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ABSTRACT 

 

It is very important to pay attention to what is considered in consumer 

purchasing decisions. European visitors are guests who are quite 

dominant as green hotel users in Yogyakarta. This study seeks to 

examine a model of purchasing behavior and loyalty of visitors from 

Europe. By examining a sample of 215 hotel guests, it was found that 

from the five variables that were indicated to influence the decision to 

choose green hotel i.e. experience, environmental concern, image, price, 

and reference group, it turns out that price does not have a significant 

effect. This means that segments that have a high environmental concern 

tend to prioritize factors beyond price. European visitors can then be 

referred to as green consumers who have characteristics including 

hassle-free segments, easy to manage, and less complained. This study 

also examines the relationship model between Purchasing, Satisfaction, 

and Loyalty on green consumers, where satisfaction is an important 

element in fostering customer loyalty. 
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INTRODUCTION 

 

In recent years, a number of 

business actors in the hospitality sector 

have stated that there is an increasing trend 

of interest from consumers, especially 

foreign guests in some tourist destination in 

Indonesia, to use environmentally friendly 

hotel concepts that are often called green 

hotels. The green hotel concept according 

to the Green Hotel Association is an 

environmentally friendly hotel that is 

managed with great attention to the use of 

resources and energy, efforts to reduce 

waste and other forms of resource 

efficiency in order to maintain 

environmental sustainability.  

The tendency of an increase in 

green hotel enthusiasts actually has also 

occurred in a number of other countries 

where hotels with green services are more 

in demand than conventional hotels 

(Theotokis and Manganari 2015). A survey 
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of 30,000 travelers also noted that based on 

uploaded testimonials on the TripAdvisor 

tourist site, it was mentioned that around 

79% of travelers liked green hotels (Yu, Li, 

and Jai 2017).  

An interesting focus related to 

changes in the trend of tourist behavior in 

choosing a green hotel is a discussion of the 

determinants that influence their decisions 

in choosing a green hotel. According to 

Joshi and Rahman (2015) the decision to 

buy environmentally friendly products is 

part of green purchasing, which is defined 

as purchasing that cares for the 

environment and is done by consumers who 

have an awareness of environmental 

protection and care about eco label 

products.  

Some studies have concluded that 

there are various factors that influence 

green purchasing: 1) price (Johri and 

Sahasakmontri 2016) a tradeoff between 

nominal issued with the value obtained, 2) 

brand image (Berezan, Millar, and Raab 

2014)  as a guarantee of the reputation of 

services to be provided, 3) reference groups 

(family,  relatives, travel agents) (Anvar 

and Venter 2014) 4) environmental concern 

(Mun 2014) is an individual awareness of 

the environmental impact arising from its 

decision, and 5) green experience (Yu, Li, 

and Jai 2017) is an aspect of the guest 

experience when staying in a green hotel 

before. 

According to Yu et.al (2017) 

research on the determinants that affect 

green purchases still leaves debates and 

inconclusive. On the other hand, 

explorative research on green purchasing 

and its effect on customer satisfaction and 

loyalty to green hotels have never been 

done. Research ever conducted by Bastic 

and Gojcic (2012), regarding the 

satisfaction of green hotel, the formulation 

of the dimensions of customer satisfaction 

measurement has not been found. Likewise, 

the research on the relationship between the 

level of satisfaction and loyalty (Chang & 

Fong, 2010). The relationship between 

green purchasing, customer satisfaction, 

and loyalty is a rare theoretical construct 

and on this basis, it will be an important 

discussion in this research by finding the 

interrelationships between these three 

variables. 

Understanding the terminology of 

satisfaction in the context of research is 

about how to find the dimensions of 

satisfaction of services that are appropriate 

for a green hotel. According to Bastic and 

Gojcic (2012) green service instruments 

that can be distinguished from conventional 

hotels at least contain: 1) attributes 2) 

energy saving facilities, 3) attitude and 

service of hotel staff, and 4) bio food 

provided in the food menu. Then, the notion 

of loyalty in this context refers to the 

opinion of Chang and Fong (2010) is the 
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willingness to re-visit, or the desire to 

recommend to other parties. 

