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Abstract—Understanding  customers’ attitude  and
preferences toward ecological activities may help hoteliers
enhance and adjust their strategies and environmental
programs in order to suit customers’ expectations.
Therefore, this study examined hotels’ eco-engagement level
and managers’ perception and attitude toward green
activities. Moreover, a questionnaire was designed in order
to inspect potential customers’ attitude toward green
practices. Results have shown that there is a gap between
managers’ perceptions and the real attitude of potential
customers. Therefore, few suggestions were provided to

help hotel managers adjust their strategies.

Index  Terms—hotel industry, green activities,
environmental practices, customer practices, customer
preferences, Lebanon

I. INTRODUCTION

Tourism industry is one of many industries that
depends on environmental surroundings and conditions.
Pigram (1995) suggest that ‘‘Tourism can certainly
contribute to environmental degradation and be self-
destructive. It also has the potential to bring about
significant enhancement of the environment” [1]. Thus,
tourism can contribute to the enhancement of its
surrounding or harm it drastically.

It is believed that the hotel industry consume large
amounts of energy, water and non-durable products
because of the complexity and diversity of its offered
products and services [2]. The hotel industry damage the
environment by over consuming non-durable goods,
water and energy and pollute it by emissions that affect
the air, water and soil [2]. However, hotels are one of the
most important industries within the tourism industry,
and therefore, it has a great interest in protecting the
environment for many reasons. First, a main part of the
core product offered by hotels is its surrounding and
localization; this include fresh air, beautiful and clean
beaches, forests and gardens, etc. Moreover, customers
nowadays are more educated and aware of environmental
issues and becoming more responsible which has led to
considerable changing in their purchasing behavior,
travelling reasons and the choice of destination [3].

In developed countries, the government, the society
and customers puts pressure on the lodging industry
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which has led to increase their engagement in protecting
the environment and met a minimum obligations related
to this issue [2]. Unfortunately, in developing countries,
there is a lack of civil and governmental pressure.
Moreover, in case of the existence of regulations and
rules, they are rarely implemented because of the lack of
resources and the lack of control by concerned organism
(Kasim, 2009). In addition, in developing countries,
economic growth is prioritized at the expense of the
environment. Consequently, even if hoteliers in these
countries are aware of the importance of protecting the
environment and take initiatives, the lack of resources
and the desire to achieve economic development and
gain stop them from doing it [4].

Empirical work on the implementation of green
practices and its acceptance at hotels in developing
countries is still relatively rare. Moreover, the lack of
environmental commitment in these countries oblige
customers to choose a hotel room from what is available,
although some customers may prefer eco-hotels if they
exist. Therefore, this study has two objectives. The first
question to be answered is how luxury hotels, who are
supposed to have resources, are responding to the
emergence of environmental issue in the hotel sector? In
order to investigate this, the research aims to provide
answers to questions such as (1) what are the practices
implemented in the studied hotels? (2) Are they aware of
the advantages & importance of being eco-friendly? (3)
And what can be done to improve hotel actions toward
the environment? The second objective of the study is to
understand customers’ attitude toward the environment
and the effect of this issue on their hotel selection.

Il. METHODOLOGY

This study is divided into two parts. The first part was
conducted with hotel managers. It was designed as a
survey research combining qualitative and quantitative
data. A simple questionnaire was filled by managers
including fourteen variables. Respondents were asked to
specify if these variables were available and applicable at
the hotel. The purpose of this part is to analyze
environmental engagement of interviewed hotels. The
qualitative data were collected through interviews with
hotel managers. This part of the study was devoted to
study professional’s perception of environmental
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practices and gain insights on their perception of
customer’s vision about green practices. The interview
was divided into three parts. The first part included
questions related to the general demographics and
information related to the hotels. The second one
included questions related to the importance of eco-
variables for hotel choice by customers, their willingness
to pay (WTP) and the increase of positive word of mouth
(WOM). The third part was related to managers’
awareness and opinion of the role of eco-friendly
practices in affecting the image of the hotel and the
luxury experience and the possibility to gain competitive
advantages. And the last part was devoted to understand
hotels’ eco-programs if any available, and managers’
suggestions how hotels may be more engaged in
protecting the environment. The theoretical population
was defined as upscale hotels in the capital city of
Lebanon, Beirut. This sample includes 4 star and 5 star
hotels located in central Beirut. The sampling frame was
determined by checking the list of hotels on beirut-
hotel.com and Expedia.com. 78 hotels were identified.
All these hotels were contacted by phone to solicit a
meeting with one of available managers. It was difficult
to obtain cooperation from the management especially
those working in 4 star hotels. At the end, we were able
to conduct 35 interviews. The quantitative part of the
study was addressed to potential customers. An online
survey was designed including two parts. The first part
aims to measure eco-friendly attitudes. We have adopted
7 items from [5]: two items to measure the severity of
environmental problem, two items to measure the
importance of being environmentally friendly, one item
to measure the level of responsibility of corporations, and
two items to measure the inconvenience of being
environmentally friendly. These questions use a 5-point
Likert-type scale, with anchors of 1= strongly disagree to
5= strongly agree. The questionnaire included other
questions related to customers’ green attitude at home,
willingness to pay, recommending eco-hotels, hotel
choice and preferences. The second part collected
demographical information about respondents. This
questionnaire was shared online during one month in
April 2019 targeting French customers who spend at
least one night at the hotel per year. French customers
were chosen as this market is constantly growing in the
Lebanese hotel market [6]. After excluding incomplete
responses, 119 questionnaires were used for the analysis.

