effectively 
one can control elements that might assist or restrict activities necessary to deal with a 
certain circumstance (Han et al., 2010). Because of the availability of required resources, 
a consumer’s behavioral intention will be higher if the consumer controls the conduct of 
specific behavior. Perceived behavioral control depicts the view of people that the activity 
of interest is easy or difficult to accomplish (Ajzen, 1991). As per the TPB, the insight of 
behavioral control is contrary to the level of real behavior control that promptly influences 
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both the intention to implement that behavior and also the actual implementation of that 
behavior (Jalilvand & Samiei, 2012). When an individual perceives the presence or absence 
of opportunities or resources to achieve a specific behavior, and the perceived importance 
of such opportunities or resources for achieving that behavior, he or she is said to have PBC 
(Ajzen & Madden, 1986). In the context of the current study, PBC can be understood as 
how easy or difficult it is to visit eco-friendly destinations for tourism experiences. Several 
prior researches have indicated that PBC has a positive and significant relationship with 
the intention (Chen & Tung, 2014; Han, 2015; Wu & Chen, 2018; Manosuthi et al., 2020; 
Sujood et al., 2021). Hence, the following hypothesis is formed:

H3. Perceived behavioral control has a significant and positive effect on the intention to 
visit eco-friendly destinations for tourism experiences.

2.5 Environmental Friendly Activity (EFA)

Environmental friendly activities and eco-friendly destinations are related to eco-tourism, 
which is defined by Björk (2000) as “an activity where the authorities, the tourism industry, 
tourists and local people make it possible for tourists to travel to genuine areas to admire, 
study and enjoy nature and culture in a way that does not exploit the resource but contributes 
to sustainable development”. Former researches  demonstrated the positive facet of eco-
friendly consumption in comparison with other factors in individual psychographics (Jeong 
et al., 2014; Ahmad et al., 2020). Environmental Friendly Activities (EFA) relates to an 
individual’s assumption of the necessity of environmental conservation (Pham & Khanh, 
2020). Researchers propose that a consumer who is ecologically informed may show pro-
environmental behavior more often than other consumers (Lee & Moscardo, 2005; Baker et 
al., 2013). There are several environmental friendly activities at eco-friendly destinations for 
tourism experiences like sustainable cooking, availability of sustainable products, usage of 
green/blue bags for recycling, usage of pollution-free transportation etc. A positive attitude 
towards the importance of visiting eco-friendly activities for tourism experiences is required 
to be environmentally conscious (Laroche et al., 2001; Leonidou et al., 2010; Baker et 
al., 2013). When it comes to visiting eco-friendly destinations for tourism experiences, 
environmentally conscious consumers are more likely to do so than those who do not (Han 
et al., 2009; Han et al., 2011; Baker et al., 2013). There are several previous studies in 
which a positive and significant relationship between environmental friendly activities and 
intention has been shown (Kim & Han, 2010; Han & Yoon, 2015; Trivedi et al., 2018; 
Yarimoglu & Gunay, 2020). Based on previous studies, we have postulated the following 
hypothesis:

H4.Environmental Friendly Activity has a significant and positive effect on the intention 
to visit eco-friendly destinations for tourism experiences.
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Table 1. Researches related to TPB, Eco-friendly activities and Intention

Author/s 
(Year)

Objective Nation Data 
Collection

Sample 
Size

Data 
Analysis

Constructs Theory/ 
Concept

Findings

Hasan et 
al. (2020)

To compose a 
conceptual model by 
adjoining the service 
quality and perceived 
value with the TPB to 
inspect the tourists’ 
intention to revisit the 
beach destinations.

Bangladesh Survey N=419 PLS-SEM

Attitude, Subjective 
Norms, PBC, Service 
quality and Perceived 
value.

TPB

The results show 
that perceived 
value influenced 
attitudes of 
visitors and revisit 
intentions both, 
while only the 
attitudes of tourists 
were affected by 
the quality of the 
service.

Ahmad et 
al. (2020)

To propose a theoretical 
framework integrating 
Schwartz’s (1992) and 
TPB personal values to 
evaluate the visitors’ 
intentions for visiting 
environmentally 
friendly destinations.

China Survey N=503 SEM 

Attitude, Resultant 
Conservation, 
Environmental 
Consciousness, Social 
Norms, PBC, Visiting 
Intention,  Resultant 
Self-transcendence.

Schwartz 
Personal 
Values 
and TPB

The results show 
that all of the three 
TPB variables have 
a favorable effect 
on visitors’ self-
transcendence.

Ashraf et  
al. (2019)

To examine the 
visitor’s intention to 
explore eco-friendly 
destinations with 
the confederation of 
Schwartz’s (1992) 
personal values and 
TPB.

China Survey N=467 SEM

Resultant Self-
transcendence, 
Resultant 
Conservation, 
Environmental 
Consciousness, 
Attitude, Subjective 
Norms, PBC, Perceived 
Green Image, Visiting 
Intention

Schwartz 
(1992) 
personal 
values 

and TPB

TPB elements 
and perceived 
green images 
have a positive 
influence on the 
intentions of 
visitors of visiting 
environmental 
friendly 
destinations.

Olya et al. 
(2019)

The objective of this 
paper is to present a 
unique perspective on 
the formulation of hotel 
visitors’ behavioral 
responses.

Cyprus Survey N=260 SEM

Attitude, Subjective 
Norms, PBC, 
Continued intention 
to use and Intention to 
recommend.

TPB

All the variables 
show a positive 
influence on 
the consumers’ 
behavior to visit 
Green hotels except 
the Intention to 
recommend.

Yarimoglu 
and 
Gunay 
(2019)

To examine the 
intentions of the 
travelers to explore 
green hotels 
by employing the two 
variables in the TPB 
framework.

Turkey Survey N=400 SEM

Willingness to Pay 
More, Attitude, 
Subjective Norms, 
PBC, Environmental 
Friendly Activities 
(EFA), Visit Intention, 
Overall Image, 
Satisfaction and 
Loyalty.

TPB

The findings of the 
study validated the 
extended planned 
behavior theory 
to explore green 
hotels.

Setyawan 
et al. 
(2018)

Demonstrated 
the young 
customers’ intention 
of purchasing 
green items with 
collaborating variables, 
environmental concern, 
environmental 
knowledge and 
Willingness to pay 
more with TPB.

Indonesia Survey N=326 SEM

Environmental 
concern, 
Environmental

knowledge, and 
Willingness to pay

TPB

The purchasing 
of green items 
among young 
customers did not 
have any effect 
on environmental 
concerns and 
attitudes.

