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‘Green’ practices and value co-creation: does guest
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Mar�ıa Eugenia Ruiz-Molinaa, Irene Gil-Sauraa, Mihaela Simona Moisea and
Antonio Mar�ın-Garc�ıab

aPOLIBIENESTAR, University of Valencia, Valencia, Spain; bDepartment Marketing and Market
Research, University of Valencia, Valencia, Spain

ABSTRACT
In an increasingly competitive environment, many hotels have
implemented sustainable practices and have actively involved the
guests in the generation of unique experiences through the value
co-creation process. In this sense, this paper aims at analysing the
impact of ‘green’ practices and value co-creation on hotel image,
guest trust, satisfaction, and loyalty, and to assess the moderating
role of culture, conceived as related to guest nationality. To test
the model, a quantitative method based on a sample of 611
guests from Spain and Colombia was used. Our results indicated
that there are significant differences based on the guests�nation-
ality regarding the effects of value co-creation and image on
trust, image on satisfaction, and satisfaction on loyalty. These find-
ings will allow hotel management to have a better understanding
of tourists when designing their corporate strategies.
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1. Introduction

In recent years, problems related to environmental degradation, and its contribution to
global warming, have become a major concern, both locally, nationally and globally
(Singhal et al., 2018). In this sense, legislation related to the implementation of environ-
mental regulations and the increase in the number of environmentally responsible con-
sumers are two of the main factors that have increased awareness of the environmental
issues faced by companies in general, and, in particular, those operating in the tourism
sector (Singhal et al., 2018). In this respect, an ever-growing number of hotels have imple-
mented several ecological practices in their establishments to respect the environment and
conserve their valuable resources for future generations (Kularatne et al., 2019).

Notwithstanding, empirical evidence on proenvironmental consumer behaviour is
mixed and requires further research (Correia Loureiro et al., 2021). On the one hand,
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according to some researchers, by developing environmental measures, in addition to
being perceived as environmentally responsible companies and reducing their impact
on their natural environments (Mart�ınez Garc�ıa de Leaniz et al., 2018), hotels also
respond to the environmental awareness of tourists (Singhal et al., 2018), who con-
sider ecological initiatives as important factors when choosing a hotel (Jones et al.,
2016). In this sense, the implementation of ‘green’ practices enable the company to
build a positive image, in addition to increasing levels of guest trust, satisfaction, and
loyalty (Palacios-Florencio et al., 2018).

On the other hand, there is evidence supporting that claims focused on consumers’ pro-
environmental values are ineffective to promote proenvironmental behaviour in a hedonic
context, such as tourism, where utilitarian benefits do not emerge from the change in behav-
iour, thus requiringmore evident benefits to influence guest behaviour (Dolnicar et al., 2017).

However, in spite of the intensified attention given to this controversy by academ-
ics and professionals in the hotel sector, empirical research on these relationships
from a ‘green’ marketing perspective is still in its initial stages (Assaker, 2020).

Furthermore, in the area of tourism services, research on value co-creation based
on Service-Dominant Logic (SDL) and, specifically, its integration into hotel services,
has gained increasing interest amongst researchers (Fan et al., 2020). However, the lit-
erature that has examined the customer’s role in value co-creation is still scarce
(Sugathan & Ranjan, 2019), considering that ‘the area of customer co-creation is in its
infancy’ (Ranjan & Read, 2019, p. 904).

Previous studies on value co-creation in hotels focus on the interactions between
guests and the hotel (Li & Hsu, 2018) or/and other tourists or family members (Fu &
Lehto, 2018), whereas two perspectives have not received as much attention
(Assiouras et al., 2019). In the literature, value co-creation is related positively to
guests’ satisfaction (Assiouras et al., 2019) and brand equity (Gonz�alez-Mansilla et al.,
2019). However, research on the role of value co-creation as an antecedent of guests’
trust in hotels is scarce (Li & Hsu, 2018).

Finally, although cultural differences have been shown to have a substantial influence
on consumers’ perceptions of the products and services they buy (Jin et al., 2008), there
is a notable lack of cross-cultural research on tourist behaviour in general (Huang &
Crotts, 2019), and in an ecological context in particular (Lorenzo-Romero et al., 2019).
Furthermore, while most of the cross-cultural studies have been developed between
countries of the same region (i.e. North America, Europe, or Asia), few studies have
been carried out between countries of different regions (Gallarza-Granizo et al., 2020).

Moreover, due to the COVID-19 virus outbreak, the global economy is undergoing
a deep crisis (Ruiz-Estrada et al., 2021). Notwithstanding, it is argued that this eco-
nomic crisis will not affect all regions in the same way. In this sense, the
International Monetary Fund has estimated that developed countries will experience a
major drop in their GDP in comparison to emerging economies. At this point, it
would be useful to define the pre-pandemic situation to better understand the impact
and consequences of this health crisis in the hospitality industry.