I1l.  FINDINGS
A.  PartI: Managers’ Interviews
1) General demographics & tourism
activity

Lebanon is a small country located on the eastern edge
of the Mediterranean Sea. The country is very rich and
diverse in its culture, history and atmosphere, making it
an important tourism destination is the Middle East. The
service sector, that mostly rely on banking and tourism,
is well developed in Lebanon and represents 73% of
GDP (2002). In 2017, the tourism sector accounts for
19.4% of GDP. The number of international arrivals
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surpassed 1.9 million in 2017 (The World Tourism
Organization). 588,706 arrivals were European, 301,604
were American arrivals, 74,750 and 125,097 arrivals
from Oceana and Asia, and 523,930 were Arab arrivals.

Beirut is the capital and the largest city of Lebanon.
Almost all economic activities are concentrated in the
capital, especially services. Central Beirut locate almost
100 hotels. According to Ernst & Young's benchmark
survey, the occupancy rate in the first ten months of 2017
was 65.8% in Beirut hotels. The average room rate was
USD 154 and the revenue per available hotel room was
USD 101 [6]. Moreover, the survey indicated that four
and five star hotels in Beirut were amongst the best
performers in the MENA! region.

Concerning the hotels included in this study, 21 of
them are rated five star, and however, just 10 of them
consider themselves luxurious hotels. 26 of these hotels
are affiliated to a chain from which 18 offer a loyalty
program. These hotels fall into different categories based
on their size. When hotels are classified based on their
size, they are divided into 4 groups: small (fewer than 25
rooms), medium (25 to 99), large (100 to 299) and major
hotels (more than 300). The majority of 4 and 5 star
hotels in Beirut fall into medium and large categories.

Beirut is a coastal city, which gives some hotels more
advantages by being located in the city center and
offering a sea view rooms at the same time. 12 hotels are
benefiting of this advantage, mainly these hotels are five
star resorts. The average occupancy for low seasons is
43.7%, with an average price of $130. In high seasons
the occupancy average increases to 81.5% with $223 as
an average room rate. While the average price obtained
in low seasons is $130, it is still possible to find rooms at
$60 from one side and others at $250 from the other side.
The same difference is noticed in high seasons, where
some rooms are sold at $100 and others at $450. Most of
these hotels are business oriented properties. Many
companies negotiate contracts and reserve rooms for the
whole year, what allows many hotels to be in the safe
side all year long. This may explains the acceptable
occupancy percentage in low seasons. This percentage is
importantly increased in high seasons due to the added
leisure travelers in booking hotel rooms.

Interviewed managers claimed that previously the
main guests of 4&5* hotels are Arabs and were
representing more than 75 % from total guests. However,
recently, the market is changing, and the number of
Europeans and other nationalities such as American,
Turkish, Chinese and Korean is increasing. European
tourists accounted for 35.7% in September 2018,
compared to 24.62% in 2008.

2) Implementation of eco-friendly activities

The purpose of the simple questionnaire addressed to
hotel managers were to identify the eco-friendly practices
implemented in the studied sample. Table | shows the
percentage of each variable and its applicability in the
hotels. Results has shown that at least one green practice
is implemented in all hotels. Moreover, all practices were
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found to be implemented in the studied hotels except
“eco-guest program” variable that is not implemented
anywhere. This variable means that hotels reward
customers for their green attitude and environment
respect.