Paul et al. 
(2016)

To certify TPB and 
TRA to predict the 
green product purchase 
intentions of Indian 
consumers.

India Survey N=521 SEM

Attitude, Subjective 
Norms, Perceived 
Behavior Control, 
Environmental 
Concern and Purchase 
Intention.

TPB and 
TRA

The findings 
demonstrate that 
Attitude and 
PBC significantly 
predict Purchase 
Intention whereas 
Subjective Norm 
does not.

Chen 
and Tung 
(2014)

To assess the intention 
of consumers to go to 
green hotels.

Taiwan Survey N=559 SEM

Attitude, Subjective 
Norms, PBC, Perceived 
Moral Obligation, 
Environmental 
Concern, and 
Intentions.

TPB

The results indicate 
that consumers’ 
environmental 
concern, perceived 
moral obligation, 
and all the 
foregoing TPB 
framework have a 
favorable impact 
on green hotel 
visits.
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Han et al. 
(2010)

To test the TPB 
framework for 
illustrating how visitors 
want to visit a green 
hotel.

U.S Online 
Survey N=3000  SEM

Attitude, Subjective 
Norm, PBC, Visit 
Intention.

TPB

The results 
demonstrate 
that the tourists’ 
intention to 
spend time at a 
green hotel has a 
significant effect 
on the attitude, 
subjective norms 
and the PBC.

Han 
and Kim 
(2010)

To justify the decision 
of the consumers to pay 
similar costs for a green 
hotel at normal rates.

Korea Survey N=389 SEM

Environmental

Concerns, Perceived 
Customer Effectiveness 
and Environmentally 
Conscious

Behaviors

TPB

The purpose is 
to pay normal 
hotel costs for a 
green hotel was 
supported by all 
the antecedent 
elements of 
intention.

Kalafatis 
et al. 
(1999)

To study 
the variables that affect 
the desire of people 
to buy environmental 
friendly items.

UK & 
Greece Survey N=345 SEM

Attitude, Subjective 
Norms, PBC, 
Intention and 
Behavior.

TPB

The results 
provided significant 
support for the 
TPB’s resilience 
in the purpose of 
both the countries.

Source: Own Elaboration

Figure 1. Conceptual Model and Hypotheses

Source: Own Elaboration

3. RESEARCH METHODOLOGY

3.1 Instrument

The online questionnaire was developed using Google forms. The attitude was determined 
by four items adapted from Lam and Hsu (2004). Subjective Norm was determined by 
four items from Ajzen (1991) and Hsu and Huang (2012). PBC was determined by four 
items adapted from Ajzen (1991). Environmental Friendly Activities were determined by 
four items adapted from Han et al. (2010). Lastly, Intention was determined by four items 
adapted from Han et al. (2010) and Song et al. (2012). The items’ wordings have been 
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slightly changed to make them more appropriate for this study. A detailed description of eco-
friendly destinations was provided in the survey’s opening instructions.  The Likert scale of 
7-point was utilized to determine all the items (where “1= strongly disagree; 2= disagree; 
3= somewhat disagree; 4= neither agree nor disagree; 5= somewhat agree; 6= agree and 7= 
strongly agree”). Appendix A displays the items.

3.2 Data Collection and Sample Size

Data was collected via a web-based survey which is a convenience sampling method. This is 
a quick and easy method of sampling. Online surveys make it easier to reach out to larger 
populations of interest (Han & Hyun, 2017) that are hard to reach because there is a challenge 
in finding and recognizing them (Fricker, 2008; Das & Tiwari, 2021). Before posting the 
questionnaire, a pilot study of 40 respondents was conducted to ensure that the questions 
were clear and easily understandable. The results of the pilot test confirmed the reliability. 
From May 1 to June 30, 2021, the survey link was shared on social networking sites. The 
appropriate sample size has been estimated for this study based on the recommendation of 
Hair et al. (1998) that the required level of 15-20 observations per studied variable should 
be determined. This research consists of 05 variables and 20 items, which means a sample 
size of 20 x 20 = 400 is adequate. There were 509 responses in total, 38 cases omitted 
due to incomplete values. The final sample of 471 valid responses was considered, which is 
greater than the required value of no less than 400 for SEM (Boomsma, 1987; Paul et al., 
2016). 

3.3 Data Analysis

SPSS 25 and AMOS 22 softwares have been used to evaluate data. With the help of 
frequency tables, the demographic properties of the sample have been analyzed. After 
that, the two-stage process proposed by Anderson and Gerbing (1988) was subsequently 
followed to analyse data by SEM and verify if the data is suitable for the proposed model.  
First, CFA was utilized for the evaluation of the measurement model’s quality and adequacy 
to establish the reliability, convergent validity, and discriminant validity of the investigated 
constructs (Anderson & Gerbing, 1988). Second, to investigate the causal relationship of 
latent variables, SEM has been utilized to validate hypotheses. 

4. RESULTS

4.1 Sample Profile 

471 responses of Indian consumers were found to be valid. The characteristics of the 
respondents are given in table 2. 
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Table 2. Sample Profile

Items    Classification Sample Amount Percentage

Gender

Male 269 58.12 %

Female 202 42.88 %

Age

Below 25   53 11.26 %

25-35 110 23.35 %

36-45 129 27.39 %

46-55 106                                                22.51 %

Above 55  73 15.49 %

Education

Intermediate 45 09.55 %

Bachelor’s Degree 210 44.58 %

Master’s Degree 178 37.79 %

Ph.D. 38 08.06 %

Marital Status

Unmarried 193 40.97 %

Married 267 56.68 %

Others 11 02.33 %

Occupation

Employee 179 38.00 %

Student 78 16.56 %

Businessman 129 27.38 %

Retired 32 06.79 %

Others 53 11.25 %

Monthly Income (INR)

Up to 20,000 85 18.04 %

20,001-35,000 124 26.32 %

35,001-50,000 135 28.66 %

50,001-65,000 109 23.14 %

Above 65,000 18 03.82 %

Total 471 100%

(US$1= Approx. INR 75.00 as of 2021)

Source: Own Elaboration

4.2 Descriptive Statistics

The constructs’ mean values are displayed in Table 3, which range from MIN 4.770 to MAX 
5.691 on a seven-point Likert scale. Among all variables, Attitude (ATT) has the highest 
mean value (5.691), while Intention (INT) has the lowest (4.770). The highest standard 
deviation (1.039) was recorded by Subjective Norm (SN), while the lowest was recorded by 
INT (0.893).
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Table 3. Descriptive Statistics

Construct Mean Std. Deviation

ATT 5.691 0.985

SN 5.127 1.039

PBC 5.507 0.953

EFA 5.259 0.978

INT 4.770 0.893

Source: Own Elaboration

Factor analysis was implemented with Principal Component Analysis and the Varimax 
Rotation Technique. Table 4 displays the cumulative percentage (79.55 %) of the variance 
of the factors with Kaiser–Meyer–Olkin (KMO) sampling efficiency measurement of 0.946, 
which was higher than the recommended index of 0.60 (Garson, 2001). Bartlett’s test of 
Sphericity was 7943.120 (df = 190, p<0.001).