Considering these research gaps, the purpose of the present paper is to analyse the
impact of ‘green’ practices and value co-creation on hotel image, guest trust, satisfac-
tion, and loyalty, and to assess the moderating role of culture, defined as related to
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guest’ nationality. In this way, we intend to shed light on the relevant relations
between the variables retained in the analysis in two different countries: on the one
hand, Spain, a European consolidated tourist destination and the second most popu-
lar destination worldwide in number of visitors (UNWTO, 2019), and, on the other
hand, Colombia, a South American country that has been experiencing a notable
tourist boom, with a 10.4% increase in the number of tourists in 2018 compared to
the previous year (CITUR (Centro de Informaci�on Tur�ıstica de Colombia), 2019). An
additional contribution of this research is to propose a model with multidimensional/
higher-order constructs (‘green’ practices and value co-creation). Finally, our research
offers implications for hotels that are located in different countries, helping them to
improve their relationship with their guests, since they have different behaviour
depending on their nationality. Therefore, the results promote the idea that hotel
managers must be sensitive to cultural differences and carry out different actions
depending on the country where their hotel is located.

2. Theoretical background and research hypotheses

2.1. ‘Green’ practices

Currently, sustainability, a term that gained popularity in the eighties (Jones et al.,
2016), focuses attention on a set of environmental principles that must be adopted in
all areas and economic sectors to achieve long-term sustainable development (Font &
McCabe, 2017). In this line, companies around the world try to modify their produc-
tion processes to avoid environmental damage and the hospitality industry is no
stranger to this process (Han & Yoon, 2015).

In recent years, the hotel chains have increased their efforts to address environ-
mental problems by working to mitigate environmental damage and to adopt a more
environmentally friendly approach (Han & Yoon, 2015). In this sense, the implemen-
tation of environmental measures has become a new trend in the hotel industry (Yi
et al., 2018), since it not only reduces environmental degradation but also increases
financial benefits due to lower costs, gain competitive advantages in the market, and
improves corporate image (Kularatne et al., 2019).

In their study, Rahman et al. (2012, p. 721) consider that the term ‘green’ means
‘environmentally friendly, that is, doing business in a way that reduces waste, conserves
energy, and generally promotes environmental health’. Along these lines, some studies
classify the ‘green’ practices that have currently been implemented in most hotels
under the following functional/operational areas: a) energy efficiency; b) water con-
servation; c) recycling; d) reduction of waste; and, e) staff and guest education (Balaji
et al., 2019; Kasimu et al., 2012).

2.2. Value co-creation

The concept of value, which has been widely analysed in literature since the nineties, is
becoming increasingly important for companies and is considered as a significant factor
when looking for maintaining a competitive advantage (Prebensen & Xie, 2017).
Furthermore, a certain degree of homogenisation of the products offered in the market,
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including the hotel industry, has increased the degree of rivalry between companies
(Prebensen & Xie, 2017). Consequently, ‘creating superior value for customers is or should
be the core objective of any hospitality firm’ (Gonz�alez-Mansilla et al., 2019, p. 51).

Based on this, there is another concept that has become a significant aspect in the
study of consumer behaviour: value co-creation, which refers to ‘a process of active inter-
action between the firm and its customers in order to create value’ (Gonz�alez-Mansilla
et al., 2019, p. 52). In order to increase the degree of customisation of their experience
and co-create value, consumers must integrate their own resources, such as knowledge,
skills and even time (Zhang et al., 2015), thus becoming an active participant in the
value co-creation through direct interaction with the service provider (Binkhorst, 2008).

In the hotel context, value co-creation has an important role because exists before,
during and after the trip guest stayed at the hotel and interacts with front-line
employees and other guests (Assiouras et al., 2019). Several authors have proposed
different scales to measure value co-creation from the consumer’s standpoint, consid-
ering it as a multidimensional construct (Busser & Shulga, 2018; Yi & Gong, 2013).
One of the proposals for measuring co-creation of value that has raised special atten-
tion in the literature is that of Yi and Gong (2013). These authors find support to
previous research as far as they maintain that value co-creation is a third-order con-
struct composed of two second-order dimensions: customer participation behaviour
and customer citizenship behaviour. In a hotel context, customer participation behav-
iour is a behaviour that is expected from the guest, whereas customer citizenship
behaviour is an additional behaviour that implies actions directed at the hotel and
others guests (Roy et al., 2020). Due to the fact that this multidimensional approach
enables a detailed analysis of the main aspects involved in value co-creation, this is
the approach adopted in the present study.

2.3. Image

References to image are abundant in the literature on consumer behaviour (Han &
Ryu, 2012), highlighting its importance of study when determining future behaviours
from a relational point of view (Ryu et al., 2008). The image of a hotel is related to
various attributes such as the type of hotel, brand, the architecture of the buildings,
quality of the facilities, and the variety of services offered (Lahap et al., 2016). For
this reason, many hotels are adopting new ecological marketing strategies not only to
meet the environmental demands of their guests but also to improve their corporate
image (Mart�ınez, 2015).

