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Abstract: This study aims to investigate the direct impact of green motives (GM) and green business
strategies (GBS) on sustainable development (SD) in the hospitality sector. It explores the direct
links between GM and SD. Moreover, the mediating role of GBS between GM and SD was tested.
The research relies on the stakeholders’ theory, which states that the organization’s success and
future development depends on the satisfaction of stakeholders. Data were collected from 451 top
managers and owners from 54 hotels (5, 4 and 3-star hotels) operating in Pakistan. Quantitative
analysis including correlation, regression, confirmatory factor analysis and structural equation model
techniques were used. The mediating role of GBS was assessed using the bootstrapping method.
Results proved that GM and GBS enable hotel industry to achieve the targets of SD. Finding also
proved that GBS act as a mediator between the GM and SD link. The hotel industry needs attention
to achieve the targets of SD and customers’ inclination towards more hygienic and environmental
issues after the worldwide COVID-19 pandemic situation has forced the hotel industry to adapt GBS
initiated through GM. The current research articulated this upcoming issue and offered a SD model
for the hotel industry.

Keywords: sustainable development; hotel industry; green motives; green business strategies

1. Introduction

The notion of sustainable development (SD) remained the topic of interest for all kind
of organizations in developing economy. SD is a more challenging task for the develop-
ing countries that lack large financial resources to cope with the environmental-related
problems. Sustainable development requests new business models implemented in all the
economic sectors for achieving sustainability [1]. Business organization should share their
experiences, good practices, create awareness of the economic benefits of sustainability and
measure impacts [2]. The tourism’s potential to drive sustainable development is growing.
Tourism has the potential to contribute to all the 2030 Sustainable Development Goals [3].

The current business world is facing health-safety threats to its sustainable develop-
ment [4]. The ecological issues and more suitable utilization of resources have been gaining
the interest and attention among different businesses and academic disciplines [5]. The
prime reason for this concern is threats to the health and safety of global health from the
business production activities [6]. The green motives and green strategies were not fully
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considered until recently in the research area. Research recognized the importance of the
“green” concept in the business sector [7]. Most of the businesses are now compelled to
follow the models of green motives and green business strategies due to the pressure of
stakeholders [8]. The results of implementing green strategies were both in the achieved
profit area, but also in the relations area of the corporations with their stakeholders. Imple-
menting such green strategies can help companies to capitalize benefits in a more restrictive
environmental frame. However, there is hardly any study about the achievement of SD
through green motives and green business strategies. Hence, an explicit research study is
required to investigate the impact of green motives and green business strategies on SD.
Green strategies majorly depend upon multiple green motives. Green motives include cost
reduction by energy conservation, removal of waste production and stake holder’s affinity
towards environmental protection [9].

The “green” concept is now widely used in industrial sectors and other areas like the
green product [10], green marketing [11] and green management [12]. The remarkable
deliberations on the nexus between the green motives and green business strategies demon-
strated that those can be used to easily attain the sustainable development goals [13]. There
are some studies [14,15] aiming to analyze the green motives in the hospitality area, which
concluded that these are represented by the cost cut or reducing the waste for improving
its efficiency and improving the image for their customers or responding the suppliers
‘pressures regarding the environment protection, but they failed to measure exactly the
result of implementing the green practices or their outcomes was not validated for all the
organizations involved in the studies. However, given the lack of research on this specific
topic, there is hardly any evidence about green motives and their influential role together
with the green business strategies for achieving the sustainable development. Moreover,
the strong relationship between GBS and sustainable development shows that this variable
ca not be the only one impacting on the SD. This is why we have aimed to analyze the GM
as a predictor for GBS and the mediating role of GBS between the GM-SD link, because
the GBS mediating role was not analyzed so far. No previous research has tried to build
a comprehensive model to evaluate the SD goals through multiple dimensions of GBS in
the organizations.

The aim of this research is to study the relation between green motives, green business
strategies and the sustainable development goals in the tourism and hospitality sectors,
given the major role of this sector for all the economies and especially for the developing
countries. Thus, the focus of this study is on the sustainable development of the hotel and
tourism industry in relation with the environment and long term goals of business growth,
because of the tight relation between the tourism activities and natural environment and a
tight relation between the tourism sector and increasing the efficiency of the entire econ-
omy, its significant role in achieving the sustainable economic growth, by implementing
sustainable technological changes, reducing the resources waste and improving the overall
business performance. For expanding and enhancing the existing research, we also added a
mediator into this business model and investigated the mediating role of the green business
strategies for the green motives-sustainable development link.