Table 4. Factor Analysis of the Measuring Instrument

Variables Items Factor Loadings Eigenvalue % of variance  Cumulative %

SN 10.868 16.921 16.921         

SN1 0.788

SN2 0.844

SN3 0.804

SN4 0.768

PBC 1.604 16.043 32.964

PBC1 0.772

PBC2 0.804

PBC3 0.801

PBC4 0.723

INT 1.313 15.684 48.648

INT1 0.730

INT2 0.812

INT3 0.728

INT4 0.755

ATT 1.124 15.536 64.183

ATT1 0.780

ATT2 0.809

ATT3 0.750

ATT4 0.689

EFA 1.001 15.368 79.551

EFA1 0.811

EFA2 0.733

EFA3 0.767

EFA4 0.742

Source: Own Elaboration
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4.3 Measurement Model

To confirm the measurement model’s adequacy, the constructs’ reliability, convergent and 
discriminant validity were tested. The variables’ reliability of internal consistency has been 
evaluated by alpha and CR. Alpha coefficients should be 0.70 or higher (Hair et al., 2006), 
and CR values should be greater than .6 (Bagozzi & Yi, 1988) for reliability. All variables have 
been recognized as reliable in the study because they met the threshold criterion of reliability 
(Table 5). The authors used the Fornell and Larcker (1981) recommendations to confirm 
convergent validity: (1) all factor weights must be greater than 0.70 and (2) the average 
variance extracted (AVE) value must be higher than 0.50. All of the items had loading values 
greater than 0.70. The AVE ranged from 0.636 to 0.772, exceeding the 0.50 cut-off and 
meeting the convergent validity criteria (Table 5).

Table 5. Reliability and Convergent Validity

Variables    Items                   Standardized CR AVE Cronbach’s

                             Factor Loading Alpha

SN 0.916 0.732 0.916

   SN1 0.84

   SN2 0.87

   SN3 0.88

   SN4 0.83

ATT 0.931 0.772 0.930

   ATT1 0.89

   ATT2 0.90

   ATT3 0.89

   ATT4 0.83

PBC 0.917 0.734 0.916

   PBC1 0.87

   PBC2 0.81

   PBC3 0.89

   PBC4 0.86

EFA 0.875 0.636 0.874

   EFA1 0.75

   EFA2 0.83

   EFA3 0.81

   EFA4 0.79

INT 0.916 0.733 0.915

  INT1 0.80

  INT2 0.86

  INT3 0.87

  INT4 0.89

Source: Own Elaboration
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By measuring each variable’s  AVE values’ square root against their correlations with 
other variables, the discriminating validity of the variables was evaluated. Because each 
variable’s square root value of AVE was greater than inter-construction correlations, therefore 
discriminant validity was supported (Fornell & Larcker, 1981), as presented in Table 6.

Table 6. Discriminant Validity

ATT SN PBC EFA INT

ATT 0.879

SN 0.663*** 0.856

PBC 0.721*** 0.638*** 0.857

EFA 0.659*** 0.546*** 0.635*** 0.797

INT 0.725*** 0.663*** 0.667*** 0.709*** 0.856

“*** p< 0.001; square root of AVE diagonally in bold       
Source: Own Elaboration

4.4 Structural Model

Structural equation modeling was utilized in this study by using AMOS 22.0 to derive the 
path coefficients of  the association between the variables. The structural model’s overall 
fit indices are as follows: (χ2/df = 2.629, NFI = 0.948, CFI = 0.967, RFI = 0.938, IFI = 
0.967, TLI = 0.961, RMSEA = .059), which show an adequate fit with the hypothesized 
structural model (Bagozzi et al., 1991; Hair et al., 1998; Bagozzi & Yi, 2012).

Table 7 presents the results of the hypothesis testing.  All three constructs of TPB, 
Attitude (H1) (β = 0.363, t-value= 11.137, p <0.001), Subjective Norm (H2) (β = 0.315, 
t-value= 9.658, p <0.001) and PBC (H3) (β = 0.120, t-value= 3.698, p <0.001) have a 
significant and positive effect on Intention. Lastly, Environmental friendly activities (H4) 
(β = 0.506, t-value= 15.524, p <0.001) has a significant and positive effect on Intention. 
Therefore, all the hypotheses are supported.

Table 7. Hypotheses Testing

Relationship  β    t-value p-value Result

H1: ATT INT 0.363 11.137 < 0.001 Supported

H2: SN   INT 0.315 09.658 < 0.001 Supported

H3: PBC INT 0.120 03.698 < 0.001 Supported

H4: EFA INT 0.506 15.524 < 0.001 Supported

Source: Own Elaboration

The above findings show that all the variables of TPB and environmental friendly activities 
are significant and positive determinants of Intention. These constructs explained about 50 
percent (R2 = 0.501) of the variance in the intention to visit eco-friendly destinations for 
tourism experiences. Figure 2 shows the structural model and path coefficients and the 
numbers in the brackets are t-values.
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Figure 2. Structural Model and Path Coefficients

