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Abstract

The purpose of this research is to examine the relationship between tourists’ cultural
factors (collectivism and long-term orientation) and their intention to visit green hotels,
with a particular focus on the sequential mediation of both ethical philosophy and ethical
judgement. Using the Hunt-Vitell theory of marketing ethics, the study develops a
prediction model and analyzes it through PLS-SEM on a sample of 485 Pakistani tourists
calculated using the G* power calculator. The findings demonstrate that tourists’ cultural
factors have a significant positive relationship with their intention to visit green hotels
and that ethical philosophies and ethical judgement positively mediate this link. This
research offers valuable insights for industry practitioners and researchers in the
hospitality sector, expanding our understanding of the intricate interplay between culture,
marketing ethics, ethical philosophy, and green hotels in a developing economy.

Keywords: Consumer ethics, Culture, Collectivism, Long-term orientation, Hunt-Vitell
theory, Ethical philosophy, Green hotels, Sustainable tourism, Pakistan.

1. Introduction

Green hotels have earned significant attention from environmentally conscious
customers, who prioritize and value sustainability [1]. Hotel managers are responding to
customer concerns about sustainability by developing effective strategies [2]. To remain
competitive and reduce their negative environmental impact, many hotels are changing
the way they operate [3]. The present-day hospitality industry has begun to recognize its
substantial impact on environmental sustainability [4]. Hotels are therefore taking steps to
limit their responsibility for any damage done by hospitality products/services [5]. Major
hotels like The Nile Ritz-Carlton, a high-end hotel in Cairo, have lowered their water
consumption and practices recycling leather, building debris, and sustainable lumber; The
Hilton Hotels chain has begun replacing its plastic room keys with wooden ones; and
Four Seasons Hotels have redesigned their kitchens to be more efficient in term of energy
consumption in Cairo. The application of these eco-friendly practices would result in
advantages for both the natural world as well as the hospitality sector [6].

The tourism and hospitality industry in Pakistan has gained significant importance in
recent years. It contributed 5.9% to the national GDP and generated 3.8 million jobs in
2019. Notably, the industry experienced a growth rate of 3.5%, surpassing the overall
economic growth rate of 2.5%. These statistics highlight the industry's rising prominence
and its positive impact on Pakistan's economy [7]. Pakistan is recognized as a top global
tourist destination and attracts visitors from diverse countries who flock to witness its rich
cultural and historical sites. In 2017, approximately 2 million people explored the
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captivating Northern areas, as reported by the Pakistan Tourism Development Corp. [8].
The tourism industry in Pakistan encompasses various forms, including sports, adventure,
eco-tourism, historical exploration, gastronomy, and religious pilgrimage. In recent years,
Pakistan has experienced a remarkable influx of tourists, thanks to the government's
endeavors to simplify the visa acquisition process. Notably, the government's
commendable initiative allows tourists from 30 destinations to enjoy visa-free entry into
the country [9].

Prior research in tourism and hospitality has utilized behavioral theories such as the
Theory of Planned Behavior (TPB) and the Theory of Reasoned Action (TRA) to
understand customer pro-environmental intentions [5,10-12]. While recent studies have
attempted to integrate ethical variables into these models, there is still a need for a more
comprehensive model that can effectively analyze the factors influencing tourists’
intention to visit eco-friendly hotels [4,13] especially when it comes to developing
economies like Pakistan. To address this gap, the present study aims to create and test a
model based on the Hunt-Vitell theory of marketing ethics, which has not previously been
used in this context to the best of our knowledge.

In addition to this, studies in the past have shown that ethical considerations play a major
role in consumer buying decisions [14]. Another study found that customers often
evaluate moral issues differently depending on their cultural backgrounds and personal
experiences [15]. Hofstede Insights identifies Pakistan as a nation with a strong emphasis
on collectivism and a moderate focus on long-term orientation [16]. Cultural values hold
great significance in the lives of its citizens and play a crucial role in shaping their daily
decision-making processes. Previous studies have examined the relationship between
consumers' moral philosophies and their ethical decision-making within the realm of
consumer behavior [17-19]. However, there is a lack of research specifically focused on
the influence of cultural values on tourists' ethical decision-making, particularly in
developing nations with strong cultural ties like Pakistan. Furthermore, little attention has
been given to the mediating role of ethical philosophies in the context of green hotels.
This study aims to fill these gaps in the existing research by investigating how tourists'
cultural values, specifically collectivism and long-term orientation, impact their intention
to visit green hotels. Additionally, the study explores the potential mediating role of
ethical philosophies and ethical judgement in shaping this relationship.

The goal of this study is to develop and evaluate a comprehensive framework to explore
factors influencing tourists’ intentions to visit green hotels. This research is distinct in its
approach and adds to the existing knowledge by creating a framework that has not been
tested. This research’s contributions to tourism and hospitality include: identifying factors
that affect consumers’ intention to visit green hotels in a developing economy,
investigating the effect of cultural factors on tourists’ intentions to visit green hotels in
Pakistan which is a culturally enriched country, examining the role of ethical philosophy
in tourists’ decision-making process, examining the sequential mediating role of ethical
philosophies and ethical judgement among cultural factors and intention to visit, and
application of H-V model in understanding tourists’ ethical decision-making process.

2. Literature Review
2.1 Green Hotels

Green hotels, also known as sustainable hotels, eco-hotels, environmentally friendly
hotels, eco-friendly hotels, eco-efficient hotels, and ecological hotels are establishments
that place a high value on environmental protection and preservation. The Green Hotel
Association [20] states these hotels as the ones backed by organizations to minimize
waste, save energy and water, and promote environmental conservation, while also
reducing costs. Kasim [21] expands this definition to include a focus on responsible
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operations regarding local communities, culture, employees, and the environment. Along
with prioritizing environmental protection through their activities, green hotels aim to
raise environmental awareness among their guests, encouraging and promoting
sustainable behavior. Despite a widely accepted definition in literature, there exist no
universally accepted criteria for determining whether a hotel can be regarded as green or
eco-friendly.

2.2 Hunt-Vitell Theory

The Hunt-Vitell (H-V) theory is a well-established model the purpose of which is to study
the process of consumers’ ethical decision-making. This model takes into account both
the perceived benefits and personal values of individuals. Many researchers have utilized
the H-V model to understand the ethical behavior of consumers, and it has been applied
in various studies [15,22,23]. The H-V model is designed to explain the cognitive
processes individuals go through when faced with ethical dilemmas, making it an
appropriate tool for exploring consumers' ethical behavior [24].

3. Hypotheses Development
3.1 Collectivism and ethical philosophies

Collectivism (CLTV) prioritizes group values over individual values and is characterized
by strong social networks in societies such as extended families, patriarchal clans, and
work-based groups [25]. Individuals in collectivist cultures prioritize group decision-
making and prioritize their group's interests to maintain loyalty-based relationships
[25,26]. Fairness is only applied to those outside the group, while equality is the guiding
principle for those within the group [27]. Sharing and adherence to societal ethical norms
and standards are emphasized in collectivist cultures [17,25,28].