The SD concept focuses on the development of a business, which is beneficial for both
the business and the environment [16]. Green strategies mainly focus on environmental
protection, which is concerned about the removal of resources waste and improving the
quality of consumer product [17]. Thus, it is beneficial to research the green strategies
considering the sustainable development for designing and implementing sustainable
business models for the companies.

Tourism is the second sector contributing to the GDP growth at the world level with
a share of 9.8%, after the financial and banking sector [18]. Especially for the developing
countries (such as Pakistan), tourism represents a major source of income. Ashley et al. [19]
have demonstrated that tourism can support almost 40% of GDP in developing countries.
Fuel energy consumption to travel to destinations represents almost 30% of the total energy
consumption worldwide and generates 75% of the total greenhouse emissions generated
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by tourism-related activities [20]. This causes a rise of the greenhouse emissions and
climate change [21]. The tourism sector contributes up to around 8% to total greenhouse
emissions at the international level [22,23]. Previous studies have emphasized that mass
tourism is causing many problems despite the economic gains such as consuming rare
resources and polluting the environment [24–26]. Due to all those reasons and due to the
importance attached to the fulfilment of the 2030 SDGs, there have been growing calls from
researchers for the tourism sector to take urgent steps to manage and target the sustainable
development issues [27,28].

The managers in the tourism industry can increase the general importance of the envi-
ronment protection by continuously promoting the sustainable consumption of the tourists
as part of the green strategies they have applied [29]. The tourists and other stakeholders
became more and more aware of the environmental impact of the tourism-related activities;
tourists are willing to pay more on environmental-friendly products and services, seek for
green certificates and ecolabels [30,31] and all the stakeholders have started to appreciate
much more the ecofriendly environment behavior of the tourism and hospitality actors [32].
This study would be helpful for the managers of businesses to craft valuable green business
strategies in order to attain the sustainable development of the tourism industry. Hotel
industry is a key element for the tourism sector and it has a major role in protecting and
preserving the environment as hotels use large amounts of natural resources [33]. Sustain-
able practices in tourism and hotels support the environment protection, but they also
reduce costs and waste; the environmental sustainability is considered a major part of the
overall sustainable development [34]. Therefore, our research relies on a survey conducted
into the hotel industry in Pakistan.

2. Literature Review
2.1. Green Motives and Sustainable Development

The concept of “Green” is widely preferred by a broad group of people belonging
to diverse societies. The Earth’s inhabitants who are especially associated to the global
health seem to use the concept of “green” by explaining its benefits, i.e., actions that cause
relatively less damage to the environment [6]. The term “green” shows that businesses and
humans are friendly to the environment. Therefore, businesses are putting more efforts in
greening the business sector for achieving stability under the scope of green motive [35].
Many theories have been provided in this perspective like institutional theory, which deals
with the relationship between business and the natural environment. It discusses the
global societal pressure regarding environment upon the businesses, that certainly affects
the business processes [36]. Institutional theory states that the major reason behind the
adoption of environment-friendly policies is represented by the social and legal pressure
that businesses must face, for their survival [37]. Achieving stability and maximization of
profit by applying the green practices, which are based on the green motives [38] can be
further explained under three heads, i.e., moral, instrumental and relational motives.

Moral motives are based on virtue and ethical standards. Businesses must play a
positive role in environmental protection to improve future life on Earth [39]. Based on
moral motives companies out of their rules and laws adapt green practices in support of
sustainable development. Moral motives help the company to compete in the best way by
developing new sustainable practices [40]. Instrumental motives are driven by self-interest.
To cut the expenses, companies implement green practices by decreasing material and
energy consumption. Instrumental motives are based on companies’ personal benefits
and interest. Under the influence of instrumental motives, companies involve themselves
in such green practices that reduce waste material, which leads to cost reduction [41].
Relational motives are linked with the relationship between the company’s stakeholders. To
create balance among the stakeholders’ interests, companies are required to develop social
legitimacy [42]. Legitimacy in actual is a relational motive as it explains how the practices
of companies are affecting the other actors. To compete effectively it is a dire necessity for
companies to cope up with the stakeholders’ norms [43,44]. Stakeholder theory is another
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important theory in perspective of green motives that leads towards the sustainability.
Green motives such as moral, instrumental or relational are beneficial for sustainability. It is
useful for companies to identify such practices and system that leads to excellent sustainable
development [45]. The achievement of sustainable development is possible through green
motives. Companies are experiencing global pressure to adopt green motives, but those
who have green motives are going swiftly on the path of sustainable development [46].

