
2nd International Conference 
on Contemporary Marketing Issues

proceedings
of the

ICCMI 2014
Athens, Greece

June 18-20, 2014

Alexander Technological
Educational Institute

of Thessaloniki



 	  

Alexander	  Technological	  Educational	  Institute	  
(ATEI)	  of	  Thessaloniki,	  

Department	  of	  Business	  Administration	  
Marketing	  Programme 

Manchester	  Metropolitan	  University	  

	  
	  
	  

2nd	  International	  Conference	  on	  Contemporary	  
Marketing	  Issues	  

ICCMI	  
June	  18-‐20,	  2014	  
Athens,	  Greece	  

	  
 
 
 
 
 
 
 
 
 
 

  

  



 ii 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

2nd International Conference on Contemporary Marketing Issues (ICCMI) (2014: Athens, Greece) 
2nd International Conference on Contemporary Marketing Issues (ICCMI): June 18-20, 2014, Athens, Greece 
/ co-organized by Alexander Technological Educational Institute (ATEI) of Thessaloniki, Department of 
Business Administration [and] Manchester Metropolitan University; editors Christos Sarmaniotis, Gillian 
Wright.  
σ. 1162; 29,7x21 εκ.  
Περιλαµβάνει βιβλιογραφικές παραποµπές 
 
ISBN: 978-960-287-145-4 
 
1. 2nd International Conference on Contemporary Marketing Issues (ICCMI) (2014: Athens, Greece). 
2. Μάρκετινγκ-Συνέδρια. Ι.Τίτλος. ΙΙ. Christos Sarmaniotis ΙΙΙ. Gillian Wright., 658.8--dc22 



2nd	  International	  Conference	  on	  Contemporary	  Marketing	  Issues	  (ICCMI)	  2014	  

 

467	  
 

Ethical Consumer Behaviour Regarding Hotels: Types and Influential Factors 
 

Tilikidou I.  
Professor, ATEI of Thessaloniki, P.O. Box 141, 57400, Thessaloniki, GR 

 
Delistavrou A. 

Lecturer, ATEI of Thessaloniki, P.O. Box 141, 57400, Thessaloniki, GR 
 

* E-mail: irene.tilikidou@gmail.com 
 
Abstract: 
Greeks’ intentions to choose a green hotel were examined, together with their intentions to boycott and act discursively 
against an “unethical” hotel, which hypothetically has been demonstrably blamed about extremely unfair practices. 
Intentions to plan a visit at a green hotel were found to be at a higher level than actual searching and booking a green 
room. Men of 34-45 years of age were found more willing to visit a green hotel than their counterparts. External (other 
important persons’ encouragement) and Internal (respondents’ perceptions about their own means and opportunities or 
obstacles) controls were found to impact positively and strongly to the respondents’ intentions to visit a green hotel. 
The interactive effect of External Control and Internal Control were found able to predict more than 50% of the 
variance in intentions.  Further, women were found more willing to participate in a boycotting, while young consumers 
were found to be more engaged in discursive activities. The promotional package of an ethical hotel should contain 
evidence about environmental and cultural protection measures in combination with messages about fair labour 
conditions. The communication strategy should include important persons’ testimonials about their favourable stays 
together with messages of attractive opportunities for any willing customer to visit their hotel.  
 