In their study, Palacios-Florencio et al. (2016, p. 1461) conclude that environmen-
tal measures represent ‘one of the main practices implemented to strengthen corporate
image’. In this sense, the ‘green’ practices implemented by hotels, in addition to being
an important factor in differentiating them from their competitors (Scholz et al.,
2022), generate affective responses from their guests that will strengthen their corpor-
ate image (Cheng et al., 2022; Gonz�alez-Rodr�ıguez et al., 2020; Kasimu et al., 2012;
Mart�ınez Garc�ıa de Leaniz et al., 2018; Palacios-Florencio et al., 2016, 2018).
Accordingly, we state the first hypothesis as follows:

H1: ‘Green’ practices positively influence the image of the hotel.
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2.4. Trust

Trust, one of the defining characteristics of any social relationship, exists ‘when one
party has confidence in an exchange partner’s reliability and integrity’ (Morgan &
Hunt, 1994, p. 23). In a services setting, trust becomes even more important, given
that services cannot be valued before consumption (Berry, 1995). For this reason, in
the context of ‘green’ marketing, trust also plays a fundamental role (Balaji et al.,
2019), since, when buying environmentally responsible products or services, consum-
ers use trust to reduce the degree of uncertainty and risk in making their purchases
(Ponnapureddy et al., 2017).

In the context of environmentally responsible hotels, Balaji et al. (2019, p. 3292)
define trust as ‘the belief that green hotels will perform in a manner consistent with
their environmental values’ being ‘a prerequisite for inducing positive responses towards
green hotels’. In this sense, several authors have shown that the ‘green’ practices
implemented by hotels reflect their environmental values, which helps to enhance
guest confidence (Balaji et al., 2019; Palacios-Florencio et al., 2016, 2018). Based on
this, we state the following hypothesis:

H2: ‘Green’ practices positively influence the trust that guests place in the hotel.

In literature, it has been emphasised that through active participation, consumers
have the opportunity to provide their opinions on products and services, which also
serves to increase trust in suppliers (Fledderus, 2015). In this sense, the interaction
between the customer and the company through the process of value co-creation
improves the relationship between the two and reduces the level of risk perceived by
the customer, which will have a positive effect on their trust in the service provider
(Wu & Cheng, 2020). Accordingly, the following hypothesis is proposed:

H3: Value co-creation positively influences the trust that guests place in the hotel.

Furthermore, literature has shown that a firm with a favourable corporate image is
more likely to maintain its current customer base, thus increasing their level of trust
(Chen, 2010). Regarding the hotel industry, there are contributions to the literature
that positively relate the image of the hotel held by the guest and the level of trust
(Assaker et al., 2020; Mart�ınez, 2015; Palacios-Florencio et al., 2016; Wang et al.,
2018). In the context of environmentally responsible hotels, and based on the above,
we state the following hypothesis:

H4: Image positively influences the trust that guests place in the hotel.

2.5. Satisfaction

In recent years, many researchers have focused on a more in-depth study of the vari-
ables that, in one way or another, permit evaluation of the level of service provided
by an organisation; of particular note is the study on satisfaction (Torres et al., 2014).
Different approaches have been taken in order to define the concept of satisfaction,
on the one hand: cognitive, affective, or mixed (Torres et al., 2014), and, on the other
hand, approaches that indicate its specific or cumulative nature (Moliner-Vel�azquez
& Berenguer-Contr�ı, 2011). In a study on ‘green’ hotels, Mart�ınez (2015, p. 902)
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proposes ‘green’ satisfaction as ‘a pleasure level of consumption-related fulfillment to
satisfy customers’ environmental desires, sustainable expectations and green needs’. In
this sense, for the management of an ecological hotel it is important to recognise and
anticipate the needs of the guests in order to achieve their satisfaction (Wu
et al., 2016).

In literature, previous studies have analysed the relationship between company
image and customer satisfaction, obtaining different results with respect to this rela-
tionship. Therefore, whilst some works consider that the image of a company and the
satisfaction of its customers are closely related to each other, image constituting an
important factor, not only to achieve customer satisfaction but also to increase the
degree of it (Mart�ınez, 2015; Wang et al., 2018; Wu et al., 2016), other studies, such
as Assaker et al. (2020), demonstrate that image does not exert a relevant influence
on consumer satisfaction. In this work, the authors propose the following hypothesis:

H5: Image positively influences hotel guest satisfaction.

Moreover, previous studies argue that trust, considered as an essential factor in
maintaining long-term business-to-consumer relationships (Balaji et al., 2019), posi-
tively influences consumer satisfaction (Jin et al., 2016; Mart�ınez, 2015). For example,
in their study in the luxury restaurant sector, Jin et al. (2016) point out that trust pre-
cedes satisfaction, arguing that if a customer does not trust the service provider
because of experience, they will probably not be satisfied with that service provider.
In the ‘green’ hotel context, Mart�ınez (2015) also demonstrate the existence of a posi-
tive relationship between guest�s trust and satisfaction. Based on this, we state the fol-
lowing hypothesis:

H6: Trust positively influences the satisfaction of hotel guests.

2.6. Loyalty

Customer loyalty is another variable that has sparked a lot of interest in literature,
due to its importance in the sustainability of a company (Palacios-Florencio et al.,
2018). The authors point out that loyalty is strongly related to company results, since
loyal consumers are less motivated to change their brand, likely to spend more with
the company, and spread favourable comments about the brand in the market, thus
attracting new consumers (Palacios-Florencio et al., 2018).