Source: Own Elaboration

5. Discussion AND CONCLUSION

This research is focused on the TPB that investigated consumers’ intention to visit eco-
friendly destinations for tourism experiences by broadening the original TPB model with the 
inclusion of Environmental Friendly Activities (EFA). The results of the study validated the 
TPB usage in predicting intention to visit eco-friendly destinations for tourism experiences, 
as EFA and original TPB components have a significant positive impact on Intention. As per 
Ajzen (1991), attitude denotes “the degree to which a person has a favorable or unfavorable 
evaluation of the behavior in question”. In the context of this study, the attitude can be 
understood as a favorable evaluation of intention to visit eco-friendly destinations for tourism 
experiences. The result proved that attitude positively (β = 0.363) affects intention. This 
result matches with prior studies (Han & Kim, 2010; Han et al., 2011; Teng et al., 2013; 
Chen  & Tung, 2014; Han  & Yoon, 2015; Paul et al., 2016; Yarimoglu & Gunay, 2020; 
Sujood et al., 2021). There are several studies in which there is no influence of attitude on 
intention (Lam & Hsu, 2006; Sparks, 2007; Abbasi et al., 2021). Consumers may perceive 
visiting eco-friendly destinations as an environmental friendly tourism experience. Also, if 
they have a positive attitude towards eco-friendly destinations, they will prefer visiting eco-
friendly destinations for tourism experiences over conventional destinations. This finding 
states that consumers think that visiting eco-friendly destinations for tourism experiences 
would be favorable, enjoyable, fun and pleasant. Subjective Norm is described as “the 
perceived social pressure to perform or not to perform the behavior” (Ajzen, 1991). The 
result displays that subjective norm is significantly and positively (β = 0.315) influencing 
intention to visit eco-friendly destinations for tourism experiences. The results are consistent 
with previous research (Lam & Hsu, 2006; Chen & Tung, 2014; Quintal et al., 2015, Verma 
& Chandra, 2018; Hasan et al., 2020). In contrary to this finding, there are few studies 
in which no significant relationship was found between Subjective Norm and Intention 
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(Lam & Hsu, 2004; Ryu & Jang, 2006; Casaló et al., 2010). This outcome is because social 
pressures have a strong impact on the intended behaviors of consumers. Their intention to 
visit eco-friendly destinations will be strengthened if they understand that their close ones 
(peers, family, and relatives) expect them to do so for tourism experiences (Ahmad et al., 
2020). Their colleagues/relatives/peer group provide positive reinforcement as to why they 
should visit eco-friendly tourism destinations. As a result, consumers believe that visiting 
environmentally friendly destinations for tourism experiences is socially acceptable (Paul et 
al., 2016). The third important factor of TPB is PBC. It is characterized as “the perceived 
ease or difficulty of performing the behavior” (Ajzen, 1991). The finding of this study 
reveals that PBC significantly and positively (β = 0.120) influences intention to visit eco-
friendly destinations for tourism experiences. This result is in line with previous researches 
(Ajzen, 2002; Lam & Hsu, 2004; Lee et al., 2014; Abbasi et al., 2021). The most probable 
reason for this finding is that consumers are confident, they have time and resources, and 
they do not perceive difficulty in visiting eco-friendly destinations for tourism experiences. 
Out of all the variables, Environmental Friendly Activities have the strongest influence (β = 
0.506) on intention to visit eco-friendly destinations for tourism experiences. This finding is 
consistent with previous studies (Kim & Han, 2010; Han & Yoon, 2015; Sreen et al., 2018; 
Trivedi et al., 2018; Yarimoglu & Gunay, 2020).  This is an interesting finding which means 
that buying eco-friendly products, checking whether the products are packaged in recyclable 
material and using green/blue bags for recycling are positively linked to visiting eco-friendly 
destinations for tourism experiences.

6. THEORETICAL & PRACTICAL IMPLICATIONS

The results help to achieve the understanding of Intention, eco-friendly destinations and 
tourism experiences. This study is an effort of examining the intention as there was scarce 
information available about consumers’ intentions to visit eco-friendly destinations for 
tourism experiences. To the best of the authors’ knowledge, this was the first attempt to 
employ TPB along with the construct EFA for the prediction of intention to visit eco-friendly 
destinations for tourism experiences. As per Armitage and Conner (2001), “From a database 
of 185 independent studies published up to the end of 1997, the TPB accounted for 27% 
and 39% of the variance in behavior and intention, respectively”, and the present study 
has a variance of approximately 50 percent in intention to visit eco-friendly destinations 
for tourism experiences. Hence, this research verifies the effectiveness of the extended TPB 
model. All the constructs of TPB and EFA are significant in predicting intention, and out of 
all the constructs, EFA has the strongest influence. Therefore, in the context of eco-friendly 
destinations, EFA can be one of the key determinants of intention. The addition of EFA 
to the TPB broadens the current tourism literature, as no other study has considered EFA 
for predicting the intention of visiting environmentally friendly destinations for tourism 
experiences in the Indian context.

When the intentions of customers to visit environmentally friendly destinations for 
tourism experiences are examined, the proposed model’s results have proven to be effective. 
The findings can also be regarded as a useful tool for examining consumers’ intentions in 
other types of eco-tourism activities in India due to the model’s satisfactory explanation 
power. As previously stated, the findings revealed that all the variables have a significant 
and positive influence on intention, implying that they can make a significant contribution 
to consumers’ intentions to visit eco-friendly destinations for tourism experiences. These 
findings have important implications for eco-friendly destination marketers in developing 
marketing strategies that highlight which areas of services as well as tourist characteristics 
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should be prioritized to encourage consumers to explore eco-friendly destinations. Marketers 
who deal in eco-friendly destinations should look for ways to boost EFA, as this will increase 
the intention to visit eco-friendly destinations for tourism experiences. It may be beneficial 
for marketers to focus more on ways to increase positive attitudes to increase consumers’ 
intention to visit eco-friendly destinations for tourism experiences. Subjective Norm has 
a strong influence on intention; managers should focus on the ways by which favorable 
subjective norms towards visiting eco-friendly destinations for tourism experiences can be 
developed among consumers. As per the results, PBC is also one of the key determinants of 
intention, so managers should focus on improving the tourism infrastructure at eco-friendly 
destinations, reducing the overall cost of visiting eco-friendly destinations so that consumers 
can perceive that they have time, money, resources and control over traveling to eco-friendly 
destinations for tourism experiences.

7. LIMITATIONS AND FUTURE DIRECTIONS

Although the current study met its objectives, it has few limitations which provide future 
research opportunities. First, this study only measured Intention rather than actual 
behavior; as suggested by Belk (1985), consumers’ actual behavior does not always match 
their intention. Therefore, future research should concentrate on the actual behavior of 
consumers visiting eco-friendly destinations for tourism experiences, which will bridge the 
gap between intention and actual behavior. Second, only an additional construct was added 
to the TPB model, i.e. Environmental Friendly Activities. In future studies, it is suggested 
to add more constructs like environmental concern, knowledge value, experience, etc. to the 
TPB model for the better predictive ability of the model. Third, the data have been collected 
for this research study using a Web-based survey method. This method is easy and practical 
for reaching out to a larger population. However, respondents of this  study were limited 
to  those having  computers and  access to the internet  connection. To address this issue, 
future studies should examine intention in an actual setting of eco-friendly destinations 
for tourism experiences. Fourth, data was obtained  from Indian consumers. As a result, 
generalizing the findings to consumers in other countries or continents should be done with 
caution. To improve the generalizability of the results, a larger sampling range of different 
geographic locations should be included in future studies. Fifth, this study did not take 
the relationship between demographic characteristics and variables into consideration, so it 
should be investigated in future studies to gain a better understanding of consumer profiles.