 
1. INTRODUCTION 
 
Hotel functions may cause overconsumption of water, energy and raw material that lead to 
destruction of shores and woods (Kirk, 1995; Barber, 2012).  Hence, the lodging industry has been 
viewed as a hostile to the environment sector that needs transformation towards sustainability.  
Besides ecological issues, hotel chains have been many times accused of disrespect towards the 
cultural environment of places as well as of over-exploitation of human resources, particularly 
during vacation periods of time. 
The marketing academic community however has many times claimed that there is a number of 
lodging customers that look for hotels, which follow eco-friendly practices (Goodwin and Francis, 
2003; Manaktola and Jauhari, 2007; Han et al, 2010) or in other words that there is a “niche” 
market of ethical consumers. Therefore, it is claimed that investigating ethical consumption with 
respect to the hotel industry might provide useful implication both to the theory and the practice of 
the relevant field (Bohdanowicz, 2005; Manaktola and Jauhari, 2007; Han et al., 2011). With 
respect to hotel sector, ethical consumption might include a) choice of a green and/or ethical hotel, 
b) boycotting a hotel which has been found “guilty” about unethical practices towards the natural 
and the human environment, as well as c) discursive public communication about the above 
mentioned issues. Despite the obvious importance of the subject the relevant research has been 
rather scan so far, while there is still much to be investigated with regards to the factors that might 
be able to affect and enhance ethical tourism  
Therefore, the scope of this study was to examine simultaneously these three types of ethical 
consumption with reference to the hotels sector, as well as selected factors able to describe and/or 
predict these behaviours. 
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2.  LITERATURE REVIEW and RESEARCH GAP 
 
The World Tourism Organization (WTO, 2002) has defined ethical tourism as having its roots 
within the sustainable tourism development. Nevertheless, ethical tourism is a concept that goes 
beyond the environmentally friendly tourism (Weeden, 2002). Ethical tourism should include 
consideration and responsibility not only towards the physical environment but also towards the 
human environment and the cultural heritage of the destination countries (Lansing and De Vries, 
2007).  
Particular examination of ethical consumer behaviour with reference to tourism is at a relatively 
early stage (Cleverdon and Kalisch, 2000; Tallontire et al., 2001; Ritchie et al., 2005, p. 189).  So 
far, the usual research approach has been the examination of green hotels over conventional hotels 
(see among others Manaktola and Jauhari, 2007; Lee et al., 2010; Gronau and Brohlburg, 2011 ; 
Han et al. 2010 and 2011). 
Lee et al. (2010) explored how to develop the image and branding of a green hotel using the 
concepts of cognitive, affective and overall images. Han et al. (2010) employed a refined TPB 
model and found that attitudes, subjective norm and perceived behavioural control positively 
affected intentions to stay at a green hotel, while intentions did not statistically differ between eco-
friendly or eco-indifferent customers. A year later, Han et al. (2011) found that female customers of 
older age, who have favourable attitudes towards eco-friendly behaviours and positive images of 
green hotels, were more willing to stay at a green hotel, to recommend it and to pay more for it.  
In Greece, there has been scant consumer research on the ethical tourism topic. The relevant efforts 
initially focused on the negative type of ethical tourism, i.e. boycotting unethical hotels (Tilikidou 
and Delistavrou, 2011; Delistavrou et al., 2012). There have also been a couple of recent, 
exploratory attempts (e.g. Tilikidou et al., 2013) to explore the role of attitudes and demographics 
simultaneously on the three types of customers’ ethical behaviour in the hotel sector.  
However, factors that are able to motivate such behaviours remain still extensively unknown. As 
usual in consumer research, attitudes have attracted the greater part of researchers’ attention so far, 
while other factors have been rather neglected. For example, there have been some theoretical and 
empirical suggestions that a consumer’s personal ability or power (internal control)  as well as 
other important people’s or teams’ suggestions or social pressure (external control) might influence 
his/her intentions to perform a certain behaviour (see among others: Laroche et al., 2001; Lee, 
2005, Han et al., 2010). 
Examination of internal and external controls goes beyond attitudes. This approach implies that a 
person might have positive attitudes which normally should lead to positive behavioural intentions 
but these intentions could be constrained in practice by limited personal financial means or other 
people’s discouragement towards the relevant behaviour. On the other hand, a person might have 
neutral or even negative attitudes but positive social pressure might guide him to formulate positive 
intentions and eventually adopt a certain socially desirable behaviour.  
The above presented literature review indicates that there is much more to be further understood 
with reference to ethical consumption in lodging behaviours, while this study will hopefully 
contribute to fill just a few voids in the relevant research outcomes. 
 