Referring to the statement above, it 

is interesting to see what determinants 

influence green purchasing, is there any 

effect on green customer satisfaction and 

finally how satisfaction can have an impact 

on green customer loyalty. The study of 

tourists from Europe is considered as one of 

the right ways to find out the relationship 

between variables as a construct. European 

visitors are considered to be able to 

represent the population of foreign tourists 

who use green hotels, because most green 

hotel guests in Indonesia are European 

visitors.  

 

RESEARCH METHOD AND 

HYPOTHESES DEVELOPMENT 

 

Based on its objectives, this study 

included the type of hypothesis testing. 

Research carried out for approximately 2 

months (November - December 2019). The 

sampling population is European visitors 

who stay at green hotels in Yogyakarta. 

Green hotel means a city hotel hotel that 

practiced effieciency in operational and 

some are has officially won the green 

award. Yogyakarta was chosen as a 

research area because it is one of the 

leading tourist destinations in Indonesia. 

 

Currently the population of foreign 

tourists in Yogyakarta reaches 533,000 

(based on data guests who staying at the 

Hotel), of which 40% European, 37% 

Asian, and the rest in smaller populations 

are Australiaan, US, and Middle East. The 

European especially are from Netherlands, 

Germany, France, and UK. The European 

market segment has sufficiently dominated 

the foreign visitors segment in Yogyakarta 

over the past 10 years.  

The sampling technique used is 

non-probability sampling by considering 

the time of the study, the sample taken was 

only 215 respondents from Europe who had 

stayed more than 1 day at the hotel as an 

incidental sample. The instrument used was 

a questionnaire with closed questions. The 

survey conducted for approximately 6 

weeks in was in the peak season for foreign 

tourists.  

This study involves a number of 

variables and each variable has a number of 

indicators that are measured using a Likert 

scale with ranges 1 - 5 (1 = Strongly 

Disagree; 2 = Disagree; 3 = Neutral; 4 = 

Agree; 5 = Strongly Agree). There are five 

independent variables (Green Experience, 

Enviromental Concern, Image, Price, 

Reference Group) and three dependent 

variable (Green Purchasing, Green 

Customer Satisfaction, Green Customer 

Loyalty) as illustrated at Figure 1 and 
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Construct measurement and indices are 

provided in Table 1. 

A number of variables and 

indicators were developed in this study. 

Referring to the previous research model 

which has been tested by examining the 

role of satisfaction in building loyalty  

(Yuniati et al. 2020),  in this study more 

specifically described antisedent variables 

and taking the special case of European 

visitors. 

The method of analysis is Partial 

Least Square (PLS) a second generation 

multi-variant data analysis tool, needs less 

stringent requirements than the 

Covariance-based Structural Equation 

Model (SEM) (Hair et al. 2017).The 

software used is SmartPls3.

 

 

 

 

 

 

 

 

 

Figure 1. Research Model 

 

Table 1. Operational Variables 
 

Variables Indicator (Symbol) 

1. Green 

Experience 

(EXP) 

1. In my experience green hotel is a hotel do a green practice in general 

(EXP1) 

2. Green hotel is a hotel provides information for guest on the property’s green 

practices (EXP2) 

3. In my experience green hotel is a hotel do advance green practiced by using 

energy saving tools (automatic light control, sets indoor cooling 

temperature, solars panels, etc.) (EXP3) 

4. In my experience green hotel is a hotel where the site has a green landscape 

& permeable paving (EXP4) 

5. Since I booked this hotel I put green practiced as my consideration (EXP5) 

2. Enviroment

al Concern 

(EC) 

1. The action that have been taken also seen by others, and justified that I did 

green behavior (EC1) 

2. Effort to reduce the amount of energy I use, while others severely abusing 

the environment (EC2) 

3. A hotel prioritizing use of local product/biodegradable/eco-friendly product 

(EC3) 

4. I am preffer to the companies which practices environmentally friendly 

policy (EC4) 