Studies carried out in the hotel context indicate that guest satisfaction is a deter-
mining factor in increasing their degree of loyalty to the hotel (Moise et al., 2018,
2021; Wu et al., 2016). In the ‘green’ hotel context, previous studies have supported
that guests� satisfaction positively affects their loyalty (Assaker, 2020; Wang et al.,
2018). Notwithstanding, there is also empirical evidence arguing that even if guests
are satisfied with the service delivered, they may not revisit the hotel (Worsfold
et al., 2016).

All in all, in this work we consider that if guests are satisfied with their stay at the
hotel they will stay there again on subsequent trips, considering it as their first option
when choosing an establishment to stay and, based on this, we propose the follow-
ing hypothesis:
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H7: Satisfaction positively influences guests’ loyalty to the hotel.

2.7. The moderating role of nationality

In literature, the number of papers that have analysed the influence of culture on
consumer decision making has increased in the last decade due to the globalisation of
markets, which requires companies to operate in different countries (Mattila, 2019).
In order to explain how culture determines individual behaviour, the early work of
Bourdieu (1977) coined the Theory of Practice to justify the bonds between Culture
Dispositions and Practices. According to this theory, culture gathers several compo-
nents, namely: beliefs, values, attitudes and behaviours well-established and widely-
shared within a community. From the Theory of Practice it may be inferred that
guests from different cultural backgrounds judge the same experience with the hotel
in significantly different ways.

In this sense, various authors who carried out cross-cultural studies opt for consid-
ering nationality as an important factor in evaluating cultural differences and in
understanding those characteristics shared by members in the context of tourism
(Mattila, 2019). In an in-depth review of the literature, Li (2014) points out that, of
the 91 articles analysed, 49 used nationality as a basis for the analysis of intercultural
tourism behaviour. With respect to the thematic areas covered, evidence of the influ-
ence of nationality has been found in: a) ‘green’ practices (Berezan et al., 2013); b)
image (Lee & Lee, 2009); c) trust (Jin et al., 2008); d) satisfaction (Berezan et al.,
2013; Zhang et al., 2015); and, e) loyalty (Li, 2014).

On the other hand, Akaka et al. (2013) propose extending the concept of value to
the cultural setting, highlighting that value co-creation is influenced by practices at
various levels of interaction that differ between cultures. Based on a study conducted
on clients of financial institutions in Spain and the United Kingdom, Grott et al.
(2019) conclude that the process of value co-creation can be affected by the consum-
er’s cultural environment, and companies can be more effective if they adapt their
strategies to fit in with the client’s culture.

For our empirical study, the selection of countries (Spain and Colombia) was based
on two criteria. First, from a development point of view, Spain represents a mature
global tourist market and Colombia an emerging tourist market. Second, there are
many cultural differences between the two countries, differences that correspond to
their opposite classification in the six Hofstede dimensions. In this sense, according
to Hofstede Insights (2020), the Spanish society is characterised by higher individual-
ism, lower masculinity, and low power distance, as opposed to the Colombian society,
which is rather collectivistic, masculine, and scoring high in power distance.

In response to the call of authors such as Mattila (2019) and Grott et al. (2019),
who point out that additional empirical research is required to explore cultural differ-
ences, we propose the following hypotheses to explore whether the nationality of
guests plays the role of moderating variable in the relationships contemplated in
our model:

H8: Compared to Colombian guests, for Spanish guests: 1) ‘green’ practices have a
greater influence on image (H8a) and trust (H8b); 2) value co-creation has a greater
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influence on trust (H8c); 3) image has a greater influence on trust (H8d) and satisfac-
tion (H8e); 4) trust has a greater influence on satisfaction (H8f); and, 5) satisfaction
has a greater influence on loyalty (H8g).

The proposed model, which contemplates the aforementioned hypotheses, is shown
in Figure 1.

3. Methodology and sample characteristics

3.1. Measurement development

To measure ‘green’ practices, nineteen items extracted from Kasimu et al. (2012) were
used, grouped into four dimensions: energy management, waste management, water
conservation, and general support to sustainable tourism practices. The scale pro-
posed by Yi and Gong (2013) has been adapted to assess the degree of co-creation of
the guests, as it is a third-order multidimensional construct, consisting of 29 items
grouped into two second-order dimensions, which, in turn, each includes four first-
order factors. The items related to hotel image have been extracted from Palacios-
Florencio et al. (2016), while the five items referring to guest trust have been
extracted and adapted from Chen (2010). Finally, guest satisfaction was measured
through three items proposed by Mart�ınez (2015) and for customer loyalty, three
items were used based on the work of Kim et al. (2008). All these items have been
evaluated using a 7-point Likert scale.

Once proposed the scales for measuring the variables of interest, firstly, a question-
naire was drafted in English, and then translated into Spanish. Secondly, the ques-
tionnaire was translated back into English to ensure that there were no
inconsistencies between the two versions of the questionnaire. Subsequently, a pilot

Figure 1. Conceptual model.
Source: Authors’ proposal.
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survey was carried out on 10 guests to check if the respondents understood the items,
after which the final version of the questionnaire was prepared.