Table | shows that the majority of hotels use keycards
(97.1%), LED bulbs (88.6%), Linen & Towel reuse
program (71.4%) and water control usage (60%).
However, fewer hotels have an environmental
certification (22.9%) or certified as a green hotel (11.4%).
Refillable shampoo dispenser is rarely used in those
hotels (5.7%) and fewer are implementing a green
purchasing policy (11.4%). Practices that are applied by
the majority of the hotels allow cost reduction which may
prove the findings of previous studies that suggest that
tourism industry implement eco-friendly activities only if
this employment reduces operating costs [7].

Recycling bin in lobby and recycling old beds and
matrasses are two variables that are implemented in 31.4%
and 45.7% of studied hotels respectively. However, these
percentages does not represent accurately these variables.
All managers that claimed that these variables are
practiced in their establishments clarified that is not
exactly what is happening. Managers explained that the
recycle bins are in reality available in their back offices
and it is often used to recycle papers. Also, old beds and
matrasses are not recycled, but rather, they donate them
to charities. It is important to note that, in Lebanon,
recycling centers are limited and municipalities doesn’t
offer any recycling programs.

TABLE I. THE PERCENTAGE OF HOTELS APPLYING OR NOT EACH OF
THE GREEN PRACTICES

Available at the hotel (%)
Green Variable Yes No
Environmental 229 77.1
certification
Recycle bin in lobby 314 68.6
Recycle bin in guest 114 88.6
rooms
Refillable shampoo 5.7 94.3
dispenser
Occupancy sensor 48.6 51.4
Keycard to turn power to 97.1 29
the room on and off
Energy efficient light 88.6 114
bulbs in guest rooms
Linen and towels reuse 71.4 28.6
program
Hotel is certified as a 11.4 88.6
green hotel
Water control usage 60 40
Recycling old beds and 45.7 54.3
matrasses
Eco-friendly guest 0 100
programs
Eco friendly training for 60 40
managers and staff
Green purchasing policy 114 88.6

According to these answers, the majority of the
studied hotels implement less than the half of the studied
variables, thus less than seven green practices. Only 9
hotels implement more than seven green practices. The
latter, are those hotels who have an environmental
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certification explaining their engagement in protecting
the environment.

3) The effect of eco-practices on hotel
choice, WTP & WOM

As mentioned earlier, the second part of open-ended
questions was related to managers’ perception on their
customers related to the importance of eco-variables for
them when choosing a hotel, its effect on their
willingness to pay (WTP) and the increase of positive
word of mouth (WOM). Concerning the importance of
eco-friendly practices for hotel choice by customers,
managers argued that the level of importance is relative
to the destination choice and the nationality of customers.
Managers explained that in Lebanon, there is no real
ecological hotels in the upscale category. Also, those
who are implementing some green practices are limited.
Therefore, when choosing a hotel in Lebanon, it is quiet
impossible to stick to the green-attitude because there is
no eco-options. From the other hand, concerning tourists,
managers agreed that it depends on their nationalities.
They claimed that Arab tourists may lack environmental
awareness and education, thus, making it a non-important
variable at all. They assume that tourists from Arab
countries do not care, in contrary, they appreciate luxury
and wouldn’t be happy if its level would be affected by
green initiatives. In contrary, managers suggested that
non-Arab customers, especially European, if have the
choice, they would prefer to choose a hotel engaged in
protecting the environment. Managers explained that
education and awareness are very important and this is
what is making the difference between different
nationalities and their attitude toward the environment.
However, all managers agreed that green initiatives will
not affect customers’ willingness to pay, reversely, they
suggested that green engagement may push some
customers to question hotel rates, as educated customers
know that eco-practices help reducing operating costs.
Furthermore, some managers agreed that green initiatives
might contribute to positive WOM, but also it depends
on customers’ nationalities. This claim is also consistent
with previous results. Dief & Font (2010) showed that
Western European markets stood out as the most
powerful predictor of green marketing strategies. Also,
Ayuso’s (2006) suggests that customers’ environmental
concerns depend to a great extent on their nationality,
with  Western Europeans being more willing to
collaborate in environmental initiatives [8].

4) Eco-friendly practices effect on hotel
image, luxury experience & competitive
advantages.