Green 

Purchasing 

Green 

Customer 

Satisfaction 

Green 

Customer 

Loyalty 

Green Experience 

Eviromental Concern 

Hotel Image 

Price  

Reference Group 



E-Journal of Tourism Vol.7. No.2. (2020): 276-288 

 

http://ojs.unud.ac.id/index.php/eot  280  e-ISSN: 2407-392X.  p-ISSN: 2541-0857  

Variables Indicator (Symbol) 

3. Hotel 

Image 

(IMG) 

1. Hotel already well recognized as green hotel (IMG1) 

2. Certification program belongs to the hotel which showing they are green 

pratices (IMG2) 

3. Green hotel has luxury image with higher price (IMG3) 

4. Harga 

(PRICE) 

1. The price charged by green hotels is reasonable (PRICE1) 

2. Green hotel offers good value for money (PRICE2) 

3. Green hotel offers better quality/benefits by support environmentally 

friendly pratices (PRICE3) 

5. Reference 

Group 

(REF) 

1. I use green hotel because the influence of the surrounding social 

environment (REF1) 

2. I use green hotel because the influence of strong campaign from green 

movement (REF2) 

3. I use green hotel because the advice from travel agent (REF3) 

6. Green 

Purchasing 

(GP) 

1. The price of hotel as same as hotel in general (GP1) 

2. Buying by consider may use of them have an impact on environmental 

sustainability (GP2) 

3. Prefer choose the product which have low pollution (GP3) 

7. Green 

Customer 

Satisfaction 

(GCS) 

A.Green Attribut (ATT) 

1. The hotel uses environmentally friendly equipment (ATT1) 

2. The atmosphere of hotel (ATT2) 

3. The hotel is very efficient in the use of electricity and water (ATT3) 

4. Invite guests to participate in an energy action program while staying at the 

hotel (ATT4) 

B. Eco Behaviour of Hotel Staff (STAFF) 

1. Employees always encourages the guests to participate in green program 

during stay in the hotel (STAFF1) 

2. Employees are never too busy to respond to our request (STAFF2) 

3. Employees have in-depth knowledge of environmentally friendly programs 

(STAFF3) 

C. Healthy Food (FOOD) 

1. Hotel providing organic food (FOOD1) 

2. Healthy menu in the majority of food available 

(breakfast/dinner/lunch/room’s menu) (FOOD2) 

8. Green 

Customer 

Loyalty 

(GCL) 

1. It is possible to pay a premium to stay at a hotel that practiced green 

programs (GCL1) 

2. Have plans to use the green hotel again when travelling (GCL2) 

3. I will encourage my friends to stay at hotel which practiced green programs 

(GCL3) 

4. Have a plan to give testimony to the media (GCL4) 

5. Trying to find information related to similar hotels when travelling (GCL5) 

By adjusting the conditions and 

characteristics of tourists from Europe, 

there are at least five antecedent variables 

that will be tested to see their influence on 

green purchasing decisions which 

consisting of 1) green experience as past 

experience of consumer; 2) the level of 

environmental concern, 3) brand image as a 

guarantee of the reputation of services  4) 

price, not only on green purchasing, this 

variable also plays a major role in 

conventional purchasing decisions, and 5) 

the influence of reference groups to the 

decision of purchasing.  
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Based on that statement, the related 

hypotheses proposed as below : 

H1: Green experience of consumers in 

obtaining environmentally 

friendly services certainly have a 

major influence to purchase of 

green hotels. The more experience 

the greater the opportunity for 

consumers to use similar products 

H2 : The level of consumer concern of 

environmental issues has an 

influence in its decision to 

purchase green hotel. The higher 

consumer concern of 

environmental issues, the higher 

the chances of consumers to 

purchase. 

H3 : The brand image attached to the 

hotel is a guarantee that will 

influence consumers in their 

purchasing decisions. The more 

famous and reputable the higher 

the opportunity for consumers to 

buy it. 

H4 : Prices have a big influence on 

consumers in their purchasing 

decisions. The more attractive the 

price offered the higher the 

consumer's interest in buying. 