Collectivism is a complex issue analyzed at both societal and individual levels in studies
of ethical decision-making [29-32]. However, Husted and Allen [32] found a lack of
research on how CLTV impacts ethical behavior at the individual level. This study
focuses on examining the relationship between an individual's collectivist views and
ethical decision-making by conceptualizing CLTV at the individual level.

This research aims to explore the association between CLTV and ethical decision-making
when it comes to green/eco-friendly hotels. Despite a lack of direct research in this area,
earlier studies have inferred a positive relationship between CLTV and ethical behavior.
Yoo and Donthu [33] found that people having a collectivist mindset show a greater
preference for ethical marketing practices, while a positive correlation was discovered by
Huang and Lu [34] between CLTV and marketing ethics. Moreover, it was also
discovered that customers having higher levels of CLTV are more likely to reject
unethical activities [35]. Based on these findings, the study proposes the following
hypotheses:

H1: Collectivism is positively associated with tourists’ deontological evaluation of green
hotels.

H2: Collectivism is positively associated with tourists’ teleological evaluation of green
hotels.

3.2 Long-term Orientation and ethical philosophies

Hofstede's [35] short-term/long-term orientation dimension measures time perspective
and suggests that cultures with a long-term orientation (LTO) tend to exhibit more pro-
environmental behavior than those with a short-term orientation (STO). This is because
environmental issues, such as climate change, primarily affect the future [36], causing
individuals from LTO cultures to prioritize the long-term consequences of their actions.
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Trudel and Cotte [37] suggest that sustainability studies aim to understand how short-term
consumer behaviors and perceptions impact future generations and influence customer
behavior. Pro-environmental activities often lack immediate benefits and have long-term
consequences, leading individuals with a higher degree of long-term orientation (LTO) to
be more likely to adopt eco-friendly technology [38—40].

Therefore, LTO is frequently associated with environmental responsibility and honesty
[19,42]. Individuals with a higher LTO tend to prioritize culture and social values, making
them more inclined to support environmental conservation for upcoming generations by
utilizing sustainable goods and technologies [43]. Consumers who possess a strong sense
of strategy and adhere to their values, as per researchers, tend to have higher ethical
standards [43-46]. As a result, their ethical evaluation of sustainable practices would be
positive. Thus, it can be hypothesized that:

H3: Long-term orientation is positively associated with tourists’ deontological evaluation
of green hotels.

H4: Long-term orientation is positively associated with tourists’ teleological evaluation of
green hotels.

3.3 Ethical philosophies and Ethical judgement

An individual's ethical judgement (EJ) refers to the acceptability of conduct or action.
According to the H-V model, consumers' EJ is influenced by their ethical philosophies:
deontological (DE) and teleological evaluations (TE) [17]. Higher levels of DE lead to
positive EJ, while TE enables consumers to weigh the consequences of their behaviors
and make decisions accordingly [47]. Once consumers make a judgement that a specific
behavior is unethical and will lead to negative consequences, they tend to view it as
unacceptable and make an effort to reduce that behavior [48,49]. Consumers with a
greater degree of DE and TE are more likely to make positive EJ towards green hotels
and sustainable practices and support environmental conservation for future generations,
particularly in the long-term impacts of the tourism industry [17].

Ethical philosophies are positively associated with ethical judgement (EJ) across various
contexts such as food waste behavior, accounting decisions, and fair trade [50-52]. This
suggests that an individual's ethical philosophy plays a crucial role in shaping their EJ and
behavior. Moreover, previous research has also shown that ethical considerations are
significant to customers when making buying decisions [53,54]. Based on these findings,
it can be hypothesized that:

H5: Tourists with a higher level of deontological evaluation consider visiting green hotels
as ethical.

H6: Tourists with a higher level of teleological evaluation consider visiting green hotels
as ethical.

3.4 Ethical judgement and Intention

Vitell et al. [55] suggest that consumers evaluate the ethicality of behavior when making
EJ. According to the Hunt-Vitell model [47], consumers evaluate behavior using
deontological and teleological philosophies. People act in ways that are consistent with
their moral beliefs or, at the very least, do not contradict them. This is comparable to the
TPB model, which contends that behavior is greatly influenced by one's attitude, which is
determined by one's personal values [56].

Several models of ethical decision-making include EJ as a variable in the creation of
behavioral intention [47,57-59]. Studies have found that EJ significantly predicts
consumers’ ethical behavior [58-61], and it is a strong predictor of consumer intentions to
purchase environmentally friendly products [19,41] and engage in pro-environmental
behaviors [38,40]. Furthermore, EJ has a positive impact on INT in various contexts,
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including pollution, deceptive sales practices, bribery, offensive advertising, and
consumer food waste [62—65].

In addition to this, previous studies suggest that consumers with favorable EJ are more
likely to have positive behavioral intentions toward recycling food waste and engaging in
ethical actions such as purchasing green products [52,66,67]. Therefore, H7 is proposed:

H7: If tourists view visiting green hotels as ethical, their intention to visit them increases.
3.5 Sequential Mediation of ethical philosophies and ethical judgement

Ethical beliefs and values, including deontological and teleological ethics, and ethical
judgement often mediate the association between customer values and behavioral
intention [47]. Ethical philosophies reflect individuals' beliefs about right and wrong,
while ethical judgement reflects their evaluations of the ethics of a particular behavior.
Both ethical philosophies and ethical judgement mediate the relationship between
customer values and behavior.

Studies by Steenhaut and van Kenhove [68] and Chowdhury [69,70] have explored the
mediating role of ethical philosophy between antecedents like religiosity, personal values,
emotional intelligence, and ethical beliefs. Additionally, Wang et al. [71] discovered that
ethical philosophies mediate the relationship between social norms and pro-
environmental behaviors. These findings suggest that ethical philosophies may play a
significant intermediate role in predicting the relationship between customer values and
their behavioral intentions.

In addition, Singhapakdi et al. [72] found that ethical judgement mediates the relationship
between values and ethical intentions among business professionals, while King and
Mayhew [73] discovered that ethical judgement mediates the relationship between ethical
beliefs and behavior among business students. Based on this literature, it is hypothesized
that:

H8: Collectivism has a significant positive indirect effect on the intention to visit green
hotels through the sequential mediators of ethical philosophies and ethical judgement.