The entire society became more interested in the sustainability goals and thus requests
more sustainable models in the development of the business and of entire economy. Con-
sumers request more information about the sustainability of available products or services
and its environmental features [47].

Application of green motives supports the company in gaining sustainability by
responding to natural environmental protection. Green motives in term of moral motives,
instrumental motives and relational motives ensure sustainable development through
increasing virtue manner, improving efficiency and saving energy resources. Green motives
help to decrease the material waste and minimize the risks, which set the strong foundations
for the sustainable development [48]. Green motives are the key elements that lead to
satisfying the stakeholders’ environmental demands. By enhancing the environment and
producing positive effects on environment, the companies can improve their sustainability
in a cost-effective way [48,49] proving that the main motive for hotels to adopt ecolabels
is represented by the fact that this is good for the environment, but also for the image of
the company.

In the current decade, the hospitality and tourism industry companies can success-
fully integrate environmental practices in their strategies more enthusiastically and proac-
tively [50]. Green motives in terms of instrumental, relational and moral motives [51] can
open the new corridors of many favorable outcomes for the hotel industry [52]. Stake-
holders are keen to participate in green activities in the hotel industry because of their
entrenched motivations [53]. Therefore, the green practices should receive major attention
in order to keep the stakeholders motivated for achieving sustainable development. The
leading international hotels are strengthening their commitment to sustainability and are
integrating it into their strategic plan [54]. Therefore, we hypothesize:

Hypothesis 1 (H1): Green Motives positively influence the Sustainable Development.

2.2. Green Motives and Green Business Strategies

Due to the massive carbon emission, pollution, rapid increase in harmful waste and
emergence of serious threats to the environment, the past few decades have changed the
priorities of the business and shifted the focus of the business world towards environmental
protection and conservation of natural resource [55]. Therefore, the green motives build
a very strong foundation for the implementation of the green business strategies. Green
business strategies refer to the strategies in which a company shows interest in the safety
and protection of the environment. Green business strategies, i.e., derived from green
motives, are concerned of adopting manufacturing and service activities that are safe for
the environment and that are sustainable over time [56]. More companies are actively
adopting the green strategies through green moral motive of business in the perspective of
the environmental protection [57].

The environmental concerns are imperative for entrepreneurs as they directly get
influenced by the green motives [58,59] and adopt green business strategies for gaining
the trust of the customers and other business’ stakeholders. Therefore, we argue that the
green motives in term of moral motives, instrumental motives and relational motives help
to implement the green business strategies for maintaining the ethical standards and for
contributing to the safety of the entire world. Green business strategies initiated through
the green motives encourage businesses to get the advantage of modern green processes
for minimizing wastage [13]. The industrialization has affected the environment drastically
in the past few decades. Global warming and carbon footprint are serious challenges and
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lead to the implementation of some necessary actions. Most consumers and stakeholders
are concerned about the protection and safety of the environment. Therefore, it is necessary
for businesses to focus on the green motives for implementing the green business strate-
gies [60]. In the present competitive era, sustainability and growth of the business depend
upon the preferences and interest of customers and stakeholders [45]. These customers and
stakeholders are highly motivated towards green business. Thus, businesses focusing on
the green strategies created through the green motives can minimize the pressure exerted
by the stakeholders and customers. The green business strategies initiated through the
green motives fundamentally concentrate on minimizing pollution and avoiding the harm-
ful activities for the environment. Green motives support the design of the environmentally
friendly policies for implementing some suitable actions [61]. The green business strategies
help managers to get involved in important green activities through green motives: moral,
relational and instrumental motives [62]. The increased customers’ attention towards
environmental sustainability determined the managers of hotels to adapt their business
models by implementing green practices, which supports the goal of gaining a competitive
advantage and increasing their market share because they attract the customers that are
concerned with the green sustainability [63]. Abdou et al. [64] have stated in their study
for hotels in Egypt that the main motivation for adopting green star criteria and for imple-
menting green practices was represented by the hotels’ commitment to the environmental
protection (a moral green motive), which reflects the increased awareness of hotel operators
towards protecting the environment and ensuring sustainability.