H5 : What is the experience of others 

often affects someone to buy the 

same product, as well as for 

environmentallyfriendly products. 

The higher the influence of the 

reference group, the higher the 

consumer's interest in using a 

green hotel. 

 

It is improper if consumers with a 

number of specific characteristics, such as 

the green consumer, are ignored without 

ever knowing how to maintain this segment 

in the future. The possible intervention is to 

provide the best service so that consumers 

will feel satisfied while staying at the green 

hotel. As stated in the literature review 

above, the dimension of green customer 

satisfaction refers to the opinion of Bastic 

and Gojcic (2012) who use eco component 

as a measure of guest satisfaction, namely 

green attribute, energy saving facilities; 

eco-behavior staff, and bio food. The basic 

facts that will be examined are how green 

purchases will affect green customer 

satisfaction, so the hypothesis to be tested 

are : 

H6 : Green purchasing has an influence 

on green customer satisfaction as 

measured by a number of 

dimensions of satisfaction.  

 

According to Ganiyu, Ikechuwku, 

and Elizabeth (2012) satisfaction can 

mediate a loyalty, satisfied consumers tend 

to be loyal. Consumer loyalty in service and 

hospitality business is very important, 

keeping the purchase of environmentally 
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friendly products complex decision with 

many considerations (Joshi and Rahman 

2015; Yu, Li, and Jai 2017).  The construct 

of the theory of green customer loyalty for 

tourists using green hotels is basically 

research that has never been found. 

Therefore, modeling of this construct will 

be very important for hoteliers, especially 

green hotels in building customer loyalty. 

For the statement, the last hypothesis to be 

tested in this research are: 

H7 : Customers who are satisfied with 

hotel services will be more loyal to 

the hotel. The more satisfied the 

consumer the higher the loyalty. 

 

RESULTS AND DISCUSSION 

 

Green consumers are a group of 

consumers with special characteristics and 

behaviors that are different from ordinary 

consumers. This segment has more detailed 

considerations in decision, although these 

consumers are easy to feel satisfied and 

have a high loyalty tendency. In this regard, 

it is interesting to know the antecedent 

variables that influence this green 

consumer group in making specific 

decisions on choosing a green hotel. 

The profile and characteristics of 

the respondents are reported in Table 2. The 

majority of respondents came from the 

Netherlands (36%) and France (33%), 

College Graduate (44%), Male (54%), and 

worked as professionals (26%) the visitors 

of green hotel quietly have a good 

consumer profile. They have good 

education most of them are professionals 

who may have a better economic level. 

Table 2. Profile Respondent (N=215) 

Variable Frequency Mean 

Nationality 
  

Netherlands 78 36% 

France 71 33% 

Germany 33 15% 

UK  21 10% 

Spain 12 6% 

Education     

High School 42 20% 

College Graduate 94 44% 

Post Graduate 79 37% 

Gender     

Male 116 54% 

Female 99 46% 

Occupation     

Professional 55 26% 

Govt Officer 6 3% 

House Wife 38 18% 

Entrepreneur 27 13% 

Student 19 9% 

Executive 32 15% 

Retirement 38 18% 

 

Regarding to all the hypotheses 

testing is carried out by the following 

procedure: 
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Outer Model Testing 

In the phase of measurement model 

including testing Convergent Validity, 

Discriminant Validity and Composite 

Reliability. The results of PLS analysis can 

be used to test the research hypothesis if all 

indicators meet the requirements of 

convergent validity, discriminant validity 

and composite reliability. Testing at this 

stage results that all indicators are has 

convergent validity higher than 0.7 and the 

average variance extracted (AVE) higher 

than 0.5. Based on the measurement results 

and based on the criteria above, the 

construct is declared reliable.