REFERENCES

Abbasi, G. A., Kumaravelu, J., Goh, Y. N., & Singh, K. S. D. (2021). Understanding the 
intention to revisit a destination by expanding the theory of planned behaviour (TPB). 
Spanish Journal of Marketing-ESIC. https://doi.org/10.1108/SJME-12-2019-0109

Abdul Gani, A., Mahdzar, M., & M Anuar, N. A. (2019). Visitor’s experiential attributes and 
revisit intention to Islamic tourism attractions in Malaysia. Journal of Tourism, Hospitality 
& Culinary Arts (JTHCA), 11(1), 1-12.

Ahmad, W., Kim, W. G., Anwer, Z., & Zhuang, W. (2020). Schwartz personal values, theory 
of planned behavior and environmental consciousness: How tourists’ visiting intentions 
towards eco-friendly destinations are shaped?. Journal of Business Research, 110, 228-236. 
https://doi.org/10.1016/j.jbusres.2020.01.040



Journal of Spatial and Organizational Dynamics, Vol. IX, Issue 4, (2021) 343-364

358

Ajzen, I. (1985). From intentions to actions: A theory of planned behavior. In Action control 
(pp. 11-39). Springer, Berlin, Heidelberg. https://doi.org/10.1007/978-3-642-69746-3_2

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision 
Processes, 50(2), 179–211. https://doi.org/10.1016/0749-5978 (91)90020-T

Ajzen, I. (2002). Perceived behavioral control, self-efficacy, locus of control, and the theory 
of planned behavior 1. Journal of applied social psychology, 32(4), 665-683. https://doi.
org/10.1111/j.1559-1816.2002.tb00236.x

Ajzen, I., & Fishbein, M. (1980). Understanding attitude and predicting social behavior. Englewood 
Cliffs, NJ: Prentice-Hall.

Ajzen, I., & Fishbein, M. (2005). The Influence of Attitudes on Behavior. In D. Albarracín, 
B. T. Johnson, & M. P. Zanna (Eds.), The handbook of attitudes (pp. 173–221). Lawrence 
Erlbaum Associates Publishers. 

Ajzen, I., & Madden, T. J. (1986). Prediction of goal-directed behavior: Attitudes, intentions, 
and perceived behavioral control. Journal of experimental social psychology, 22(5), 453-474. 
https://doi.org/10.1016/0022-1031(86)90045-4

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice: A 
review and recommended two-step approach. Psychological bulletin, 103(3), 411.

Armitage, C. J., & Conner, M. (2001). Efficacy of the theory of planned behaviour: A 
meta-analytic review.  British journal of social psychology,  40(4), 471-499. https://doi.
org/10.1348/014466601164939

Ashraf, M., Akhtar, N., Ashraf, R., Hou, F., Junaid, M., & Kirmani, S. (2020). Traveling 
Responsibly to Ecofriendly Destinations: An Individual-Level Cross-Cultural Comparison 
between the United Kingdom and China. Sustainability, 12(8), 3248. https://doi.
org/10.3390/su12083248

Ashraf, M., Hou, F., Kim, W., Ahmad, W., & Ashraf, R. (2019). Modeling tourists’ visiting 
intentions toward ecofriendly destinations: Implications for sustainable tourism operators. 
Business Strategy And The Environment, 29(1), 54-71. https://doi.org/10.1002/bse.2350

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of 
the Academy of Marketing Science, 16(1), 74–94. https://doi.org/10.1007/BF02723327

Bagozzi, R. P., & Yi, Y. (2012). Specification, evaluation, and interpretation of structural 
equation models. Journal of the Academy of Marketing Science, 40(1), 8-34. https://doi.
org/10.1007/s11747-011-0278-x

Bagozzi, R. P., Yi, Y., & Phillips, L. W. (1991). Assessing construct validity in organizational 
research. Administrative science quarterly, 421-458.

Baker, M., Davis, E., & Weaver, P. (2013). Eco-friendly Attitudes, Barriers to Participation, 
and Differences in Behavior at Green Hotels. Cornell Hospitality Quarterly, 55(1), 89-99. 
https://doi.org/10.1177/1938965513504483

Belk, R. W. (1985). Issues in the intention-behavior discrepancy. Research in consumer behavior, 
1(4), 1-34.

Björk, P. (2000). Eco-tourism from a conceptual perspective, an extended definition of a 
unique tourism form. International journal of tourism research, 2(3), 189-202.

Boomsma, A. (1987). The robustness of maximum likelihood estimation in structural 
equation models. In P. Cuttance & R. Ecob (Eds.), Structural modeling by example: 
Applications in educational, sociological, and behavioral research (pp. 160–188). 
Cambridge University Press.



Sujood, Hamid, S., Bano, N. (2021). JSOD, IX(4), 343-364

359

Casaló, L. V., Flavián, C., & Guinalíu, M. (2010). Determinants of the intention to participate 
in firm-hosted online travel communities and effects on consumer behavioral intentions. 
Tourism management, 31(6), 898-911 https://doi.org/10.1016/j.tourman.2010.04.007

Chen, C.-F., & Chen, F.-S. (2010). Experience quality, perceived value, satisfaction and 
behavioural intentions for heritage tourists. Tourism Management, 31(1), 29–35. https://
doi.org/10.1016/j.tourman.2009.02.008.