H9: Long-term orientation has a significant positive indirect effect on the intention to
visit green hotels through the sequential mediators of ethical philosophies and ethical
judgement.
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Figure 1. Research Framework
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4. Methodology
4.1 Sample and data collection

This study used a quantitative method to assess a conceptual framework by distributing a
survey questionnaire in January 2023 to a sample of tourists in Pakistan. The data
collected was analyzed using statistical techniques to examine the connections among the
variables. The survey was conducted among a sample of tourists in Pakistan who had
visited a green hotel. The study was limited to three, four, and five-star hotels in the
Islamabad and Rawalpindi regions of Pakistan. One and two-star hotels were excluded
from the study as they were deemed to not place enough emphasis on sustainable
practices. Respondents were screened for relevant experience and provided with
information on green hotels. The questionnaire was accompanied by a professional cover
letter in which each participant was asked for his/her consent and was requested to
participate voluntarily. Participants were guaranteed the confidentiality of their provided
data, as the analysis would only be carried out at an aggregate level and the findings
would be generalized for the study population. Additionally, they were explicitly
informed that no data would be disclosed publicly, eliminating any confidentiality
concerns. The respondents evaluated the items on a 5-point Likert scale, which ranged
from 1 (strongly disagree) to 5 (strongly agree). The study's items descriptive statistics
are detailed in Appendix A. The study used consistent demographics with previous
research [12,52].

The G*Power calculator was used to determine the minimum sample size of 472, with a
power of 0.90 and an effect size of 0.15, and a maximum of three arrows per construct.
This sample size calculation method has been used previously by other researchers in
tourism and hospitality [74-76]. The survey method was used for data collection, as it is a
popular and essential method for validating links between constructs. The questionnaire
was distributed both manually and online, resulting in 485 valid responses after removing
incomplete and invalid data from an initial pool of 525 participants. Common method
bias was tested through a pretest to avoid ambiguity.

The data collection for this study received ethical approval from the Departmental Ethics
Committee (Ethical Review Board) of Capital University of Science and Technology,
Islamabad, Pakistan. The data collection procedure strictly adhered to ethical guidelines.
It is important to note that this research did not involve any clinical trials or experiments
with human beings or animals, and the questionnaire used in the study did not request any
sensitive information.

4.2 Measurement instruments

To measure CLTV, six items were taken from Yoo et al. [77]. These statements, such as
"Individuals should sacrifice self-interest for the group,” were assessed on a five-point
Likert rating scale.

The LTO scale was taken from Bearden [78] and consisted of eight items. Respondents
were asked to rate statements such as "l don't mind giving up today's fun for future
success"” on a five-point Likert scale, where "strongly disagree” was given a score of 1
and "strongly agree" was given a score of 5.

The scale of Reidenbach and Robin [79] was used to measure DE and TE, which
consisted of ten items. Respondents were asked to rate their responses to statements such
as "Visiting green hotels does not violate an unwritten contract” and "Visiting green
hotels have a positive impact on society" using a five-point scale.

The EJ of tourists towards green hotels was assessed using four items from Reidenbach
and Robin [79] and a five-point Likert scale. Participants were asked questions such as,
"Visiting green hotels is moral?" to gauge their views.
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Intention to visit green hotels was measured with three items taken from Kim et al. [80]
using a five-point Likert scale. The statements evaluated included: "1 am willing to stay at
a green hotel when traveling." All scales in the survey utilized a five-point Likert scale for
rating. All the items can be found in the table given in the appendix.

4.3 Data Analysis

Several factors led to the deployment of PLS-SEM to scrutinize the dataset. First of all,
this method is most suited to put new relationships to the test in a research framework,
especially when the research is exploratory in nature. Secondly, it is best for examining
the prediction orientation of constructs. Utilizing PLS-SEM is also justified by the out-
sample prediction method developed by Shmueli et al. [81]. In addition to this, the use of
PLS-SEM in hospitality research is supported by previous research [82,83].

5. Results
5.1 Descriptive statistics

Table 1 shows the demographics of the study participants, with 71.5% of respondents
being men and 28.4% being women. Age-wise, 41.2% were 25 years old or below, 32.7%
were between 26 and 35, 17.7% were between 36 and 45, and 8.2% were 46 years or
older. About 65.3% held a bachelor's degree, 20% had an intermediate degree and 14.6%
of the respondents had a master’s degree. The study investigated the link between
demographics and research variables using t-tests and ANOVAs, but no significant
variations were found. The measurement model was evaluated using PLS-SEM after a
pilot study was conducted with 75 respondents, which showed satisfactory reliability
(Cronbach's alpha > 0.70) for all constructs. The primary study's data was then collected
after obtaining favorable results from the pilot test.

TABLE 1 Demographics Characteristics of the sample

Demographic characteristics Frequency (%) Cumulative (%)
Gender

Male 347 715 7154
Female 138 28.4 100
Age

25 200 41.2 41.23
26-35 159 32.7 74.02
36-45 86 17.7 91.75
46 40 8.2 100
Qualification

Intermediate 97 20 20
Bachelor 317 65.3 85.36
Master 71 14.6 100

5.2 Measurement Model

This study applied a nonparametric statistical method called variance-based partial least
structural equation modeling. Data quality was checked by assessing the lowest and
highest values to account for punching errors and examining the skewness and kurtosis to
assess if the data were distributed normally. The outcome indicated that the skewness and
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kurtosis fell within the acceptable limits of +/- 1 and +/- 2., and all data fell within the
normal range of 1 to 5 according to the normal distribution.

To assess the accuracy and dependability of the gathered data, a measurement model was
used [84]. The reliability of the data was assessed using composite reliability, with all the
construct loadings passing the cutoff value of 0.70 [85]. The minimum value for
composite reliability was 0.89, which was higher than the acceptable value of 0.7 [84].
The convergent validity of the data was also determined through the evaluation of the
average variance extracted (AVE). The AVE value surpassed the minimum threshold of
0.50. Some items had outer loadings that were lower than 0.7, but they were still included
in the study as their AVE values were greater than 0.5 [84]. The discriminant validity of
the constructs was confirmed by analyzing the heterotrait-monotrait ratio (HTMT) [86].
The study by Henseler et al. [86] states that a heterotrait-monotrait ratio (HTMT) of
below 0.90 is considered acceptable, and all constructs in the present study had HTMT
values lower than this threshold. Thus, the measurement model demonstrated acceptable
discriminant validity presented in Table 2. After assessing the reliability and validity of
the data through the measurement model, the subsequent step involved assessing the
structural relationships among the variables of the study. This was accomplished by
assessing the structural model.