Table 3. Validity and Reliability Tests 

Variables AVE Composite Reliability Cronbachs Alpha 

ATT 0.900 0.973 0.963 

EC 0.862 0.962 0.947 

EXP 0.661 0.907 0.873 

FOOD 0.902 0.949 0.892 

GCL 0.819 0.958 0.945 

GCS 0.674 0.949 0.939 

GP 0.865 0.951 0.922 

IMG 0.881 0.957 0.932 

PRICE 0.792 0.919 0.876 

REF 0.803 0.924 0.876 

STAFF 0.905 0.966 0.948 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Path Coeffiecient and Loading Factor

0.813 

0.695 0.604 

0.631 0.790 

0.530 



E-Journal of Tourism Vol.7. No.2. (2020): 276-288 

 

http://ojs.unud.ac.id/index.php/eot  284  e-ISSN: 2407-392X.  p-ISSN: 2541-0857  

Inner Model Testing 

Testing of the goodness of fit model 

is based on the R square value, Q square 

predictive relevance and fit of the PLS 

model as reported at Table 4. Based on the 

test results it was found that the value of R 

square variable has moderate - high 

predictive accuracy value. The closer to 1 

the better the prediction model of the 

research. The range of R square is between 

0 and 1, the higher level, the higher 

predictive accuracy. According to 

(Henseler and Chin 2010) R square has a 

value of 0.67 indicating high predictive 

accuracy, a range of 0.33 - 0.67 indicates a 

low effect, while the R square value below 

0.19 is considered unacceptable. The 

exogenous variables can explain the 

endogenous dependent variable. 

In the assessment based on the Q 

square the rule is if value of greater than 

zero for a particular reflective endogenous 

latent variable indicate the path model’s 

predictive relevance for a specific 

dependent construct (Hair et al. 2014). 

Prediction relevance test (Q square) also 

known as the Stone Geisser test term which 

is performed to determine the predictive 

capability with a blindfolding procedure if 

the value obtained is 0.02 (Small), 0.15 

(Medium), and 0.35 (Big). Based on the test 

results, it was found that Q Square for all 

constructs was above 0.35 or Big. This 

means that the construct is very good with 

high predictive relevance. The overall test 

results of the PLS goodness of fit model 

indicate that the PLS model has fulfilled the 

goodness of fit and allows it to be used to 

test the research hypothesis.

Table 4. Goodness of Fit Model Testing Result 

Variables Parameter of Goodness of Fit  

 

R Square 

(R2 = 0.19 − 0.33) = Weak 

(R2 = 0.33 − 0.67) = Moderate 

(R2 > 0.67) = Strong  

Q Square 

(>0) or  

(Q2 = 0.02) = Small 
(Q2 = 0.15) = Sedang 

(Q2 = 0.35) = Besar  

SRMR 

<0.10 

ATT 0.813 0.686  

FOOD 0.790 0.681  

GCL 0.530 0.405  

GCS 0.604 0.373  

GP 0.695 0.558  

STAFF 0.631 0.538  

 

 

 

 

 



E-Journal of Tourism Vol.7. No.2. (2020): 276-288 

 

http://ojs.unud.ac.id/index.php/eot  285  e-ISSN: 2407-392X.  p-ISSN: 2541-0857  

In the testing of hypothesis as 

reported at Table 5, it can be seen that 

European visitors in their decision to 

choose green hotels tend to consider the 

Green Experience, Environmental 

Concern, and Hotel Image, and Reference 

Group, but tend to be ignored The Price. In 

Indonesia tourists from Europe are seen as 

sophisticated travelers both in terms of taste 

and style. They are considered to have an 

adequate level of education and high 

awareness of the environment, care for 

local wisdom, and have high spending 

abilities. So that in this context it is natural 

that price factors are not the main factor in 

purchasing decisions. The decision to have 

a green hotel is higher, possibly more 

inclined to factors of experience, high 

awareness of the environment, image and 

the influence of people who ever stayed 

before, or other groups

Table 5. Hypotheses Testing Result 
 

Research Hypotheses C.R P Conclusion 

H1: Enviromental Concern → Green purchasing 2.615 0.000 Accepted 

H2: Green Experience → Green purchasing 2.926 0.000 Accepted 

H3: Hotel Image → Green purchasing 3.007 0.003 Accepted 

H4: Hotel Price → Green purchasing 1.019 0.309 Rejected 

H5: Reference Group → Green purchasing 3.221 0.000 Accepted 

H6: Green Purchasing → Green Customer Satisfaction 15.239 0.000 Accepted 

H7: Green Customer Satisfaction → Green Customer Loyalty  14.846 0.000 Accepted 

Sig.5% 

 

Based on the results of testing in H6 

showed that green consumers who bought 

green hotels were also satisfied with a 

number of eco-friendly services provided 

by the hotel i.e attributes, staff, and food. 