3.2. Data collection

To test the proposed hypotheses, a quantitative study was performed. The members
of the research team conducted face-to-face interviews with Spanish and Colombian
tourists who stayed in three- and four-star hotels in the cities of Valencia (Spain) and
Bogot�a (Colombia), respectively. These hotels belong to hotel chains that embody an
innovative management style from an environmental point of view, as reflected in
their sustainability reports and have ‘green’ certifications, such as Green Key, Green
Leaders or Green Globe. In addition, these hotel chains are located in the two
selected cities. Once the permission from the hotel managers has been given, the data
were collected through personal interviews carried out in the hotel lobbies in July
and August 2018 in Valencia, and between September and November 2018 in Bogot�a,
resulting in a final sample of 611 valid questionnaires, 309 in Valencia and 302
in Bogot�a.

3.3. Sample characteristics

Regarding the profile of the Spanish guests, the majority are men (54.4%) and more
than half are between 24 and 58 years old (65.1%). In relation to the level of studies,
63.1% have university degrees and post-graduate qualifications. Most people inter-
viewed stated that they were employees (52.1%). 79.6% of respondents stated that
they were staying at the hotel for leisure purposes. Regarding the profile of the
Colombian guests, more than half are men (58.6%) and the majority are between 24
and 58 years old (68.6%). Furthermore, the majority hold some form of technical or
technological qualification (40.7%) and university degree (46.0%) and are employed
(58.3%) or self-employed (27.2%). More than half of the guests (57.9%) were staying
at the hotel for business.

4. Results

The analysis of the results obtained was carried out in two phases. First, to analyse
the possible dimensions of the ‘green’ practices and value co-creation variables, an
Exploratory Factor Analysis was carried out using the SPSS software. Second, the val-
idation of the measurement instrument through a Confirmatory Factor Analysis and
the estimation of the structural model were carried out by means of Partial Least
Squares (PLS), using the Smart PLS 3 software.

4.1. Exploratory Factor Analysis

An Exploratory Factor Analysis with VARIMAX rotation was performed in order to
determine, on the one hand, if the dimensions used in this work to measure ‘green’
practices and value co-creation are the same as those used in previous studies and,
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on the other hand, if the items are grouped into factors or dimensions in the same
way as previously proposed. The results (KMO ¼ 0.941 for the ‘green’ practices vari-
able and KMO ¼ 0.898 for value co-creation, and for Bartlett’s test of sphericity a p-
value of less than 0.01, for the two constructs) confirm that the data matrix is valid
to continue the factor analysis process. Then, after analysing the matrix of rotated
coefficients, it was decided to eliminate two items in the case of ‘green’ practices and
two items for value co-creation, since their weightings were less than 0.5 (Nunnally &
Bernstein, 1994). As a result, ‘green’ practices are made up of four first-order dimen-
sions, specifically, energy management, waste management, water conservation and
general support to sustainable tourism practices. In turn, the value co-creation vari-
able, as in previous studies, is divided into eight first-order dimensions: information
seeking, information sharing, responsible behaviour, personal interaction, feedback,
advocacy, helping and tolerance.

4.2. Confirmatory Factor Analysis

Following the Exploratory Factor Analysis, a Confirmatory Factor Analysis was car-
ried out. First, with respect to the first-order reflective constructs, the internal consist-
ency criterion was adopted to analyse their reliability, using Cronbach’s alpha and the
Composite Reliability (CR). In addition, the average variance extracted (AVE) and
the loadings of the indicators were analysed to assess the convergent validity. As
shown in Table 1, all items have values greater than 0.707 and statistically significant
(p< 0.01), which indicates adequate convergent validity.

The discriminant validity was confirmed as the square roots of the AVE of each
construct are greater than the correlations with the other constructs, according to the
Fornell and Larcker (1981) criterion and the values for the heterotrait–monotrait
(HTMT) ratio are less than 0.9 (Henseler et al., 2015).

The formative variables were evaluated, on the one hand, by evaluating the exist-
ence of possible multicollinearity, through the variance inflation factor (VIF) and, on
the other hand, by evaluating the magnitude of the weights and their significance.
Based on the results obtained, it was decided to eliminate four of the items of the
variable image since they did not meet the aforementioned criteria, leaving the vari-
able defined by three items. According to the four types of multidimensional models
proposed by Jarvis et al. (2003), we consider ‘green’ practices and value co-creation as
reflective-formative and reflective-formative-formative variables, respectively. Table 2
presents the results of the measurement model of formative constructs.

4.3. Global structural model

Once the measurement instrument has been validated, the structural model is esti-
mated by analysing the standardised path coefficients (b) obtained by using the boot-
strapping method (Henseler, 2017) on 5000 subsamples. In addition, the evaluation of
the model is carried out by means of the variance of the dependent latent variables
explained by the constructs that predict them (R2) and the predictive relevance (Q2

through blindfolding). From the results obtained, and as shown in Table 3, it should
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be noted that all the relationships set out in our model have been supported at least
at the 0.001 significance level.