Table 2 Measurement statistics for construct scales

Constructs  OL CR AVE o VIF MSV ASV
Collectivis 0.878 0.547 .78 15 0.329 0.190
m

CLTV1 0.69

CLTV2 0.72

CLTV3 0.76

CLTV4 0.74

CLTV5 0.71

CLTV6 0.81

Long-term 0.949 0.701 .87 2.2 0.290 0.180
orientation

LTO1 0.70

LTO2 0.67

LTO3 0.86

LTO4 0.88

LTOS 0.77

LTO6 0.93

LTO7 0.91

LTO8 0.93

Deontologic 0.904 0.655 .83 201 0321 0.165
ag{/aluation

DE1 0.86

DE2 0.87
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DE3 0.76

DE4 0.78

DE5 0.77

Teleologica 0.911 0.671 .85 2.68  0.213 0.166
| evaluation

TELl 0.81

TE2 0.87

TE3 0.76

TE4 0.78

TES 0.87

Ethical 0.854 0.593 .79 297 0.413 0.334
judgement

EJ1 0.77

EJ2 0.76

EJ3 0.78

EJ4 0.77

Intention 0.872 0.695 712 149  0.278 0.222
INT1 0.87

INT2 0.82

INT3 0.81

Notes: OL= Outer loadings; CR = Composite reliability; AVE = Average
variance extracted; VIF: Variance inflation factor; MSV: Maximum shared
squared variance; and ASV: Average shared squared variance

5.3 Structural Model

After analyzing the measurement model, the structural model was evaluated using the
Coefficient of Determination (R2), Effect Size (f2), t-values, and Out-Sample Prediction
[84]. The t-values were calculated through 5000 bootstrapping procedures [84]. The
results indicated that the effect of CLTV on DE (H1) was significant with a value of (b =
0.30, p < 0.001) and the effect of CLTV on TE (H2) was also significant with a value of
(b =0.41, p < 0.001). The effect of LTO on DE (H3) was significant with a value of (b =
0.37, p < 0.001) and the effect of LTO on TE (H4) was also significant with a value of (b
=0.31, p <0.001). The impact of DE on EJ (H5) was supported with a value of (b = 0.26,
p <0.001), and the impact of TE on EJ (H6) was also supported with a value of (b = 0.29,
p <0.001). The impact of EJ on INT (H7) was also supported with a value of (b =0.33, p
< 0.001). The results are presented in Table 3.

Table 3 Results of structural model analysis (hypotheses testing)

Hypothesis Relationships B SE  t-values F? R? Q? Decision

H1 CLT ~ DE .30 .006 4.98™ 015 0362 0.155 Supported
H2 CLT =~ TE .41 .007 393 0014 0352 0.155 Supported
H3 LTO ~ DE .37 .006 2.68™ 0015 0292 0.175 Supported
H4 LTO °~ TE .31 .008 7.58™ 0011 0242 0.175 Supported
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H5 DE  ~ EJ 26 .005 566™ 0079 0313 0.185 Supported
H6 TE ~ ° EJ 29 .009 7.43™ 0066 0404 0.166 Supported
H7 EJ " INT .33 .004 443™ 0081 0302 0.183 Supported
Notes: *pp <0.1;**p <0.01;***p < 0.001

5.4 Bootstrapping for the mediating test of potential variables

The sequential mediation model tested four mediation pathways, as presented in Table 4.
The significance of each mediation pathway was determined using 95% confidence
intervals (CI). A mediation pathway was considered significant if both the lower and
upper limit confidence intervals did not contain zero, providing robust evidence of the
mediation effect. In essence, the pathway from CLTV to Intention to Visit via DE-EJ (f =
0.172, CI: — 0.043 ~ — 0.038), the pathway from CLTV to Intention to Visit via TE-EJ (B
=0.178, CI: — 0.168 ~ — 0.172) and the pathway from LTO to Intention to Visit via DE-
EJ (B=0.181, CI: — 0.078 ~ — 0.055), the pathway from LTO to Intention to Visit via TE-
EJ (B = 0.186, CI: — 0.051 ~ — 0.061) all four pathways showed statistically significant
mediating effects, highlighting the robustness of the study's findings. Results confirmed
the sequential mediating effect of ethical philosophies and ethical judgement on the
relationship between customers’ cultural factors (i.e., collectivism and long-term
orientation) and their intention to visit green hotels. Therefore, H8 and H9 are supported.

TABLE 4 Bootstrapping test 95% CI (standardized)

Outcome Intention to Standardized SE Bootstrapping 95% ClI

Visit coefficient (13) Lower limit Upper limit

Indirect effects

CLTVto INT

via DE-EJ 0.172 0.011 —0.043 —0.038
via TE-EJ 0.178 0.017 —0.168 -0.172
LTO to INT

via DE-EJ 0.181 0.010 —0.078 —0.055

via TE-EJ 0.186 0.015 —0.051 —0.061
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Figure 2. Structural Model

6. Discussion and conclusion

The significant role of sustainable consumption in the travel and lodging industry
highlights the need for an in-depth examination of the variables that affect consumers'
intent to visit green hotels. The study examines the variables affecting consumers' intent
to visit green hotels in Pakistan's hospitality industry, using SmartPLS-SEM and a
developed conceptual framework. Data from 485 tourists supports the model's accuracy
in predicting intention, with ethical philosophy playing a crucial role in decision-making.
The findings emphasize the importance of understanding and promoting sustainable
consumption and ethical values in the hospitality industry.

The results confirm that CLTV positively influences customers’ DE and TE of green
hotels which aligns with previous research findings [87] as per which consumers with
greater CLTV displayed a high level of idealism and relativism (i.e., deontological and
teleological evaluation). Besides CLTV, a significant positive impact of LTO on tourists’
DE and TE has also been noted which corresponds with the previous research works
indicating that consumers' LTO has a significant positive influence on their ethical values
[88,89]. Our findings that CLTV and LTO tourists have positive DE and TE of green
hotels somewhat resemble the findings of Halder et al. [90] as per which consumers with
a higher level of CLTV and LTO demonstrated a greater preference for green
consumption values than consumers with a higher level of individualism and short-term
orientation.

Studies have shown that when consumers adopt TE and perceive the consequences of
their actions as severe or the likelihood of an event occurring being high, they are less
inclined to engage in a given behavior due to heightened awareness of potential negative
impacts [96]. The study supports the positive relationship between TE and INT through
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EJ. Moreover, it confirms the positive impact of DE on EJ towards green hotels, as
previously established by studies [91,92]. Additionally, the H-V theory of marketing
ethics posits that DE has a direct impact on EJ, which ultimately affects ethical intentions
[47,93].

This study discovered that when individuals possess strong ethical values, evaluated
through a deontological framework, and perceive visiting non-green hotels as having
adverse effects on others and the natural world through TE, they are more inclined to
consider such conduct to be unethical and, as a result, their intention to visit green hotels
heightens. These findings align with prior studies that emphasize the significance of
individual moral obligation, which is closely linked to DE, in shaping consumers' EJ and
INT [52]. The literature suggests that consumers are also influenced in their behavior by
their perception of the harmful effects of environmental pollution and ecological damage
[94-96]. The H-V model proposes that when consumers feel that an action violates their
moral principles, they view such behavior as unethical and therefore reduce or avoid
engaging in it [47]. Hence, this study suggests that tourists' EJ and intentions to visit
green hotels are impacted by both DE and TE, indicating that a single moral philosophy
approach is not the sole determining factor.