This can be interpreted that green consumer 

is basically a hassle-free segment, easy to 

managed, and less complained. Green 

purchasing has a significant effect on green 

customer satisfaction. In testing the effect 

of green customer satisfaction on green 

customer loyalty it also found a significant 

effect. This means that satisfied consumers 

tend to be loyal. 

As a preliminary research, the 

construct model in this study is quite 

reliable in order to see the tendency of 

European visitors behaviour in using green 

hotels. Based on the results numbers of 

hypotheses testing, green customer loyalty 

can be formed from the determinants that 

influence consumers' decision to buy green 

hotels. If the influential determinants can be 

well accommodated (Green Experience, 
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Environmental Concern, Hotel Image, and 

Reference Group) so green customer 

satisfaction able to be a good mediator 

between the purchasing and loyalty. 

That results of this study agree with 

the statement that consumer loyalty is 

closely related to customer satisfaction 

(Kheng et al. 2010; Ganiyu, Ikechuwku, 

and Elizabeth 2012; Mohsan et al. 2011; 

Saleem and Raja 2014; Ganiyu 2017).  

Satisfied consumers have a tendency to be 

loyal (Orie Berezan et al. 2013). Loyalty 

itself can be formed from the initial stage of 

the first consumer to purchase a product 

(Ganiyu 2017). The main reason European 

visitors choosing green hotel is solely of 

awareness of green behavior instead of 

price. Those who have a high awareness 

about environment will easily accept any 

form of green service. In other words, a 

sense of responsibility towards the 

environment also makes consumers tend to 

be loyal to what they have chosen. A 

number of studies have claimed that green 

hotels are expensive and uncomfortable 

hotels due to the efficiency issues  (Johri 

and Sahasakmontri 2016; Yu, Li, and Jai 

2017; Chan and Chan 2013)  but there are 

many consumers who willing to pay more 

with slightly reduce the feeling of comfort 

(Dimara, Manganari, and Skuras 2015; 

Kusliwal and Agarwal 2015). These 

happen also to European visitors who 

choosed green hotel. 

Price is not really an important 

reason for European visitors. However, a 

number of studies have claimed that prices 

are an important factor in green product 

purchasing decisions  (Anvar and Venter 

2014; Joshi and Rahman 2015) but this 

does not occur in the case of green hotel 

purchasing decisions. Satisfied consumers 

will be a loyal consumer. Green customer 

satisfaction has a strong and significant 

effect on green customer loyalty.  

 

CONCLUSION 

 

Green Purchasing, which is defined 

as the purchase of green hotels by European 

visitors, is significantly influenced by the 

determinants of Green Experience, 

Environmental Concern, Image, and 

Reference Group. Green purchasing has a 

significant effect on Green Customer 

Satisfaction, which means that green 

consumers are also satisfied with the eco-

friendly services (attributes, staff, and food) 

provided by the hotel. Consumers who are 

satisfied tend to be loyal, they most likely 

to use similar product in the future. This 

pretty statement explains that European 

visitors has the characteristics of being 

loyal consumer. Overall, it can be 

concluded that the research model of green 

consumer which turns out to be loyal 

customers can be accepted. 
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This research is expected to 

contribute to hotelier in order to build green 

customer loyalty. Creating loyalty to 

consumers who have high awareness about 

the environment is easier than consumers in 

general. Green consumers are not sensitive 

to prices as long they judge the product is 

well. It is important to increase awareness 

of environmentally friendly behavior. 

Attributes of hotel, staff performance, and 

food are among the services that can 

provide satisfaction to visitors. 
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