So, based on all the above discussion, the following hypothesis can be elaborated:

Hypothesis 2 (H2): Green motives positively influence the green business strategies.

2.3. Green Business Strategies and Sustainable Development

Sustainable development is an achievement of the economic development stage, which
supports the achievement of the current organizational needs while protecting the natural
resources for future use [48]. The reason behind application of the green business strategies
is to attain sustainability by reaching competitiveness and ecological improvement [65]. By
adopting the green strategies, businesses can lower the energy-wastage and minimize its
cost. Strategies with the green concept improve the waste management process and remove
the adverse effect of the business process on the environment [66]. Green business strategy
in term of legitimization also plays a major role to achieve the targets of the long-run
sustainability. Green strategies help to remove the chances of penalties or legal charges and
shorten the expected risks that are required for the sustainable development. By adopting
the green strategies, a business can extend its growth, as the green approach leads to a
persistent innovation in products, services and processes [67].

Green business strategies are not concerned of the removal of the resources that cannot
be recycled, but rather direct the companies to adopt such activities that minimize negative
effects on the environment [68]. Therefore, the first concern of the green business strategies
is how to shape the driving forces in a way that is favorable to the business in order
to achieve the sustainable development. By adopting the green business strategies, the
companies can improve their performance by minimizing their costs along with gaining
some modern and effective technological and competitive advancements [69]. It could
be argued that going green may decrease the costs by minimizing the waste and using
the resources more effectively in the production process. Such efficiency in the use of
the resources helps the business to gain a strong position in the market and maintain its
sustainability [70]. Furthermore, the green business strategies encourage the mechanism
to adopt the latest and modern ideas and improved products, which are ecofriendly for
achieving the sustainability goals. The profit-maximizing approach demonstrated that
companies can go for green in order to achieve their objectives and strategies, to increase
performance and for the business growth, which ultimately leads them towards a sustain-
able development [71]. Along with all these cost and efficiency motivations, the green
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business strategies also focus on improving the organizational capabilities that are related
to ecologically responsible business actions. The businesses that focus on the environmental
protection strategies seem to develop unique and competing organizational capabilities
that increase business competitiveness and sustainable development [39]. The results of
such capabilities represent an innovative product that is best suited to the environment,
which ultimately gains the support of the customers and all other stakeholders. The safe
products that incorporate a low energy consumption support the businesses for making
it a consumers’ priority, which finally leads to the sustainability [72]. Sustainability is
a major goal in many sectors, including the tourism one, where sustainability is a main
issue for tourism further development [73]. Many hotels have started to implement envi-
ronmental policies to preserve the environment and for the wellbeing of population [74].
Abdou et al. [64] have proved in their study conducted for 4-star and 5-star hotels in Egypt
that apply green practices that those green practices support the achievement of some SD
goals, especially the SD goals related to the environment. International hotel chains have
largely adopted green management practices and proclaimed their commitment to target
the SDGs comparing to the independent hotels; this can be explained by high benefits
they gain from the economies of scale supported by the uniform business practices they
implement [75].

As all the above discussion has provided evidence that the green business strate-
gies can support the businesses to achieve the sustainable development, we settle the
following hypothesis:

Hypothesis 3 (H3): Green business strategies positively influence the sustainable development.