Last but not least, this study provides support for the notion that ethical philosophies and
ethical judgement sequentially mediate the relationship between customers’ cultural
values and their intention to visit green hotels. This finding is supported by the Hunt-
Vitell theory of marketing ethics, which posits that cultural factors influence ethical
philosophies, which in turn affect EJ and subsequent behavioral intentions [17,47]. Arli
and Tjiptono [46] similarly found a mediating role of ethical philosophies in affecting
individuals’ behavioral intentions. Similarly, ethical judgement was found to be a positive
mediating variable in a study by Dinh et al. [97] in affecting individuals’ intentions. These
results emphasize the significance of taking into account cultural and ethical values in
promoting pro-environmental behavior in the tourism and hospitality industry.

7. Implications
7.1 Theoretical implications

The current study adds to the academic corpus by exploring the factors affecting tourists’
intentions to visit green hotels in the Asian context, filling a gap in the literature.
According to the Hunt-Vitell theory [49,17], the findings of this study affirm that cultural
values, specifically collectivism and long-term orientation, exert a significant influence
on tourists' intention to visit green hotels, even in developing economies. These results
align with existing literature on the impact of culture on purchasing intention. Cultural
values hold substantial importance in the daily lives of Pakistani consumers and should
therefore be carefully considered when examining consumption patterns among the
Pakistani population.

This study sheds light on the intricate relationship between cultural values, ethical
decision-making, and tourists' intention to visit green hotels in a developing economy.
While previous research has established that consumers' cultural values impact their
intention to engage in green purchasing, limited attention has been given to exploring the
influence of Pakistani cultural values, specifically collectivism and long-term orientation,
on their intention to visit green hotels. Our research fills this critical gap by
demonstrating that both collectivism and long-term orientation significantly drive
Pakistani tourists' intention to visit green hotels, bridging the gap between cultural values
and individuals' green purchasing intentions.

Furthermore, this study delves deeper into the dynamics by examining the mediating
effects of tourists' ethical philosophies and ethical judgement within the context of green
hotel visitation. Recognizing the pivotal role of ethical decision-making in shaping
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consumers' choices, the analysis of ethical philosophies and ethical judgement as
mediators provides a comprehensive and nuanced understanding of consumers' green
purchasing intentions. By unraveling these mediating mechanisms, this study contributes
to a more profound comprehension of the factors that influence consumers' green
purchasing behaviors in a Pakistani context.

7.2 Practical implications

As hotels nowadays aim to appeal to environmentally conscious consumers and gain a
competitive advantage by presenting their services as environmentally friendly, our study
offers several implications for hotel managers. Firstly, this study showed that CLTV
significantly impacts tourists’ intention to visit green hotels. Hotel managers can promote
environmentally friendly behaviors among guests, such as carpooling or using public
transportation, and encourage participation in sustainability efforts such as recycling,
composting, and reducing energy consumption. They can also partner with local
organizations that promote environmental conservation to align with collectivist
customers' values and demonstrate the hotel's commitment to sustainability.

Secondly, the study also showed a positive association between LTO and customer
intention to visit green hotels. Based on this information, hotel managers can attract long-
term oriented customers by emphasizing the long-term benefits of the green hotel, such as
reduced environmental impact and cost savings from sustainable practices.

Thirdly, consumers' moral evaluation plays a crucial role in determining their intention to
visit green hotels. This research found that both DE and TE have a strong influence on
consumers' EJ toward visiting green hotels. Hence, governments, businesses, and
educational institutions should promote green hotels as an ethical behavior aligned with
moral standards by raising awareness and shaping consumer views.

Lastly, the study emphasizes that ethical philosophy influences tourists' intention to visit
green hotels. Hotel managers can tailor their marketing strategies to appeal to different
guests with varying ethical philosophies. For example, guests with TE may respond well
to campaigns that emphasize the positive impact of eco-friendly hotels on the
environment and local communities, while guests with DE may be more motivated by the
inherent rightness of staying in a green hotel. Managers should understand their target
market's ethical philosophy to maximize the effectiveness of their marketing messages.

8. Limitations and future research

This study provides insight into the key elements influencing tourists' intentions to
visit green hotels in developing and culturally enriched economies such as Pakistan.
While the H-V theory offers a strong theoretical framework for understanding this
phenomenon, additional studies might look into other elements including perceived
customer efficacy, faith in green products, and their influence on green consumption.
Although the study was conducted in the hospitality industry, it could be helpful to apply
the proposed model to other sectors in order to acquire a deeper understanding.
Furthermore, a longitudinal study would provide a comprehensive explanation of
consumers' intentions to visit green hotels. The suggested conceptual framework is
adaptable enough to include additional factors like materialism, religion, and moral
intensity which may have a significant impact on how consumers behave. The absence of
these factors in the current study highlights the possibility for future research on this
challenging topic to be expanded and enhanced. Finally, this study employed a
quantitative approach and utilized a structured questionnaire to gather data. However, to
further enhance and deepen the findings of this study, future research could incorporate
qualitative methods such as focus groups and in-depth interviews. These qualitative
techniques would provide a more comprehensive understanding of the subject matter,
allowing for a more nuanced exploration of the research topic and potentially uncovering
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additional insights. By combining quantitative and qualitative approaches, future studies
can offer a more holistic perspective on the subject, contributing to a more robust body of
knowledge in this field.

Disclosure statement
The author(s) did not report any potential conflict of interest.
Funding

The author(s) stated that the work presented in this article does not have any associated
funding.

DeclarationThe data collection for this study received ethics approval from the
Departmental Ethics Committee of Capital University of Science and Technology,
Islamabad, Pakistan.

References

1. Merli R, Preziosi M, Acampora A, Ali F. Why should hotels go green? Insights from guests
experience in green hotels. Int J Hosp Manag. 2019 Aug;81:169-79.

2. Pham NT, Tuckova Z, Chiappetta Jabbour CJ. Greening the hospitality industry: How do green
human resource management practices influence organizational citizenship behavior in hotels?
A mixed-methods study. Tour Manag. 2019 Jun;72:386—99.

3. Mak AHN, Chang RCY. The driving and restraining forces for environmental strategy adoption
in the hotel Industry: A force field analysis approach. Tour Manag. 2019 Aug;73:48-60.

4. Han H, Hyun SS. Eliciting customer green decisions related to water saving at hotels: impact
of customer characteristics. Journal of Sustainable Tourism. 2018 Aug 3;26(8):1437-52.

5. Yarimoglu E, Gunay T. The extended theory of planned behavior in Turkish customers’
intentions to visit green hotels. Bus Strategy Environ. 2020 Mar 18;29(3):1097-108.

6. Eid R, Agag G. Determinants of Innovative Behaviour in the Hotel Industry: A cross-Cultural
Study. Int J Hosp Manag. 2020 Oct;91:102642.