3. RESEARCH OBJECTIVES 

• To explore the degree up to which Greek potential lodging customers intend to stay at a green 
hotel, boycott or act discursively against unethical hotels  

• To examine the impact of internal and external control on consumers’ intentions to adopt the 
above mentioned three types of ethical tourism 

• To investigate any possible demographic discrepancies among the sample with reference to the 
behaviours under examination   
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4. METHODOLOGY 
 
4.1. Sampling 
A survey was conducted among the households of the urban area of Thessaloniki, Greece. The 
sample size was set up to 520 households and the procedure ended in 500 usable questionnaires. 
The instrument was a structured questionnaire and respondents were approached through personal 
interviews. The sampling method was a combination of the two-stage area sampling and the 
systematic sampling (Tull and Hawkins, 1993, p. 544; Zikmund 1991, p. 471).  
A marketing academic researcher acted as field manager while the interviews were taken by trained 
senior marketing students in teams of two during May 2013. 
 
4.2. Variables Measurement 
Consumers’ behavioural intentions were measured through the variable Intentions to visit green 
hotels (I), which consists of two items in a sequence:  1= I plan to stay at a green hotel when 
travelling, 2= I will make an effort to stay at a green hotel when travelling.   
The Boycotting (B) against unethical hotels was examined through a 9-items variable. The 
respondents were asked whether they would get engaged in boycotting a hotel that had been 
demonstrably reported for one or more unethical practices such as serious damages on the 
environment, child labour, extremely cruel behavior towards animals or extremely cruel behavior 
towards workers.  
The Discursive Activities (DA) against unethical hotels was examined through a 6-items variable. 
Respondents were asked whether, besides boycotting, they might be willing to get engaged in any 
other communicative activities against unethical hotels such as petition gathering, spread of SMS 
and/or e-mails, visiting and writing in internet blogs or participation in protest events. 
Internal Control (IC) was examined on a scale of 3 items, which included the respondent’s self-
confidence, ability, time, resources and opportunity to visit a green hotel if he/she would like that. 
External Control (EC) was examined on a scale of 3 items, which focused on whether important to 
the respondent people might think, want or prefer for him /her to choose  an ethical hotel over a 
conventional one.  
All the above presented variables were measured on 7-point Likert type scales from 1=Very Much 
Disagree to 7=Very Much Agree. 
Past Behaviour was measured on a 7-point frequency scale from 1=Never to 7=More than 10 times 
(previously stayed at a green hotel) 
Five demographical variables were added in the investigation, namely gender, age, education, 
income and occupation. The relevant scales were adopted from the EL.STAT. (EL. STAT., 2012). 
 
5. RESULTS 
 
The descriptive statistics indicated that respondents expressed a higher level of Intentions to plan 
visiting (Mean=3.46, Std. Dev.=1.81) than actually booking a room (Mean=2.90, Std. Dev.=1.79) at 
a green hotel when travelling. Boycotting (a=0.949) takes theoretical values from 9 to 63 and with a 
Mean of 55.11 (Std. Dev.=9.74)  indicated a high level of consumers’ intentions to get engaged in a 
hotel boycotting. Discursive Activities (a=0.916) takes theoretical values from 6 to 42 and with a 
Mean of 26.19 (Std. Dev.=9.37) indicates moderate  involvement of consumers’ into this type of 
ethical consumption, mostly in motivation to participate in a boycotting (Mean=5.42, Std. 
Dev.=1.57) or petition gathering campaigns  (Mean=4.79, Std. Dev.=1.74). 
Internal Control (a= 0.815) taking also theoretical values from 3 to 21, with a Mean of 13.09 (Std. 
Dev.=4.65) indicates a rather high level of respondents’ perceptions with reference to their ability, 
resources and opportunities to stay at a green hotel. External Control (a=0.920), takes theoretical 
values from 3 to 21 while with a Mean of 11.23 (Std. Dev.=5.03) indicates a rather moderate level 
of the respondents’ perceptions with regards to whether other important people think, want or prefer 
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for them to stay at a green hotel. Past Behaviour indicated that the 80.4% of the respondents have 
never visited a green hotel, the 8.4% have stayed once, while a small percentage (11.2%) have 
stayed more than once at a green hotel. 
The ONE-WAY ANOVAs indicated that there are two statistically significant (p<0.10) relationships, 
the first between Intentions and Gender (men) at p<0.10) and the second one between Intentions 
and Age (35-44). There are also statistically significant relationships (p<005) between Boycotting 
and Gender (women) and between Discursive Activities and Age (18-24).  
Pearson Parametric Correlations indicated that there are statistically significant relationships 
(p<0.000), a positive and strong relationship between Intentions and External Control (r=0.637), a 
positive and strong one between Intentions and Internal Control (r=0.569) and a positive and 
moderate one between Intentions and Past Behaviour (r=0.437). Relationships were also found 
between pairs of the behavioural variables, namely a positive and moderate relationship between 
Intentions and Discursive Activities (r=0.442) and a positive and weak one between Intentions and 
Boycotting (r=0.123).  
Multiple Regression indicated that the interactive effect of External Control, and Internal Control 
are able to explain the 50.5% (adjusted R2=0.505) of the variance in Intentions. The resulting 
equation is: 