2.4. Mediation Role of the Green Business Strategies between Green Motives-Sustainable
Development Link

The green business strategies should represent a mediator between green motives and
sustainable development, as green motives help to improve the green business strategies
and the sustainable development is based on the green business strategies [76,77]. Previous
researchers have already discussed the influential role of the green motives in the perspec-
tive of adopting some green business strategies [67]. As green business strategies lead
the businesses to the profit maximization, increase the stakeholders’ support and increase
business performance due to the innovative ideas, all these ultimately lead to sustainable
development [67]. There are always some motives behind designing and adopting vari-
ous business strategies. The green motives force organizations to adopt green business
strategies. These motives could be represented by the sense of social responsibility, the
stakeholders’ pressure or competitiveness. Green motives push the businesses to adopt
green strategies for innovating and for competitiveness to achieve sustainability [78]. Green
motives have supported the green business strategies in a more useful way to uplift the
business potentials for achieving the sustainable development [79]. In the everchanging
business environment, only those businesses that recognize and make strategies according
to those changes can resist. Currently, the biggest change in the business trends is to show
great care towards the health and safety of the Earth and environment [80]. Only those
businesses that recognize the importance of this change have green motives and adopt
green strategies can accordingly accomplish the sustainable development. Not going green
can damage the image of the organization, decrease stakeholders’ support and, eventually,
negatively affect the business performance [81]. However, the sustainable development
is the main objective for any business; for achieving these objectives, the businesses must
adopt green business strategies [82].

Green motives focus on developing the green products that are cost-efficient in the pro-
duction process and consume fewer energy resources. A green product that is environment-
friendly is now an outcome of this greening strategy that has gained all stakeholders’
support and provides a solid basis for its sustainable growth in the safest way [83]. Such
green business strategies initiated through green motives can offer a platform to achieve
sustainability [84]. Due to the modern business affinity toward the environment protection,



Sustainability 2021, 13, 6592 7 of 22

the businesses are directly influenced by the moral, instrumental and relational motives
in elaborating green business strategies to increase their overall sustainability [85]. This
has determined the companies to follow the sustainability principles for improving their
image. So, based on all these, it can be stated that green business strategies act as a driver
of the green motives in order to achieve the sustainable development. Our discussion leads
to the following hypothesis:

Hypothesis 4 (H4): Green business strategies act as a mediator which enhances the influence of
the green motives on the sustainable development.

Figure 1 shows theoretical framework of this study.

Figure 1. Theoretical framework.

3. Methodology
3.1. Data Collection

The survey was conducted among 451 top managers and owners in 54 hotels operating
in Pakistan in three phases, with a three months distance between them. These 54 hotels
include fifteen 5-star hotels, twenty-eight 4-star hotels and eleven 3-star hotels (according
to the structure of the hotel industry in Pakistan). The hotels were selected because the
results should be generally acceptable, so the 5-star, 4-star and eleven 3-star hotels are more
representative and can depict a clear picture of the overall hotel industry around the world.

The purposive sampling scheme was used for this study. The list of 54 hotels (3, 4 and
5 star hotels) was finalized following the guidelines of [86], which was based on 3 criteria;
(1) Hotels should consist of luxurious, high-class buildings and enough space. (2) Hotels
provide high-quality services, which met international the requirements of international
visitors. (3) National/international visitors, celebrities, international tourists, etc., have
stayed there. A total of 54 hotels were Pakistan-based hotels and the data were collected
from those management members who were involved in the decision making process and
involved in policy making for achieving SDG.

Pakistan is the 5th most populous country of the world and is located at the crossroads
of Asia and Arabian sea. Moreover, Pakistan is very attractive for international tourists due
to a number of offerings like its beautiful natural locations, cordial attitude of Pakistani
people, highest globally reputed rocky mountains (e.g., Nanga Parbut and K2), largest
Batura glaciers, etc. Pakistani tourism and hotel industry have gained massive attention
at the international level by offering a cordial attitude towards tourists, beautiful and
unique landscapes and very good transport infrastructure. The hotel and tourism activities
have significantly increased in Pakistan during the last three decades [87]. Tourist receipts
increased five times during 1980–2011 in Pakistan [88,89] and slowly decreased after 2011
up to present, but they still remain close to their 2011 level.

These selected hotels present the true picture of the hotel industry in Pakistan because
these are internationally rated as foreign delegations and international tourists stay there.
The list of 54 hotels was prepared through different sources, which include the Ministry of
Tourism—Pakistan, Pakistan Hotel Development Limited (PHDL, Islamabad, Pakistan),
Pakistan Hotel Association and Pakistan Services Limited (PSL, Lahore, Pakistan).
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The reason for choosing these international rated hotels is represented by the fact
that the international hotel chains have largely adopted green management practices and
proclaimed their commitment to target the SDGs comparing to the independent hotels;
those GBS support the achievement of the SD goals [64,75].