4.4. The moderating role of customer nationality

Additionally, according to the hypotheses raised, we hope to find significant differences in
the relationships between constructs based on guest nationality. For this, a multigroup
analysis (MGA) is carried out by dividing the database into two subgroups: Spanish and
Colombian guests. Previously, we applied the MICOM (Measurement Invariance of
Composite Models), a three-step procedure that allows us to analyse the invariance of
composite models (Henseler et al., 2016). As can be seen in Table 4, there is a complete
measurement invariance (for ‘green’ practices) as well as a partial measurement invariance
(for co-creation value, image, satisfaction and loyalty), which is a necessary requirement to
carry out a multigroup analysis (Henseler et al., 2016).

Table 5 displays the results of the MGA and the permutation test, the two methods
used to demonstrate the significance of the difference between the path coefficients
obtained in the multigroup analysis. According to the results obtained, there are
clearly significant differences regarding the effects of value co-creation and image on

Table 2. Measurement model of formative constructs.
Constructs Indicators Weight FIV p value

First order
Image The interior of the hotel is in accordance with its category 0.261 1.361 0.000

I distinguish the establishments of this hotel chain perfectly 0.336 1.636 0.000
This hotel is renowned for its good social behavior 0.602 1.708 0.000

Second order
“Green” practices Energy Management 0.390 1.742 0.005

Waste Management 0.135 2.308 0.002
Water Conservation 0.558 1.576 0.000
General Support to sustainable tourism practices 0.257 2.084 0.000

Customer participation
behavior

Information seeking 0.476 1.183 0.000
Information sharing 0.222 1.245 0.026
Responsible behavior 0.524 1.510 0.000
Personal interaction 0.195 1.462 0.014

Customer citizenship
behavior

Feedback 0.261 1.308 0.000
Advocacy 0.360 1.466 0.000
Helping 0.189 1.686 0.003
Tolerance 0.411 1.364 0.000

Third order
Value co-creation Customer participation behavior 0.476 1.183 0.000

Customer citizenship behavior 0.261 1.308 0.000

Source: Authors’ own calculation.

Table 3. Structural model results.
Hypothesis b t Decision

H1: “Green” practices – Image 0.408� 11.660 Supported
H2: “Green” practices – Trust 0.284� 7.539 Supported
H3: Value co-creation – Trust 0.248� 7.594 Supported
H4: Image – Trust 0.556� 15.780 Supported
H5: Image – Satisfaction 0.497� 9.493 Supported
H6: Trust – Satisfaction 0.363� 8.138 Supported
H7: Satisfaction – Loyalty 0.540� 13.998 Supported

Note: R2(Image)¼0.266; R2(Trust)¼0.562; R2(Satisfaction)¼0.631; R2(Loyalty)¼0.292; Q2(Image)¼0.106; Q2(Trust)¼0.424;
Q2(Satisfaction)¼0.558; Q2(Loyalty)¼0.242;

�
p< 0.001.

Source: Authors’ own calculation.
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trust, image on satisfaction, and satisfaction on loyalty. In contrast, there is no evi-
dence that nationality has a significant moderating role in the relationships between
‘green’ practices and image, ‘green’ practices and trust, and trust and satisfaction.

5. Conclusions and discussions

Based on the tourists’ increasing concern for the environment and their greater desire
to get involved and collaborate with companies in the development of their experien-
ces, this work, through the presentation and empirical analysis of a theoretical model,
analyses how ‘green’ practices and value co-creation contribute, along with other vari-
ables such as image and trust, to generate guest satisfaction and loyalty in the context
of ‘green’ hotels. Our model integrated a multidimensional operationalization for the
two constructs: ‘green’ practices and value co-creation based on the previous studies.
Results of PLS-SEM analysis confirm positive and significant relationships between
the constructs proposed in the model, thus supporting Hypotheses 1 to 7. There are
also significant differences based on the guests� nationality regarding the effects of
value co-creation and image on trust, image on satisfaction, and satisfaction on loy-
alty, in support of Hypotheses H8c, H8d, H8e and H8g. In contrast, we do not find
significant differences either in the influence of ‘green’ practices on hotel image or
trust; thus, even if sensitiveness to sustainability may differ between Spanish and
Colombian guests, it does not seem to determine the strength of the relations
between these variables. Similarly, the relation between guest trust and satisfaction
does not seem to be moderated by the nationality of the customer. In this sense, sev-
eral theoretical and managerial implications can be derived from our results.

Table 4. Results of invariance measurement testing using permutation.

Constructs
Conf.
Invar

ComposicionalI
nvariance Partial

Measur
Invar.
Estab.