7. Travel & Tourism Economic Impact | World Travel & Tourism Council (WTTC) [Internet].
[cited 2023 Aug 8]. Available from: https://wttc.org/research/economic-impact

8. Pakistan Tourism Development Coporation [Internet]. [cited 2023 Aug 8]. Available from:
https://tourism.gov.pk/ptdc.html

9. Yousaf S. Tourism and reconciliation in an enduring rivalry: The case of Kartarpur Corridor on
India—Pakistan border. Tour Manag Perspect. 2021 Jul;39:100833.

10.Wang L, Wong PPW, Narayanan Alagas E, Chee WM. Green Hotel Selection of Chinese
Consumers: A Planned Behavior Perspective. Journal of China Tourism Research. 2019 Apr
3;15(2):192-212.

11. Han H, Moon H, Hyun SS. Uncovering the determinants of pro-environmental consumption
for green hotels and green restaurants. International Journal of Contemporary Hospitality
Management. 2019 Nov 13;32(4):1581-603.

12. Agag G, Colmekcioglu N. Understanding guests’ behavior to visit green hotels: The role of
ethical ideology and religiosity. Int J Hosp Manag. 2020 Oct;91:102679.

13.Chen S, Chen HH, Zhang KQ, Xu X long. A comprehensive theoretical framework for
examining learning effects in green and conventionally managed hotels. J Clean Prod. 2018
Feb;174:1392-9.

14. Andersch H, Arnold C, Seemann AK, Lindenmeier J. Understanding ethical purchasing
behavior: Validation of an enhanced stage model of ethical behavior. Journal of Retailing and
Consumer Services. 2019 May;48:50-9.



Fizza Asif et al. 1002

15. Andersch H, Lindenmeier J, Liberatore F, Tscheulin DK. Resistance against corporate
misconduct: an analysis of ethical ideologies’ direct and moderating effects on different forms
of active rebellion. Journal of Business Economics. 2018 Aug 9;88(6):695—730.

16. Country comparison tool [Internet]. [cited 2023 Aug 8]. Available from: https://www.hofstede-
insights.com/country-comparison-tool?countries=pakistan

17. Hunt SD, Vitell SJ. The general theory of marketing ethics: A retrospective and revision. Ethics
in marketing. 1993;(775-84).

18. Vitell SJ, Paolillo JGP, Singh JJ. Religiosity and Consumer Ethics. Journal of Business Ethics.
2005 Mar;57(2):175-81.

19. Arli D, Tjiptono F. The End of Religion? Examining the Role of Religiousness, Materialism,
and Long-Term Orientation on Consumer Ethics in Indonesia. Journal of Business Ethics. 2014
Sep 7;123(3):385-400.

20.Green Hotel Association [Internet]. [cited 2023 Aug 8]. Available from:
https://greenhotels.com/index.php

21.Kasim A. Socio-Environmentally Responsible Hotel Business: Do Tourists to Penang Island,
Malaysia Care? Journal of Hospitality & Leisure Marketing. 2004 Nov 29;11(4):5-28.

22.Singh JJ, Vitell SJ, Al-Khatib J, Clark I. The Role of Moral Intensity and Personal Moral
Philosophies in the Ethical Decision Making of Marketers: A Cross-Cultural Comparison of
China and the United States. Journal of International Marketing. 2007 Jun 2;15(2):86-112.

23.Carrington M, Chatzidakis A, Goworek H, Shaw D. Consumption Ethics: A Review and
Analysis of Future Directions for Interdisciplinary Research. Journal of Business Ethics. 2021
Jan 18;168(2):215-38.

24.Kavak B, Giirel E, Eryigit C, Tektas OO. Examining the Effects of Moral Development Level,
Self-Concept, and Self-Monitoring on Consumers’ Ethical Attitudes. Journal of Business
Ethics. 2009 Aug 5;88(1):115-35.

25. Hofstede G. The Archimedes effect. Working at the interface of cultures: 18 lives in social
science. MH Bond. London, Routledge; 1997.

26. Kluckhohn FR, Strodtbeck FL. Variations in value orientations. 1961;
27. Triandis HC. Cross-cultural industrial and organizational psychology. 1994;

28. Swinyard WR, Rinne H, Kau AK. The morality of software piracy: A cross-cultural analysis.
Journal of Business Ethics. 1990 Aug;9(8):655-64.

29.Hofstede G. Cultural dimensions in management and planning. Asia Pacific Journal of
Management. 1984 Jan;1(2):81-99.

30.Earley PC. East Meets West Meets Mideast: Further Explorations Of Collectivistic and
Individualistic Work Groups. Academy of Management Journal. 1993 Apr;36(2):319-48.

31.House RJ, Wright NS, Aditya RN. Cross-cultural research on organizational leadership: A
critical analysis and a proposed theory. 1997;

32.Husted BW, Allen DB. Toward a Model of Cross-Cultural Business Ethics: The Impact of
Individualism and Collectivism on the Ethical Decision-Making Process. Journal of Business
Ethics. 2008 Oct 28;82(2):293-305.

33.Yoo B, Donthu N. The Effects of Marketing Education and Individual Cultural Values on
Marketing Ethics of Students. Journal of Marketing Education. 2002 Aug 25;24(2):92-103.

34.Huang CC, Lu LC. Examining the Roles of Collectivism, Attitude Toward Business, and
Religious Beliefs on Consumer Ethics in China. Journal of Business Ethics. 2017 Dec
22;146(3):505-14.

35.Swaidan Z. Culture and Consumer Ethics. Journal of Business Ethics. 2012 Jun
26;108(2):201-13.

36. Hofstede G. Culture and Organizations. International Studies of Management & Organization.
1980 Dec 9;10(4):15-41.

Migration Letters



1003 Through the Looking Glass of Culture: Unravelling the Intentions Behind Green Hotel
Visitation Using Hunt-Vitell Theory

37.Priego FJ, Rossell6 J, Santana-Gallego M. The impact of climate change on domestic tourism:
a gravity model for Spain. Reg Environ Change. 2015 Feb 25;15(2):291-300.

38. Trudel R, Cotte J. Does it pay to be good? MIT Sloan Manag Rev. 2009;50(2):61.

39.Kim Y, Choi SM. Antecedents of green purchase behavior: An examination of collectivism,
environmental concern, and PCE. ACR North American Advances. 2005;

40. Oshurg VS, Davies |, Yoganathan V, McLeay F. Perspectives, Opportunities and Tensions in
Ethical and Sustainable Luxury: Introduction to the Thematic Symposium. Journal of Business
Ethics. 2021 Mar 27;169(2):201-10.

41. Chatzopoulou E, Kiewiet A. Millennials’ evaluation of corporate social responsibility: The
wants and needs of the largest and most ethical generation. Journal of Consumer Behaviour.
2021 May 14;20(3):521-34.

42.Du S, Xie C. Paradoxes of artificial intelligence in consumer markets: Ethical challenges and
opportunities. J Bus Res. 2021 May;129:961-74.