The third part of the interview discussed the effect of
eco-friendly practices on hotels ’image, the luxury
experience and if it may offer a competitive advantage to
the property. The majority of interviewed managers
agreed that green initiatives may enhance the image of
the property. However, despite this positive perception,
only 17% of the studied hotels use eco-practices in their
marketing advertising because they consider it a waste of
money and time. They do not consider that eco-friendly
activities offer any competitive advantage to the firm.
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Many studies in marketing and consumer behavior
argued that the image of a firm may widely affect the
buying behavior of customers [9]. Thus, managers must
understand the importance of promoting their green
activities and spread awareness on environmental issue to
help educate customers and gain therefore a competitive
advantage. According to a study conducted by Han et al.
(2009), customers who have a green attitude in their
daily lives, they appreciate green hotels, they are willing
to pay more for these hotels and recommend it. These
findings must push managers to reconsider their
strategies and marketing campaigns. Concerning the
effect of green practices on luxury experience, the
majority of managers are supporting eco-practices if it
doesn’t affect the quality of service and the luxury
experience as these two are the essence of upscale hotels
in Lebanon. The majority of managers consider that
when customers have the choice to implement or not a
green practice, for example reusing or not the linen and
towels, it won’t harm the luxury experience. Moreover,
some managers argued that in luxury hotels it is better to
implement non-seen initiatives, for example recycling
and green purchasing policies. Reversely, the majority
considered that some eco-practices are not acceptable at
all like refillable shampoo dispensers because it damage
not only the luxury experience but also the hygiene.
Biodegradable amenities were also chosen to be not
appropriate for a luxury property because of its low
quality and cheap aesthetics. Some managers also
considered that linen & towel reuse program is not
compatible with guests’ expectations of a luxury

experience.
5) Eco-programs and suggestions to protect

the environment

The last part of the interview was devoted to
understand hotels’ eco-programs if any available.
Whether the purpose of implementing environmental
practices is to save the environment or reduce cost, many
hotels incorporate eco-programs in their activities. All
hotels that implement an eco-program are affiliated to an
international chain. This helps understanding their
engagement despite the lack of society’s environmental
awareness and government regulations and laws.
However, independent hotels assured that the main
reason of their lack of eco-engagement is caused by the
lack of resources and the high investment required for
ecological installations. Those hotels that implement
ecological programs belongs to five international hotel
groups that are: Radisson Hotels, Hilton Worldwide,
Md&venpick Hotel& Resort, Intercontinental Hotel Group
and Rotana Hotels. Radisson Hotels program’s name is
“THINK PLANET”. This program is interested in carbon
reduction, water conservation, waste minimizing,
responsible resources, green meetings (to spread
awareness) and ecolabels. More than 450 Radisson hotels
have an ecolabel. One of these hotels is Radisson Blu
Martinez Beirut that is the first hotel in Lebanon to be
designated with “Green Key” Certificate by achieving
full environmental certification for environmental
conservation. In order to obtain this label, the hotel was
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required to fulfil the majority of eco-practices list that
includes: Environmental Management, Staff Involvement,
Guest Information, Water and Energy Consumption,
Washing and Cleaning, Waste, Food and Beverage,
Indoor Environment, Parks and Parking Areas, and
Green Activities._ Hilton Hotels program’s name is
“Travel with Purpose”. Hilton group is the first major
hotel company that launched a science-based targets;
they are planning to reduce greenhouse gas emissions
and recycle & reuse 100% of used soap by 2030. The
program is concerned with reducing carbon emission,
energy & water consumption, waste and responsible
resourcing. In Lebanon, Hilton hotels’ eco-initiatives
include energy and water saving projects and recycling.
Due to “Travel with Purpose” program, Hilton Beirut has
succeeded to achieve $253 000 in cumulative savings in
2015. This success was due to the replacement of four
generators with more efficient models. Moreover, they
have installed water saving devices into the faucets and
showers in all guestrooms. In addition, they recycled
around 2,450 kilograms of paper and 460 kilograms of
plastic. “Rotana Earth” is the sustainable program of
Rotana Hotels. In addition to energy & water savings,
waste reduction and chemical use, this program include
food strategies that aims of decreasing the quantity of
food waste and donate the excess food to charities.
Movenpick Hotels & Resorts aims to reduce and
optimize its consumption through the use of basic
measures, such as energy efficient lighting, water
consumption reduction and better management of waste
and chemical use. The hotel commitment goes beyond
environmental and employee sustainability, to also
encompass social sustainability. They support local and
international charities, support local products and
handicrafts, encourage team members to volunteer and
implement donation schemes. Intercontinental Hotel
Group (IHG) also developed its Green Engage Program
to reduce waste, develop recycling strategies and
increase donation to charities and non-governmental
organizations (NGOs).