Equal Mean
Assessment

Equal variance
assessment Full

Measur.
Invar
EstabC¼ 1 5% Diff

Confidence
Interval Diff

Confidence
Interval

“Green” practices Yes 0.900 0.756 Yes 0.116 [-0.158;0.166] �0.028 [-0.212; 0.222] Yes
Value co-creation Yes 0.995 0.859 Yes 0.232 [-0.161;0.164] �0.165 [-0.292; 0.300] No
Image Yes 0.836 0.816 Yes 0.130 [-0.162;0.164] �0.232 [-0.202; 0.201] No
Trust Yes 0.996 0.995 Yes 0.175 [-0.161; 0.164] �0.248 [-0.207; 0.206] No
Satisfaction Yes 1.000 1.000 Yes 0.161 [-0.160; 0.165] �0.303 [-0.246; 0.207] No
Loyalty Yes 1.000 0.999 Yes 0.079 [-0.167; 0.169] �0.340 [-0.202; 0.214] No

Source: Authors’ own calculation.

Table 5. Results of multigroup analysis (Spanish versus Colombian guests).

Relationships

b P Value Difference

SupportedSpain Colombia Henseler�s MGA Permutation Test

“Green” practices – Image 0.448� 0.409� 0.280 0.581 No/No
“Green” practices – Trust 0.276� 0.317� 0.712 0.579 No/No
Value co-creation – Trust 0.231� 0.149� 0.005 0.007 Yes/Yes
Image – Trust 0.472� 0.629� 0.987 0.021 Yes/Yes
Image – Satisfaction 0.612� 0.394� 0.017 0.039 Yes/Yes
Trust – Satisfaction 0.297� 0.424� 0.917 0.171 No/No
Satisfaction – Loyalty 0.612� 0.497� 0.047 0.047 Yes/Yes

Note: �p< 0.001.
Source: Authors’ own calculation.
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5.1. Theoretical implications

First, the direct and significant effects that ‘green’ practices have on image and on
trust were demonstrated in the evaluation of the causal model, which means that
‘green’ practices are shown as a key variable to ensure the image of the hotel com-
pany and increase guest trust in it. Second, since there is a relationship between value
co-creation and guest trust, we can point out that, through the process of value co-
creation, guests perceive their collaboration with the hotel in the creation and devel-
opment of their own experience as an important action, which increases their degree
of trust in the hotel. The aforementioned evidence is aligned with previous research
reporting positive links between guests’ affective responses and corporate image and
trust (Palacios-Florencio et al., 2016, 2018).

Third, image has a positive and significant effect on tourist trust, on the one hand,
and on guest satisfaction, on the other hand. On this basis, in the same line as previ-
ous research (e.g. (Mart�ınez, 2015; Wang et al., 2018), we can assume that a favour-
able green image of the hotel enhanced through green practices positively contributes
to the overall image and the confidence of its guests, thereby reducing their level of
risk and uncertainty when selecting the hotel and increases customer satisfaction,
thus achieving an advantage over its competitors.

Fourth, our study has been able to confirm the positive relationships between trust
and satisfaction and satisfaction and loyalty, in support of the main stream in the lit-
erature. These results indicate that the increase in guest trust will have a positive
influence on their own judgement about the hotel, which will create a positive atti-
tude towards the company, increasing their degree of satisfaction with it.
Furthermore, guest satisfaction can help increase their degree of loyalty towards
‘green’ hotels, with the implementation of environmental measures and the possibility
of participating in the value co-creation process constituting two key strategic tools
given their essential role in building not only image, guest trust and satisfaction, but
also customer loyalty.

Finally, the present work proposed a comparative study between Spanish and
Colombian guests to gain an understanding of consumer behaviour in these two cul-
tures. First, the results of the empirical analysis have determined that, although the
environmental measures developed by hotels significantly influence the image and
satisfaction of both Spanish and Colombian guests, there are no significant differences
between the two subgroups. In this sense, we could conclude that, in contrast to the
Theory of Practice (Bourdieu, 1977), nowadays guests, regardless of the country of
origin, are more aware of environmental problems and, consequently, establish and
maintain more lasting relationships with companies that are environmentally respon-
sible; ‘green’ practices are a factor of great importance in the construction of both the
image that guests have in relation to the hotel, and the trust that they place in it.
Furthermore, our analysis also shows that trust represents an essential variable in
increasing guest satisfaction, regardless of their nationality.

Second, the analysis of the results indicates that nationality exerts a moderating
effect on the following relationships: value co-creation - trust, image - satisfaction
and satisfaction - loyalty, all of which are more important for Spanish tourists. A pos-
sible explanation for the results obtained would be that, for guests from countries
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with individualistic cultures and low masculinity, such as Spaniards, the initiation of
new behaviours, value co-creation for example, seems to be more valued and, more-
over, they tend to be more satisfied and, as a consequence, to be more loyal than
guests from national cultures with high levels of masculinity and collectivism, as is
the case of Colombia.

Finally, although in both groups the results indicate the existence of a positive and
significant relationship between image and satisfaction, in the Colombian subsample,
however, the effect is significantly greater than in the Spanish sample. Therefore, it is
concluded that tourists from cultures with a high degree of collectivism such as
Colombia are more likely to build trust, since in this type of culture strong interper-
sonal ties prevail and individuals tend to judge others to be similar to them (Jin
et al., 2008).