Chen, M. F., & Tung, P. J. (2014). Developing an extended theory of planned behavior model 
to predict consumers’ intention to visit green hotels. International journal of hospitality 
management, 36, 221-230. https://doi.org/10.1016/j.ijhm.2013.09.006

Cheng, S., Lam, T., & Hsu, C. H. C. (2006). Negative word-of-mouth communication 
intention: an application of the theory of planned behavior. Journal of Hospitality & Tourism 
Research, 30(1), 95–116. https://doi.org/10.1177/1096348005284269

Chien, G. C., Yen, I. Y., & Hoang, P. Q. (2012). Combination of theory of planned behavior 
and motivation: An exploratory study of potential beach-based resorts in Vietnam. Asia 
Pacific Journal of Tourism Research, 17(5), 489-508. https://doi.org/10.1080/10941665.201
1.627352

Dalonso, Y. S., Lourenço, J. M., Remoaldo, P. C., & Netto, A. P. (2014). Tourism experience, 
events and public policies. Annals of Tourism Research, 46(2), 181-184. http://dx.doi.
org/10.1016/j.annals.2014.03.003

Das, S. S., & Tiwari, A. K. (2021). Understanding international and domestic travel 
intention of Indian travellers during COVID-19 using a Bayesian approach. Tourism 
Recreation Research, 46(2), 228-244. https://doi.org/10.1080/02508281.2020.1830341

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention and behavior: An introduction 
to theory and research. Reading, MA: Addison-Wesley.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable 
variables and measurement error. Journal of Marketing Research, 18(1), 39–50. https://doi.
org/10.1177/002224378101800104

Fricker, R. D. (2008). Sampling methods for web and e-mail surveys. The SAGE handbook of 
online research methods. London: SAGE Publications Ltd.

Garson, G. D. (2001). PA 765 statnotes: An online textbook (Vol. 2001). [On line] Available: 
http://www2.chass.ncsu.edu/garson/ pa765/statnote.htm.

Hair, J. F. Jr., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006). Multivariate 
data analysis. New Jersey: Pearson.

Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (1998). Multivariate Data Analysis, 
5th ed Prentice-Hall. Englewood Cliffs, NJ.

Han, H. (2015). Travelers’ pro-environmental behavior in a green lodging context: Converging 
value-belief-norm theory and the theory of planned behavior. Tourism Management, 47, 
164–177. https://doi.org/10.1016/j.tourman.2014.09.014

Han, H., & Hyun, S. S. (2017). Impact of hotel-restaurant image and quality of physical-
environment, service, and food on satisfaction and intention. International Journal of 
Hospitality Management, 63, 82-92. https://doi.org/10.1016/j.ijhm.2017.03.006

Han, H., & Kim, Y. (2010). An investigation of green hotel customers’ decision formation: 
Developing an extended model of the theory of planned behavior. International journal of 
hospitality management, 29(4), 659-668. https://doi.org/10.1016/j.ijhm.2010.01.001



Journal of Spatial and Organizational Dynamics, Vol. IX, Issue 4, (2021) 343-364

360

Han, H., & Yoon, H. J. (2015). Hotel customers’ environmentally responsible behavioral 
intention: Impact of key constructs on decision in green consumerism. International 
Journal of Hospitality Management, 45, 22-33. https://doi.org/10.1016/j.ijhm.2014.11.004

Han, H., Hsu, L. T. J., & Lee, J. S. (2009). Empirical investigation of the roles of attitudes 
toward green behaviors, overall image, gender, and age in hotel customers’ eco-friendly 
decision-making process. International journal of hospitality management, 28(4), 519-528. 
https://doi.org/10.1016/j.ijhm.2009.02.004

Han, H., Hsu, L. T. J., & Sheu, C. (2010). Application of the theory of planned behavior 
to green hotel choice: Testing the effect of environmental friendly activities. Tourism 
management, 31(3), 325-334. https://doi.org/10.1016/j.tourman.2009.03.013

Han, H., Hsu, L. T. J., Lee, J. S., & Sheu, C. (2011). Are lodging customers ready to 
go green? An examination of attitudes, demographics, and eco-friendly intentions. 
International journal of hospitality management, 30(2), 345-355. https://doi.org/10.1016/j.
ijhm.2010.07.008

Han, H., Hwang, J., & Lee, M. (2016). The value–belief–emotion–norm model: investigating 
customers’ eco-friendly behavior. Journal Of Travel & Tourism Marketing, 34(5), 590-607. 
https://doi.org/10.1080/10548408.2016.1208790

Hasan, K., Abdullah, S., Islam, F., & Neela, N. (2020). An Integrated Model for Examining 
Tourists’ Revisit Intention to Beach Tourism Destinations. Journal Of Quality Assurance In 
Hospitality & Tourism, 21(6), 716-737. https://doi.org/10.1080/1528008x.2020.1740134

Hsu, C. H., & Huang, S. (2012). An extension of the theory of planned behavior model 
for tourists. Journal of Hospitality & Tourism Research, 36(3), 390–417. https://doi.
org/10.1177/1096348010390817

Hultman, M., Kazeminia, A., & Ghasemi, V. (2015). Intention to visit and willingness to pay 
premium for eco-tourism: The impact of attitude, materialism, and motivation. Journal Of 
Business Research, 68(9), 1854-1861. https://doi.org/10.1016/j.jbusres.2015.01.013

Jalilvand, M. R., & Samiei, N. (2012). The impact of electronic word of mouth on a tourism 
destination choice: Testing the theory of planned behavior (TPB). Internet Research. https://
doi.org/10.1108/10662241211271563

Jang, S. Y., Chung, J. Y., & Kim, Y. G. (2015). Effects of environmentally friendly perceptions 
on customers’ intentions to visit environmentally friendly restaurants: An extended 
theory of planned behavior. Asia Pacific Journal of Tourism Research, 20(6), 599-618. https://
doi.org/10.1080/10941665.2014.923923

Jeong, E., Jang, S., Day, J., & Ha, S. (2014). The impact of eco-friendly practices on green 
image and customer attitudes: An investigation in a café setting. International Journal Of 
Hospitality Management, 41, 10-20. https://doi.org/10.1016/j.ijhm.2014.03.002

Jurowski, C. (2009, August). An examination of the four realms of tourism experience theory. 
In International CHRIE Conference-Refereed Track (p. 23).

Kalafatis, S. P., Pollard, M., East, R., & Tsogas, M. H. (1999). Green marketing and Ajzen’s 
theory of planned behaviour: a cross-market examination. Journal of consumer marketing. 
https://doi.org/10.1108/07363769910289550

Kandampully, J., Juwaheer, T. D., & Hu, H.-H. (2011). The influence of a hotel firm’s quality 
of service and image and its effect on tourism customer loyalty. International Journal of 
Hospitality & Tourism Administration, 12(1), 21–42. https://doi.org/10.1080/15256480.20
11.540976.