Intentions = - 0.826 + 0.479 External Control + 0.356 Internal Control 
 
6. DISCUSSION AND CONCLUSIONS 
 
The results indicated that the great majority of Greeks have never stayed at a green hotel. A closer 
look though at the results insights indicates that those few, who have actually stayed previously at a 
green hotel, are highly influenced to do it again next time travelling. In overall, Greeks are not 
willingly ready and keen in actually choosing to book and stay at a green hotel the next time they 
are going to travel. They certainly seem to think that green and/or ethical hotels might be socially 
desirable in general but they will not actually make an effort to search and find a hotel of this kind. 
In fact, for the majority of the respondents, some issues such as protecting cultural and natural 
environment and/or  fair working conditions etc, remain “unseen” when they are going to book a 
room at any hotel. Further, it is to be mentioned, that no common demographical profile in all three 
types of ethical tourism was found. With reference to Intentions men of 35-44 years of age, were 
found to be more willing to search and find a green hotel next time travelling. With reference to 
boycotting, mostly women seem very willing to join a boycott against an unethical hotel, especially 
if it has been accused about barbaric exploitation of workers or animals or uses child labour. With 
reference to digital activities, as expected, young people of 18-24 years of age were found more 
willing to act discursively. 
Greeks in overall were found to believe rather strongly that it is up to them to choose a green hotel 
over a conventional one.  On the other hand, they neither agree nor disagree that important others 
would want them to stay at green and/or ethical hotels. The statistically significant relationships 
however indicate that the strong impacts of mostly external but also internal controls on the 
respondents’ intentions imply that consumers are influenced by their own ability, means, time and 
opportunities to stay at a green hotel while at the same time they are even more strongly motivated 
by important others, who would like them to do so.  
  
7. LIMITATION AND IMPLICATIONS 
 
Firstly, an obvious limitation of this study is the failure to indicate a full demographic profile of 
ethical lodging customers. In fact, this potential market segment has not been described in full 
details with regards to its size and characteristics. The absence of this information makes difficult 
any attempt for comparison with previous research results. It is also difficult to estimate if there 
have been any changes to the market that might be attributed to the economic crisis by which 
Greeks are suffering during a considerable period of time. Secondly, we should be careful with the 
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generalization of the results to other populations, as this survey was conducted just in the 
Thessaloniki urban area. Thirdly, although our so far understanding of the formulation of intentions 
was proceeded to an extent by this study (because past behaviour as well as internal and external 
control were introduced in the research agenda), there is much left to be desired by future research 
with reference to the factors that are able to describe and predict the three types of ethical behaviour 
in tourism. 
Nevertheless, there are already some, hopefully valuable to the hotel managers, implications based 
on the findings of this study. Communication effort should include, besides the usual mass and 
social media, material and data about environmental and cultural protection.  An emphasis should 
be placed on fair labour conditions, respectable working environment etc. All these promotional 
tools should be creatively transformed into commercials spots to be projected at the tv channels and 
at the hotel premises at any given chance.  
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