5.2. Managerial implications

Based on the above discussions, in this section we present some implications that we
consider will allow hotel managers to have a better understanding, on the one hand,
of the perceptions of guests about the sustainable practices developed by these com-
panies and, on the other hand, the importance of the possibility for tourists to par-
ticipate, together with the hotel, in the creation of their experience at the hotel.

First, in relation to ‘green’ practices, if we analyse the items proposed in this work
in order to measure them, we observe that some aspects, such as providing refillable
shampoo/soap dispensers and using recycling bins in rooms and common areas, have
been highly valued by Colombian guests. In this sense, Spanish hotels could, for
example, consider using products such as shampoo and soap made by well-known
brands to encourage guests to use and accept this type of product in refillable dis-
pensers. On the other hand, since practices such as the use of presence sensors/entry
cards in rooms or the use of energy efficient equipment and products, have been
highly rated by Spanish guests, the managers of Colombian hotels should intensify
the information efforts through in-room brochures, in the lobby and the restaurant
of the hotel on the positive environmental impact stemming from the implementation
of these practices.

Based on the results obtained, we consider that environmental measures can be a
favourable factor if they are implemented correctly by hotels. For this reason, hotel
managers should address all their attention towards their guests and their needs,
given that today’s consumers are increasingly aware of environmental problems and,
therefore, believe that hotels should also be taking action to promote sustainability.
In this sense, hoteliers should communicate to guests the benefits obtained after the
implementation of ‘green’ measures in their establishments, with objective indicators,
such as, for example, the reduction of the carbon footprint or the decrease in water
and energy consumption, highlighting its positive impact on society in general and
on the environment in particular. In this way, they can show consumers that these
practices are not just ‘greenwashing’ tactics, but actually contribute to the develop-
ment of sustainable tourism.
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In addition, positioning itself as an environmentally-friendly establishment by incor-
porating ‘green’ practices into its operations, helps a hotel not only differentiate itself
from its competitors, but also identify and attract new guest segments based on their
needs. This identification allows hotel managers to use more specific marketing strat-
egies, such as asking guests for information about their willingness to collaborate on
‘green’ practices prior to check-in and, consequently, customise, as much as possible,
the environmental measures implemented in each room. Notwithstanding, due to the
cost-revenue imbalance caused by the COVID-19 virus outbreak and the subsequent
reduction in tourism numbers (Alexakis et al., 2021), the key motive for adopting green
initiatives may lay in cost reduction and not harvesting green tourist market. This
might represent an opportunity for developers of environmental-friendly solutions that
contribute to significant savings in hotel water and energy consumption.

Secondly, due to the increased use of social media nowadays, consumers freely
communicate with each other and are very well informed, having the opportunity to
process information and express their opinions wherever and whenever they want.
The active role of the tourist in the process of value co-creation, before, during and
after their hotel experience can lead to better results, since the hotel has the possibil-
ity of offering services adapted to the customers’ needs, thus gaining an edge over
competitors.

Furthermore, the involvement of guests in the process of value co-creation gener-
ates the possibility of communication through direct interaction between them and
hotel employees. This communication constitutes an important exchange of informa-
tion for the hotel, since customers can inform the hotel about their needs, their opin-
ions, as well as any suggestions they may have. In addition, guests expect and want
hoteliers to take all this information into account, because otherwise they may express
negative opinions about the establishment through forums, social media or even at
the hotel. Therefore, managers must recognise the value of all the information pro-
vided by their guests to analyse their characteristics through honest interaction with
them in order to increase their levels of trust and guarantee their satisfaction
and loyalty.

It should be noted that hotel managers must take into consideration the cultural
differences that arise when guests are actively involved in the process of value co-
creation by guests. In this sense, according to the results of our empirical study,
Spanish guests differed from Colombian guests with respect to various aspects of
some of the dimensions of the value co-creation construct, such as: information
search, information exchange, responsible behaviour, feedback, willingness to help or
tolerance. For this reason, Colombian hotel managers must identify and encourage
those clients who co-create their experiences, for example through a platform that
adapts to each client depending on the level of value co-creation that they wish to
carry out voluntarily.

5.3. Limitations and future research

This work is subject to a series of limitations that need to be considered to qualify
the results and the conclusions derived from them, which are configured as
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opportunities for future research. First, due to the small number and geographical
limitation of the hotels investigated, future research needs to cover a greater number
of establishments, including those located in other geographical areas of the two
countries studied, or in other countries. Second, given that in our model not all pos-
sible relationships between the variables used are exhausted, we propose that future
works validate the direct impacts that may exist between them. Third, the proposed
model could be reconsidered for other types of accommodation companies, such as
hostels or campsites or in other areas related to the tourism sector, such as restau-
rants, travel agencies or airlines. Fourth, we are aware of the fact that the present
research was completed before the COVID-19 virus outbreak. Further research should
verify if these findings are still valid after the pandemic, or guest perceptions and
behaviour has experienced a substantial change. Finally, as an opportunity to advance
research in the environmentally responsible tourist environment, other constructs
could be added to the model, such as environmental knowledge and commitment of
tourists, or their previous experience with ‘green’ hotels.
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