Sujood, Hamid, S., Bano, N. (2021). JSOD, IX(4), 343-364

361

Kautish, P., Paul, J., & Sharma, R. (2019). The moderating influence of environmental 
consciousness and recycling intentions on green purchase behavior. Journal of Cleaner 
Production, 228, 1425-1436. https://doi.org/10.1016/j.jclepro.2019.04.389

Kim, Y., & Han, H. (2010). Intention to pay conventional-hotel prices at a green hotel—A 
modification of the theory of planned behavior. Journal of Sustainable Tourism, 18(8), 997–
1014. https://doi.org/10.1080/09669582.2010.490300

Knutson, B. J., Beck, J. A., Kim, S. H., & Cha, J. (2007). Identifying the dimensions of 
the experience construct. Journal of Hospitality & Leisure Marketing, 15(3), 31-47. DOI: 
10.1300/J150v15n03_03

Lam, T., & Hsu, C. (2004). Theory of Planned Behavior: Potential Travelers from 
China.  Journal Of Hospitality & Tourism Research,  28(4), 463-482. https://doi.
org/10.1177/1096348004267515

Lam, T., & Hsu, C. (2006). Predicting behavioral intention of choosing a travel 
destination.  Tourism Management,  27(4), 589-599. https://doi.org/10.1016/j.
tourman.2005.02.003

Laroche, M., Bergeron, J., & Barbaro-Forleo, G. (2001). Targeting consumers who are willing 
to pay more for environmentally friendly products. Journal of consumer marketing. https://
doi.org/10.1108/EUM0000000006155

Lee, M. J. (2005). Effects of attitude and destination image on association members’ meeting 
participation intentions: development of meeting participation model. Unpublished doctoral 
dissertation, Manhattan, KS: Kansas State University.

Lee, S., Lee, S., & Lee, G. (2014). Ecotourists’ motivation and revisit intention: A case study 
of restored ecological parks in South Korea. Asia Pacific Journal of Tourism Research, 19(11), 
1327-1344. https://doi.org/10.1080/10941665.2013.852117

Lee, W., & Moscardo, G. (2005). Understanding the Impact of Ecotourism Resort Experiences 
on Tourists’ Environmental Attitudes and Behavioural Intentions. Journal Of Sustainable 
Tourism, 13(6), 546-565. https://doi.org/10.1080/09669580508668581

Leonidou, L. C., Leonidou, C. N., &Kvasova, O. (2010). Antecedents and outcomes 
of consumer environmentally friendly attitudes and behaviour. Journal of Marketing 
Management, 26(13-14), 1319-1344. https://doi.org/10.1080/0267257X.2010.523710

Leung, D., Law, R., van Hoof, H., & Buhalis, D. (2013). Social media in tourism and 
hospitality: A literature review. Journal of Travel & Tourism Marketing, 30(1–2), 3–22. 
https://doi.org/10.1080/10548408.2013.750919.

Li, Y. (2000). Geographical consciousness and tourism experience. Annals of tourism research, 
27(4), 863-883. https://doi.org/10.1016/S0160-7383(99)00112-7

Lickorish, L., & Jenkins, C. (2011). Introduction to Tourism. Routledge.

Liu, Z. (2003). Sustainable tourism development: A critique. Journal of sustainable tourism, 
11(6), 459-475. https://doi.org/10.1080/09669580308667216

Manaktola, K., & Jauhari, V. (2007). Exploring consumer attitude and behaviour towards 
green practices in the lodging industry in India. International Journal Of Contemporary 
Hospitality Management, 19(5), 364-377. https://doi.org/10.1108/09596110710757534

Manosuthi, N., Lee, J. S., & Han, H. (2020). Predicting the revisit intention of volunteer 
tourists using the merged model between the theory of planned behavior and norm 
activation model. Journal of Travel & Tourism Marketing, 37(4), 510-532. https://doi.org/10
.1080/10548408.2020.1784364



Journal of Spatial and Organizational Dynamics, Vol. IX, Issue 4, (2021) 343-364

362

Mendleson, N., & Polonsky, M. (1995). Using strategic alliances to develop 
credible green marketing.  Journal Of Consumer Marketing,  12(2), 4-18. https://doi.
org/10.1108/07363769510084867

Oh, H., Fiore, A. M., & Jeoung, M. (2007). Measuring experience economy concepts: 
Tourism applications. Journal of travel research, 46(2), 119-132. https://doi.
org/10.1177/0047287507304039

Olya, H. G., Bagheri, P., & Tümer, M. (2019). Decoding behavioural responses of green 
hotel guests: A deeper insight into the application of the theory of planned behaviour. 
International Journal of Contemporary Hospitality Management. https://doi.org/10.1108/
IJCHM-05-2018-0374

Park. H. S. (2000). Relationships among attitudes and subjective norm: testing the theory 
of reasoned action across cultures. Communication Studies, 51(2), 162–175. https://doi.
org/10.1080/10510970009388516

Paul, J., Modi, A., & Patel, J. (2016). Predicting green product consumption using theory 
of planned behavior and reasoned action. Journal of retailing and consumer services, 29, 123-
134. https://doi.org/10.1016/j.jretconser.2015.11.006

Pham, H. S. T., & Khanh, C. N. T. (2020). Eco-tourism intention: the roles of environmental 
concern, time perspective and destination image. Tourism Review. https://doi.org/10.1108/
TR-09-2019-0363

Quintal, V. A., Thomas, B., & Phau, I. (2015). Incorporating the winescape into the theory 
of planned behaviour: Examining ‘new world’wineries. Tourism Management, 46, 596-609. 
https://doi.org/10.1016/j.tourman.2014.08.013

Rannikko, P. (1996). Local environmental conflicts and the change in 
environmental consciousness. Actasociologica, 39(1), 57-72. https://doi.
org/10.1177/000169939603900104

Roberts, J. A. (1996). Green consumers in the 1990s: profile and implications for advertising. 
Journal of business research, 36(3), 217-231. https://doi.org/10.1016/0148-2963(95)00150-
6

Ryan, C. (1997). The chase of a dream, the end of a play. The tourist experience: A new 
introduction, 1-24.