Also, we asked managers their opinion how hotels
may be more engaged in protecting the environment.
Managers argued that protecting the environment is an
important issue to be considered by any organization,
especially tourism related industries, as the tourism is
heavily affected by environmental conditions. Managers
agreed that there is a lot of work to be done by the hotel
industry in Lebanon to enhance their eco-positioning and
contribute to lowering the pollution and harm affecting
the environment. First of all, the majority of managers
agreed that changing bulbs to LED lights, incorporating
linen& towel reuse programs, Key Cards, not printing
unless it is important, decrease paper consumption and
recycle it, and decreasing food waste are all simple and
possible steps to be implemented by any hotel. Some
managers suggested that accepting less packages and
using biodegradable products are also efficient ideas yet
simple for implementation. Few hoteliers suggested that
the most important step is spreading awareness and
education among employees and customers. Training and
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education programs are important among employees
which help them understand the importance of
sustainable programs and the danger encountering our
lives if no actions were taken. Managers believe that
raising education and awareness may encourage green
attitude. Moreover, respondents consider that not all
customers fully understand the importance of green
practices, especially those that may affect their
experience and stay at the hotel. Thus, the importance of
spreading information about green initiatives and its
importance is a must. This can be done at the hotel
reception during check-in and through marketing
campaigns. Also some managers suggested using TV
screen ads or applications to communicate all hotel
services and useful information about the hotel (facilities,
room service menu, telephone codes...) instead of paper
menus and brochures that guests can find in their rooms.

After conducting interviews with hotel managers in
Lebanon, we have noted that environmental practices are
still very modest in these hotels and are especially
implemented to reduce operating costs. It was noticed
that the majority of managers consider that customers are
not aware and do not care about the environment.
However, an important number of studies have
confirmed that customers who have a green attitude will
likely be interested in purchasing green products, will
have a positive intention to pay more for green products
and recommend it [5]-[9]. Furthermore, the theory of
social identity suggests that some individual perceptions
toward the environment may affect their willingness to
pay, namely, the severity of ecological problems, the
importance of having an eco-friendly attitude and the
level of eco-responsibility of corporations [10].
Therefore, we thought it important to suggest and test
few hypothesis (Hy; H,; Ha; Hy) that were adopted from
Baker, et al. (2014) study, in order to analyze consumers’
behavior toward hotels engaged in eco-friendly practices,
especially that the market in Lebanon is shifting from
Arab tourists to Europeans, to be able to give convenient
advices to hotel managers in order to enhance their
performance and attitude toward the environment. For
this, we have developed a questionnaire addressed to one
of the largest target markets of Lebanese hotels, the
French market. Based on Cronbach’s alpha, scales were
acceptable ranging from 0.58 to 0.82 (see Table I1).

“Hypothesis 1: Perceptions of the importance of
being environmentally friendly positively affect
willingness to pay more for a green hotel.

Hypothesis 2: Perceptions of the severity of the
environmental problem negatively affect willingness to
pay more for a green hotel.

Hypothesis 3: Perceptions of the
responsibility — of  corporations  positively
willingness to pay more for a green hotel.

Hypothesis 4: Perceptions of the inconvenience of
being environmentally friendly negatively affect
willingness to pay more for a green hotel.”

level of
affect

B. PartIl: Customers’ Questionnaire
1) Descriptive results
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The majority of respondents were female representing
70%. Respondents were all above 18 years old. The
majority of respondents (41%) were between 21 and 30,
followed by 30 percent aged between 31 and 40. (14)
percent were between 41 and 50, (10) percent were
between 51 and 60, and only (5) percent were above 60.
An important number of respondents (45.4%) hold a
Ph.D. degree and a master’s degree (32.8%) which
indicates that the majority of respondents are highly
educated. All respondents claimed staying at least one
night per year in a hotel. 25 percent of respondents
reported staying between 4 & 6 nights per year in a hotel,
13.5 percent reported staying between 7& 9 nights, and
30.7 percent claimed staying more than 10 nights in a
hotel room per year (see Table IlI).