43.Leonidou LC, Leonidou CN, Kvasova O. Antecedents and outcomes of consumer
environmentally friendly attitudes and behaviour. Journal of Marketing Management. 2010
Dec 8;26(13-14):1319-44.

44, Tsui J, Windsor C. Some Cross-Cultural Evidence on Ethical Reasoning. Journal of Business
Ethics. 2001;31(2):143-50.

45.Nevins JL, Bearden WO, Money B. Ethical Values and Long-term Orientation. Journal of
Business Ethics. 2007 Feb 14;71(3):261-74.

46.Jang SY, Chung JY, Kim YG. 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. 2015 Jun 3;20(6):599-618.

47. Arli D, Tjiptono F. The effect of consumers’ religiosity on consumer ethics: the mediating role
of ethical ideology. Asia Pacific Journal of Marketing and Logistics. 2022 Jan 3;34(1):91-109.

48. Hunt SD, Vitell S. A General Theory of Marketing Ethics. Journal of Macromarketing. 1986
Jun 15;6(1):5-16.

49.Culiberg B, Bajde D. Do You Need a Receipt? Exploring Consumer Participation in
Consumption Tax Evasion as an Ethical Dilemma. Journal of Business Ethics. 2014 Oct
27;124(2):271-82.

50. Thyberg KL, Tonjes DJ. Drivers of food waste and their implications for sustainable policy
development. Resour Conserv Recycl. 2016 Jan;106:110-23.

51.Ismail S. Effect of ethical ideologies on ethical judgment of future accountants: Malaysian
evidence. Asian Review of Accounting. 2014 Jul 1;22(2):145-58.

52.Bocken NMP, Short SW, Rana P, Evans S. A literature and practice review to develop
sustainable business model archetypes. J Clean Prod. 2014 Feb;65:42-56.

53. Chang HH. Is it unethical to waste food? exploring consumer’s ethical perspectives and waste
intentions. Current Psychology. 2022 Dec 7;41(12):8434-48.

54. Vitell SJ. A Case for Consumer Social Responsibility (CnSR): Including a Selected Review of
Consumer Ethics/Social Responsibility Research. Journal of Business Ethics. 2015 Sep
27;130(4):767-74.

55. Quoquab F, Pahlevan S, Mohammad J, Thurasamy R. Factors affecting consumers’ intention to
purchase counterfeit product. Asia Pacific Journal of Marketing and Logistics. 2017 Sep
11;29(4):837-53.

56. Vitell SJ, Singhapakdi A, Thomas J. Consumer ethics: an application and empirical testing of
the Hunt - Vitell theory of ethics. Journal of Consumer Marketing. 2001 Apr 1;18(2):153 - 78.

57.Ajzen 1. The theory of planned behavior. Organ Behav Hum Decis Process. 1991
Dec;50(2):179-211.



Fizza Asif et al. 1004

58. Dubinsky AJ, Loken B. Analyzing ethical decision making in marketing. J Bus Res. 1989
Sep;19(2):83-107.

59. Ferrell OC, Gresham LG. A Contingency Framework for Understanding Ethical Decision
Making in Marketing. J Mark. 1985 Jun 19;49(3):87-96.

60.Jones TM. Ethical Decision Making by Individuals in Organizations: An Issue-Contingent
Model. Academy of Management Review. 1991 Apr;16(2):366-95.

61. Singhapakdi A, Vitell SJ, Leelakulthanit O. A Cross - cultural Study of Moral Philosophies,
Ethical Perceptions and Judgements. International Marketing Review. 1994 Dec 1;11(6):65 -
78.

62.Chen H, Wang X. Corporate social responsibility and corporate financial performance in
China: an empirical research from Chinese firms. Corporate Governance: The international
journal of business in society. 2011 Aug 9;11(4):361-70.

63. Bass K, Barnett T, Brown G. Individual Difference Variables, Ethical Judgments, and Ethical
Behavioral Intentions. Business Ethics Quarterly. 1999 Apr 23;9(2):183-205.

64. Vitell SJ. Consumer Ethics Research: Review, Synthesis and Suggestions for the Future.
Journal of Business Ethics. 2003;43(1/2):33-47.

65. Barnett T, Valentine S. Issue contingencies and marketers’ recognition of ethical issues, ethical
judgments and behavioral intentions. J Bus Res. 2004 Apr;57(4):338-46.

66. Singhapakdi A, Vitell SJ, Lee DJ, Nisius AM, Yu GB. The Influence of Love of Money and
Religiosity on Ethical Decision-Making in Marketing. Journal of Business Ethics. 2013 Apr
13;114(1):183-91.

67.Pakpour AH, Zeidi IM, Emamjomeh MM, Asefzadeh S, Pearson H. Household waste
behaviours among a community sample in Iran: An application of the theory of planned
behaviour. Waste Management. 2014 Jun;34(6):980-6.

68. Carrington MJ, Neville BA, Whitwell GJ. Lost in translation: Exploring the ethical consumer
intention—behavior gap. J Bus Res. 2014 Jan;67(1):2759-67.

69. Steenhaut S, van Kenhove P. ‘An Empirical Investigation of the Relationships among a
Consumer’s Personal Values, Ethical Ideology and Ethical Beliefs’. Journal of Business Ethics.
2006 Mar;64(2):137-55.

70. Chowdhury RMMI. Religious Orientations and Consumer Ethics. Journal of Macromarketing.
2018 Sep 10;38(3):315-30.

71.Chowdhury RMMI. Emotional Intelligence and Consumer Ethics: The Mediating Role of
Personal Moral Philosophies. Journal of Business Ethics. 2017 May 29;142(3):527-48.

72. Wang S, Wang J, Wan L, Wang H. Social norms and tourists’ pro-environmental behaviors: Do
ethical evaluation and Chinese cultural values matter? Journal of Sustainable Tourism. 2023
Jun 3;31(6):1413-29.

73. Singhapakdi A, Vitell SJ, Kraft KL. Moral intensity and ethical decision-making of marketing
professionals. J Bus Res. 1996 Jul;36(3):245-55.

74.King PM, Mayhew MJ. Moral judgement development in higher education: Insights from the
Defining Issues Test. J Moral Educ. 2002;31(3):247-70.

75. Sarwar A, Muhammad L. Impact of employee perceptions of mistreatment on organizational
performance in the hotel industry. International Journal of Contemporary Hospitality
Management. 2020 Jan 13;32(1):230-48.

76.Kesgin M, Taheri B, Murthy RS, Decker J, Gannon MJ. Making memories: a consumer-based
model of authenticity applied to living history sites. International Journal of Contemporary
Hospitality Management. 2021 Oct 20;33(10):3610-35.

77.Topcuoglu E, Kim H (Lina), Kim S (Jake), Kim S. Green message strategies and green brand
image in a hotel context. Journal of Hospitality Marketing & Management. 2022 Apr
3;31(3):311-25.