Ryu, K., & Jang, S. (2006). Intention to experience local cuisine in a travel destination: The 
modified theory of reasoned action. Journal of Hospitality & Tourism Research, 30(4), 507-
516. https://doi.org/10.1177/1096348006287163

Schwartz, S. H. (1992). Universals in the content and structure of values: Theoretical 
advances and empirical tests in 20 countries. In Advances in experimental social psychology 
(Vol. 25, pp. 1-65). Academic Press. https://doi.org/10.1016/S0065-2601(08)60281-6

Setyawan, A., Noermijati, N., Sunaryo, S., &Aisjah, S. (2018). Green product buying 
intentions among young consumers: extending the application of theory of planned 
behavior. Problems And Perspectives In Management, 16(2), 145-154. https://doi.org/10.21511/
ppm.16(2).2018.13

Song, H. J., Lee, C.-K., Kang, S. K., & Boo, S.-J. (2012). The effect of environmentally 
friendly perceptions on festival visitors’ decision-making process using an extended 
model of goal directed behavior. Tourism Management, 33(6), 1417–1428. https://doi.
org/10.1016/j.tourman.2012.01.004

Sparks, B. (2007). Planning a wine tourism vacation? Factors that help to predict tourist 
behavioural intentions. Tourism management, 28(5), 1180-1192. https://doi.org/10.1016/j.
tourman.2006.11.003



Sujood, Hamid, S., Bano, N. (2021). JSOD, IX(4), 343-364

363

Sreen, N., Purbey, S., & Sadarangani, P. (2018). Impact of culture, behavior and gender on 
green purchase intention. Journal of Retailing and Consumer Services, 41, 177–189.  https://
doi.org/10.1016/j.jretconser.2017.12.002

Stamboulis, Y., & Skayannis, P. (2003). Innovation strategies and technology for experience-
based tourism. Tourism management, 24(1), 35-43. https://doi.org/10.1016/S0261-
5177(02)00047-X

Sugathan, P., & Ranjan, K. R. (2019). Co-creating the tourism experience. Journal of Business 
Research, 100, 207-217. https://doi.org/10.1016/j.jbusres.2019.03.032

Sujood, Hamid, S., & Bano, N. (2021). Behavioral Intention of Traveling in the period 
of COVID-19: An application of the Theory of Planned Behavior (TPB) and Perceived 
Risk. International Journal of Tourism Cities, ahead-of-print (ahead-of-print). https://doi.
org/10.1108/ijtc-09-2020-0183

Teng, Y., Wu, K., & Liu, H. (2013). Integrating Altruism and the Theory of Planned 
Behavior to Predict Patronage Intention of a Green Hotel. Journal Of Hospitality & Tourism 
Research, 39(3), 299-315. https://doi.org/10.1177/1096348012471383

Tonglet, M., Phillips, P. S., & Read, A. D. (2004). Using the Theory of Planned Behaviour 
to investigate the determinants of recycling behaviour: a case study from Brixworth, 
UK. Resources, conservation and recycling, 41(3), 191-214. https://doi.org/10.1016/j.
resconrec.2003.11.001

Trivedi, R. H., Patel, J. D., & Acharya, N. (2018). Causality analysis of media influence on 
environmental attitude, intention and behaviors leading to green purchasing. Journal of 
Cleaner Production, 196, 11–22. https://doi.org/10.1016/j.jclepro.2018.06.024

Vandermerwe, S., & Oliff, M. (1990). Customers drive corporations.  Long Range 
Planning, 23(6), 10-16. https://doi.org/10.1016/0024-6301(90)90096-m

Verma, V. K., & Chandra, B. (2018). Intention to implement green hotel practices: evidence 
from Indian hotel industry. International Journal of Management Practice, 11(1), 24-41.

Walsh, P., & Dodds, R. (2017). Measuring the Choice of Environmental Sustainability 
Strategies in Creating a Competitive Advantage. Business Strategy And The Environment, 
26(5), 672-687. https://doi.org/10.1002/bse.1949

Wu, S. T., & Chen, Y. S. (2018). Local intentions to participate in eco-tourism development 
in Taiwan’s Atayal communities. Journal of Tourism and Cultural Change, 16(1), 75-96. 
https://doi.org/10.1080/14766825.2016.1253705

Yarimoglu, E., & Gunay, T. (2020). The extended theory of planned behavior in Turkish 
customers’ intentions to visit green hotels. Business Strategy and the Environment, 29(3), 
1097-1108. https://doi.org/10.1002/bse.2419



Journal of Spatial and Organizational Dynamics, Vol. IX, Issue 4, (2021) 343-364

364

Appendix: A

Please answer the following questions. (Please tick √ the appropriate box)
	
1.	 Gender: Male 	 Female	       Others 	

2.	 Age:   Below 25 	      25-35 	    36-45 	  46-55              above 55 

3.	 Education:  Intermediate 	      Bachelor’s Degree 	   Master’s Degree        Ph.D. 	

4.	 Marital Status:  Unmarried 	Married 	 Others 		

5.	 Occupation:  Student 	 Employee        Retired         Businessman        Others 	

6.	 Monthly Income: Upto 20,000   20,001-35,000   35,001-50,000   50,001-65,000   Above 65,000 

7.	 Nationality:    Indian     	 Others  

Attitude Source

ATT1: I think visiting eco-friendly destinations for tourism experiences would be enjoyable.

Lam and Hsu (2004)
ATT2: I think visiting eco-friendly destinations for tourism experiences would be fun. 

ATT3: I think visiting eco-friendly destinations for tourism experiences would be pleasant.

ATT4: I think visiting eco-friendly destinations for tourism experiences would be favorable.

Subjective Norms 

SN1: Most people who are important to me think I should visit eco-friendly destinations for tourism experiences.

Ajzen (1991)

Hsu and Huang 
(2012)

SN2: Most people who are important to me would want me to visit eco-friendly destinations for tourism experiences.

SN3: People whose opinions I value would prefer me to visit eco-friendly destinations for tourism experiences.

SN4: Most of my friends encourage me to visit eco-friendly destinations for tourism experiences.

Perceived Behavioral Control

PBC1: Whether or not, visiting eco-friendly destinations for tourism experiences is completely up to me.

Ajzen (1991)
PBC2: I am confident that if I want, I can visit eco-friendly destinations for tourism experiences.

PBC3: I have the resources to visit eco-friendly destinations for tourism experiences.

PBC4: I have the time to visit eco-friendly destinations for tourism experiences.

Environmental Friendly Activities

EFA1: When buying something wrapped, I often check whether it is wrapped in recyclable material.

Han et al. (2010)
EFA2: I frequently buy Eco-friendly products.

EFA3: I frequently use the green bag for recycling.

EFA4: I frequently use the blue bag for recycling.

Behavioral Intention

INT1: I am willing to visit eco-friendly destinations for tourism experiences.

Han et al. (2010)

Song et al. (2012)

INT2: I plan to visit eco-friendly destinations for tourism experiences.

INT3: I will make an effort to visit eco-friendly destinations for tourism experiences.

INT4: I have an intention to visit eco-friendly destinations for tourism experiences.