Results have shown that the majority of respondents
practice at least one environmental activity in their daily
life. 79.8 percent of respondents claimed to recycle, reuse
and more which indicates the high responsibility of
respondents toward the environment at least at home.
Only 5.9 percent of respondents claimed to practice no
activity. 56.3 percent of respondents claimed that
ecological engagement of hotels doesn’t affect their
choice. However, 88.2 percent of respondents are willing
to recommend a green hotel or a property engaged in
eco-activities. Moreover, (70.6) percent of respondents
are willing to pay more for environmentally engaged
hotels, among which 19.1 percent are ready to pay more
than € 10, (27) percent are ready to pay between € 7-€ 10,
(37.1) percent are ready to pay between € 4- €6 and
(16.9) percent are ready to pay less than € 3. (46.2)
percent of respondents claimed to prefer saving the
environment at the expense of their comfort in a hotel
room, and 92.4 percent of respondents are ready to give
up the luxury experience (all what is related to luxury) in
favor of the environment.

TABLE Il. BASED ON CRONBACH’S ALPHA, SCALES WERE
ACCEPTABLE RANGING FROM 0.58 70 0.82

Measurement of items

Variable Measurement item
Severity of In our country, we have so .759
environmental problem  much electricity that we do not
have to worry about conservation
The earth is a closed system
where  everything  eventually
returns to normal, so | see no
need to worry about its present
state
Inconvenience of being  Recycling is too much trouble  .591
environmentally friendly
Keeping separate piles of
garbage for recycling is too much
trouble
Importance of being Recycling will reduce .753
environmentally friendly  pollution
Recycling is important to save
natural resources
Level of responsibility =~ Companies are concerned .823

about the environment
Companies are

responsibly toward

environment

of corporations
acting
the

2) Impact of eco-friendly attitudes

customer behavior

on
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Multiple regression analysis was used to examine the
effect of eco-friendly attitude on customers’ intention to
recommend a green hotel and their willingness to pay
more for staying at an eco-friendly hotel. Results are
shown in Table I1I.

The severity of environmental problem was found to
be significant regarding the intention to recommend and
the willingness to pay more. Thus, hypothesis 2 is
supported. Our finding is different from Baker et al.
(2014) who have found that this variable is insignificant
and has no effect on customers’ willingness to pay.
Conversely, all other variables were found to be
insignificant regarding the intention to recommend a
green hotel. Our findings reinforce Barber et al. (2012)
suggestions on the importance of measuring eco-friendly
attitudes by wusing multiple dimensions because
customers might be affected by some areas and not
others which will affect their intention to stay and
recommend and pay more.

TABLE IIl. SAMPLE CHARACTERISTICS

%

Age
Twenty-one to thirty 40.3
Thirty-one to forty 30.3
Forty-one to fifty 14.3
Fifty-one to sixty 9.2
Sixty-one or older 4.2
Gender
Female 70.6
Male 29.4
Education level
High school 0.8
Some College 25
Bachelor degree 18.5
Master degree 32.8
Ph.D. 45.4
Monthly income
Less than €800 10.1
€800 - €1200 134
€1300 - €1800 311
€1900 - €2500 27.7
More than €2500 17.6
Relationship status
Single 52.9
Married 38.7
Other 8.4
Nights in hotel per year
One to three nights 30.8
Four to six nights 25
Seven to nine nights 135
Ten to twelve nights 125
Thirteen to fifteen nights 6.7
More than sixteen nights 115

TABLE VI. WTP & WOM

Intention to  Willingness to pay
recommend more
B t- Sig. B t- Sig.
value value
Severity of - - .001 - - .001
environmental 331 3.256 344 3.359
problem
Inconvenience - -250 .803 165 1.690 .094
of being .024
environmentally
friendly
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Importance of - -227 821 - -.272  .786
being .021 .025
environmentally

friendly

Level of .031 .210 .834 .042 434 .665

responsibility of
corporations

Furthermore, inconvenience of being environmentally
friendly was found to have a positive effect on customers’
willingness to pay, reversely to Baker et al. (2014) who
have found this variable to have a negative effect on
customers” WTP. Our finding may seems illogical,
however, some studies suggest that customers’
engagement in eco-friendly practices do not mean that
they always choose green products, nor are they willing
to pay premium for these products [11]-[12]. In addition,
Ham & Han (2013) have found that the level of concern
related to the environment is not an important factor
when deciding to pay a premium price or to spread
positive word-of-mouth [13]. Thus, our findings may
suggest that some customers, even if they are not
engaged in eco-friendly activities, and find it
inconvenience for being environmentally friendly by
themselves, they might be willing to pay more for green
products.

