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Green Hotels 



EPA Pressure 



Those Little Cards 

• A 150-room hotel can 
conserve 72,000 gallons 
of water  

• 480 gallons of laundry 
soap  

• Annually every year by 
placing cards in its guest 
rooms.  Marriott saves as 
much as 17 percent in hot 
water and sewer costs at 
its hotels thanks to 
implementation of its 
Linen Reuse Program. 



Green as Cause célèbre 

 
• Service firms 

confront/responding to 
pressures from governmental 
agencies and 
consumer/environmental 
advocacy groups to 
implement green marketing 
practices  

• Hospitality: green policies lower 
operational expenses-going green 
may mean going black 

• Appreciate vs. profit? 

 

 



Do Customers See Green?  

• Green marketing are 

environmental benefits that 

complement benefits and 

attributes such as value, 

brand, and relationship 

equities.  

• But, how 
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Presentation Goals 

• Understand how customers (luxury hospitality 
setting) value a hotel’s green initiatives 

– Consider green initiatives as sustainable tactics that a 
firm may employ in addition to: 

– Value (service, product, cost) 

– Brand (awareness, meaning ethics) 

– Relationship (loyalty, affinity, community, knowledge) 

• Probe how luxury customers actually assign 
value to green initiatives 

• Explore green equity from triangulation   

 

 



Conditional Green 

• Interviewed 60 random guests at the Venetian 

Hotel, Macau China ($250/night, luxury) 

• Common theme: great idea, but worth little 
• If  a hotel promotes environmental friendly aspects, are you going to support? It’s a good idea. 

How about if  this hotel will charge you a little more? It depends on how much more I have to 

spend, cannot be too much. 

• Ecological aspects are not the first factors that I would consider when I choose a hotel. 

• Therefore, the main principle for me is the decoration. If  the decoration is good and the 

hotel is selling a green plan, I will stay there.  

• Well, green concept is good. I would will to pay extra but reasonable charge for an 

environmental-friendly hotel.  

• I can accept to charge a little bit higher than the normal hotels. Maybe 10% more is my 

acceptable scale. I think the hotels should bear some amount of  being environmental friendly 

 

 

 



Return on Green Marketing Models  



Methodology 

• 373 respondents. 198 (53%) were male and 175 

(47%) were female.  

• 41% 21 – 30 years; 30% 31 – 40 years; and 29 % 

over 41 years of  age.  

• China (36%), Hong Kong (32%), Taiwan (13%), 

other Asia (11%), other non-Asia (8%).  

• Items from established scales; Rust et al. (2004) 

or Vogel et al (2008) 

• New green equity scale 

 



Measuring Green Equity 

• Sloan, Legrand, and Chen (2009) scale corresponds to the 
5Rs’of  waste management, including reduce, reuse, recycle, 
renew, and remind.  

 

• I am glad the hotel uses energy-saved facilities. (reduce)  

• I am glad the hotel reuses water for cleaning and watering the 
landscape. (reuse)   

• I like that the hotel obtains some energy from solar panels. 
(renew)   

• I am glad the hotel collects paper and plastic for recycling. 
(recycle)   

• I like that the hotel provides guests with energy 
saving/recycling reminders (remind).   

 



Model Analysis 

Green equity emerges as a customer equity driver, in line with the Return on 
Marketing model.  Customers view green initiatives in-line with other hotel 
programs.  Yet, it is the weakest of value, brand, and relationship.   



Valuing Green Equity 

• How do consumers assess the 4 customer equity 

drivers? 

• Employed Contingency Valuation Method 

• Selected 770 respondents at Macau port, 400 

(52%) female and 370 (48%) male. 

•  49% of  the respondents were from mainland 

China; 31% were from Hong Kong, and the 

remaining respondents from other Southeast 

Asian countries.  



Going Green Nice…But… 

• Respondents attribute slightly more than $4.00 

to the additional benefit of  value, brand, and 

relationship equity. 

• 4% premium  



Conclusions 

• Going green is organizationally profitable due to 

expense reductions and not from customer 

valuation 

• Green initiatives are cause de célèbre; reaction to 

consumer/government groups; but not essential 

to customer loyalty. Weak driver of  CE. 

• Hospitality-conditional green customers; 

conditional that it does inconvenience them or 

cause them price increases.  



Limitations 

• High-end luxury customers may value green 

initiatives differently than other customers 

• Contingency valuation method is influenced by 

order 

• Help clarify why organizations find that going 

green is red rather than black 

• Any questions : mrosenbaum@niu.edu 