Migration Letters



1005 Through the Looking Glass of Culture: Unravelling the Intentions Behind Green Hotel
Visitation Using Hunt-Vitell Theory

78.Yoo B, Donthu N, Lenartowicz T. Measuring Hofstede’s five dimensions of cultural values at
the individual level: Development and validation of CVSCALE. J Int Consum Mark.
2011;23(3-4):193-210.

79.Bearden WO. A Measure of Long-Term Orientation; Development and Validation. J Acad
Mark Sci. 2006 Jul 1;34(3):456-67.

80. Reidenbach RE, Robin DP. Toward the development of a multidimensional scale for improving
evaluations of Business Ethics. Journal of Business Ethics. 1990 Aug;9(8):639-53.

81.Kim YH, Kim DJ, Wachter K. A study of mobile user engagement (MoEN): Engagement
motivations, perceived value, satisfaction, and continued engagement intention. Decis Support
Syst. 2013 Dec;56:361-70.

82.Shmueli G, Sarstedt M, Hair JF, Cheah JH, Ting H, Vaithilingam S, et al. Predictive model
assessment in PLS-SEM: guidelines for using PLSpredict. Eur J Mark. 2019 Nov
11;53(11):2322-47.

83. Ali F, Rasoolimanesh SM, Sarstedt M, Ringle CM, Ryu K. An assessment of the use of partial
least squares structural equation modeling (PLS-SEM) in hospitality research. International
Journal of Contemporary Hospitality Management. 2018 Jan 8;30(1):514-38.

84.Raza SA, Khan KA. Impact of green human resource practices on hotel environmental
performance: the moderating effect of environmental knowledge and individual green values.
International Journal of Contemporary Hospitality Management. 2022 May 19;34(6):2154-75.

85. Hair JF, Risher JJ, Sarstedt M, Ringle CM. When to use and how to report the results of PLS-
SEM. European Business Review. 2019 Jan 14;31(1):2-24.

86. Gefen D, Straub D, Boudreau MC. Structural Equation Modeling and Regression: Guidelines
for Research Practice. Communications of the Association for Information Systems. 2000;4.

87.Henseler J, Ringle CM, Sarstedt M. A new criterion for assessing discriminant validity in
variance-based structural equation modeling. J Acad Mark Sci. 2015 Jan 22;43(1):115-35.

88. Swaidan Z, Rawwas MYA, Vitell SJ. Culture and Moral Ideologies Of African Americans.
Journal of Marketing Theory and Practice. 2008 Apr 8;16(2):127-37.

89.Le TD, Kieu TA. Ethically minded consumer behaviour in Vietnam. Asia Pacific Journal of
Marketing and Logistics. 2019 May 24;31(3):609-26.

90. Diallo MF, Ben Dahmane Mouelhi N, Gadekar M, Schill M. CSR Actions, Brand Value, and
Willingness to Pay a Premium Price for Luxury Brands: Does Long-Term Orientation Matter?
Journal of Business Ethics. 2021 Mar 20;169(2):241-60.

91.Halder P, Hansen EN, Kangas J, Laukkanen T. How national culture and ethics matter in
consumers’ green consumption values. J Clean Prod. 2020 Aug;265:121754.

92.Hunt SD, Vasquez-Parraga AZ. Organizational Consequences, Marketing Ethics, and
Salesforce Supervision. Journal of Marketing Research. 1993 Feb 20;30(1):78-90.

93. Ferrell OC, Ferrell L. Applying the Hunt Vitell ethics model to artificial intelligence ethics.
Journal of Global Scholars of Marketing Science. 2021 Apr 3;31(2):178-88.

94. Hunt SD, Vitell SJ. The General Theory of Marketing Ethics: A Revision and Three Questions.
Journal of Macromarketing. 2006 Dec 25;26(2):143-53.

95. Visschers VHM, Wickli N, Siegrist M. Sorting out food waste behaviour: A survey on the
motivators and barriers of self-reported amounts of food waste in households. J Environ
Psychol. 2016 Mar;45:66-78.

96. Graham-Rowe E, Jessop DC, Sparks P. Self-affirmation theory and pro-environmental
behaviour: Promoting a reduction in household food waste. J Environ Psychol. 2019
Apr;62:124-32.

97.Dinh HP, Van Nguyen P, Trinh TVA, Nguyen MH. Roles of religiosity in enhancing life
satisfaction, ethical judgements and consumer loyalty. Cogent Business & Management. 2022
Dec 31;9(2).



Fizza Asif et al. 1006

Appendix
Table 5 Descriptive statistics and normality tests of the constructs in the model
Measures Mean S.D. Correcte Skewness  Kurtosi
d Item s
Correlati
on
Collectivism
CLTV1 3.95 0.97 0.62 -0.73 0.49
CLTV2 3.93 0.68 0.69 -0.65 0.58
CLTV3 3.86 0.78 0.73 -0.71 0.47
CLTV4 3.61 0.66 0.75 -0.64 0.61
CLTVS 3.78 0.72 0.7 -0.68 0.53
CLTV6 3.74 0.79 0.62 -0.51 0.53
Long-term orientation
LTO1 3.96 0.79 0.74 -0.7 0.67
LTO2 3.83 0.87 0.73 -0.59 0.51
LTO3 3.68 0.81 0.53 -0.75 0.54
LTO4 3.91 0.86 0.61 -0.73 0.65
LTO5 3.88 0.99 0.66 -0.51 0.62
LTO6 351 0.98 0.72 -0.67 0.48
LTO7 3.56 0.79 0.66 -0.65 0.58
LTOS8 3.86 0.91 0.69 -0.74 0.57
Deontological evaluation
DE1 3.76 0.87 0.73 -0.58 0.66
DE2 3.79 0.76 0.54 -0.73 0.66
DE3 3.64 0.64 0.58 -0.7 0.58
DE4 3.96 0.82 0.69 -0.61 0.66
DE5 3.57 0.98 0.61 -0.65 0.58
Teleological evaluation
TE1l 3.58 0.74 0.54 -0.6 0.7
TE2 3.71 0.62 0.73 -0.72 0.6
TE3 3.74 0.77 0.69 -0.7 0.65
TE4 3.71 0.89 0.58 -0.66 0.54
TE5 3.76 0.69 0.54 -0.73 0.7
Ethical judgement 0.57
EJ1 3.93 0.91 0.67 -0.74 0.55
EJ2 3.64 0.73 0.75 -0.51 0.72
EJ3 3.99 0.68 0.7 -0.74 0.55
EJ4 3.89 0.78 0.62 -0.67 0.47
Intention to visit
INT1 3.54 0.83 0.69 -0.7 0.58
INT2 3.97 0.97 0.7 -0.53 0.71
INT3 3.56 0.66 0.53 -0.58 0.68
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