IVV. DISCUSSION

Our findings regarding hotels’ environmental
engagement and hoteliers’ perception of customers’
attitude, and customers’ green attitude and their behavior
toward staying, recommending and paying more for
green hotels suggests many management strategies. First
of all, managers’ must reconsider the importance of
green activities and start investing in them, regardless of
customers’ attitude, because the first and most important
attraction of a hotel is its location and surroundings.
Environmental quality which refers to the quality of
natural features of the destination, is considered to be an
important competitive advantage and attraction for
tourists in any destination [14]. Moreover, S&nchez-
Ollero et al. (2012) suggested that, nowadays,
environmental responsibility is influencing tourists’
reasons for travelling and their choice of the final
destination and service provider. Thus, Lebanese hotels
must play an important role in saving the environment
and the resources of the country, especially that Lebanon
is already suffering from pollution and nature
deterioration which has affected many tourism activities
[15].

Our findings suggested that hotel’s ecological
engagement doesn’t affect the choice of the majority of
respondents (57%). This may be caused by the lack of
information regarding corporate eco- responsibility. Paul
et al. (2016) claim that customers’ with high
environmental concern are more likely to engage in eco-
behaviors in order to preserve the environment [16].
Thus, spreading awareness, education and information
about the importance of eco-friendly attitude and
practices is a second strategy that must be considered by
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hotel  managers.  Informing  customers  about
environmental issue and the necessity of acting to stop
nature deterioration is the first step to gain attention and
attract new customers. Also, it may help change
customers’ attitude who may become more involved in
green practices. In addition, Han & Hyun (2018) suggest
that hoteliers might increase customers’ pro-
environmental decisions and behaviors through adding
indoor signage that conduct a message of the seriousness
of environmental problem and suggesting ways of a more
eco-friendly behavior [17]. Moreover, hoteliers must use
green activities practiced in their marketing strategies
and advertisements in order to inform customers about
corporations’ responsibility and eco-engagement, which
may help enhance hotel’s image, and therefore, increase
room sales and revenue [18]. Trang et al. (2019)
proposed that for an effective marketing strategy,
managers must improve three green-attitude factors that
have an impact on customers’ behavior; ‘“customer
benefit”, “energy efficiency” and “green characteristics”.
So first, marketing campaigns must share hotel’s eco-
friendly practices and communicate the importance of
these actions for customers’ well-being and health.
Second, hotels must share their achievements and
savings due to the green practices. And finally, it is
important to incorporate green architecture in hotels
which may help to emphasize the green image and gain a
competitive advantage [19].

If hotels want to charge a premium for environmental
engagement, it is important to explain that the extra
amount is going for eco-investment, which will help
hotels avoid competition that is based on pricing.

In addition, the analysis of the questionnaire has
revealed that there is an important number of potential
customers (70%) that are willing to recommend and pay
more for green hotels. However, managers considered
that it is impossible that customers may accept to pay
more for green activities. Also, the majority of
respondents claimed that they are ready to give up luxury
in favor to save the environment. However, only (46%)
of respondents are ready to sacrifice their comfort.
Therefore, managers must ensure to implement green
activities that doesn’t affect clients’ comfort. In addition,
managers may leave the option for customers’ in some
ecological activities that may affect their stay, for
example customers’ may choose or not changing their
towels and linen. Also, hotels may help decrease the
perception of inconvenience of having a green attitude by
providing recycling bins in guest rooms and hotel lobby
for example.

V. CONCLUSION

More and more, hotels are becoming more interested
in saving the environment by including environmental
management strategies in their operations [1].
Nevertheless, the current findings suggest that studied
hotels need to do more efforts in order to become
responsible toward the environment. Moreover,
comparing interview and questionnaire analysis suggest
that there is a huge gap between managers’ perception
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and real attitude of customers. Thus, hoteliers must
conduct research and studies to have a clearer idea
regarding customers’ perceptions, preferences and
attitude. Our study suggested an unexplored opportunity
for hotels in Beirut to gain a competitive advantage,
attract new customers, justify premium prices and
enhance their image and level of corporate responsibility.
Finally, future researchers are suggested to explore the
green attitude and behavior of other new emerging
markets such as the Russian and Chinese markets.
Moreover, it is possible to compare between different
types of customers such as business and leisure groups.
Also, including more variables to the same study may be
interesting.
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