The data were collected during February 2020 and August 2020. The questionnaire was
tested before with 5 university teachers and 15 persons. First, we contacted 600 managers
through personal and professional contacts and 522 showed willingness to participate in
the survey. The sample size was based on the guidelines presented by other authors [90,91]
that showed that a sample size of 500 is very good.

The managers received a covering letter that explained the aim of this research and
ensured anonymity. Five Ph.D. students were recruited and trained to collected data.
Firstly, the independent variable data were gathered. Data about age, gender, education
and work experience were also firstly collected. Secondly, mediator data were gathered
and thirdly there were assembled data on the dependent variable. We got 478, 463 and
458 filled questionnaires in those three consecutives phases of the research. Moreover,
seven surveys were not fully filled in and were removed from the research. Thus, a total of
451 fully completed questionnaires were analyzed in testing the proposed relationships
stated in the hypotheses.

Achieved responses were processed by SPSS 24.0 and AMOS 7.0. The final sample
included 52.8% males and 47.2% females. In terms of education, 57.6% respondents had
undergraduate studies and 42.4% respondents had master’s studies. The average age and
work experience of the respondents were 36.21 years and 7.16 years, respectively. Data were
assembled in three different phases to prevent common variance method [92]. In order to
check the data for common method variance, Herman’s single factor was estimated [92]. All
the items were merged into a single factor, which can explain 21.17% of the total variance,
and it was well below the maximum admitted level—50% [93], so the common method
bias was not a problem for our dataset.

3.2. Variables and Measures

The estimated factors were measured on Likert scales from 1 (strongly disagree) to
5 (strongly agree). The questionnaire was developed by adapting items from the existing lit-
erature for multiple dimensions of green motives, green business practices and sustainable
development (all the items are presented in detail in Appendix A—Table A1).

This study focused on investigating the development of SD through GM and GBS
in hospitality sector, which is highly related with the experimental analysis. Hence, the
subjective measures are most suitable for this context, as the subjective measures deals
with what the respondents have actually experienced about specific phenomena [93,94].
Therefore, in this study we used subjective measures for the data collection.

3.2.1. Green Motives

Green motives were estimated with its three-dimensions: moral motives (4-items),
instrumental motives (3-items) and relational motives (3-items). This scale was adapted
from the work of Chang [50].

3.2.2. Green Business Strategies

Designing the GBS scale was based on the work of Bıçakcıoğlu [95] and Yasir et al. [96].
This scale was operationalized with six subdimensions. The GBS scale was measured by its
six extents: green marketing (6-item scale), green production (3-item scale), green R and D
(3-item scale), green purchasing (4-item scale), green HRM (2-item scale) and green finance
(3-item scale) [95,96].

3.2.3. Sustainable Development

This study followed the definition of SD according to “The World Commission on
Environment and Development”. SD refers to advanced methods used for optimal utiliza-
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tion of assets, making reasonable investments, enhancing technological development and
corporate-revolution according to the existing demands. SD is pertinent to establish some
different national developmental levels, from economic growth to economic development.
SD is an upcoming issue and even UN SDGs recognize the need to accommodate these
socioeconomical, environmental and technological challenges [97].

The SD defined in this study covers environmental issues by implementing new
innovative technologies, but also the long term goals of business growth, i.e., the first two
dimensions of our SD are (1) competitiveness and (2) business performance enhancement.
These dimensions of SD are the major basis for measuring long-term business growth,
which ensures the sustainable economic growth of the entire economy. Thus, in this study
we refer to SD in terms of ensuring environment protection, business competitiveness and
performance for achieving the sustainable economic growth.

The requirement of our study therefore followed already tested scale and the construct
of the sustainable development scale was adapted from the work of Singla et al. [98].
This scale was measured with its four major dimensions: competitiveness (8-item scale),
business performance enhancement (9-item scale), technological development (8-item scale)
and customer satisfaction (9-item scale) [98].

4. Analysis
4.1. Means and Correlations

Firstly, our research has investigated the correlation matrix, because we targeted to
study the association among variables whether the correlation is positive or negative. Mean
and correlation values of the analyzed variables are displayed in Table 1. The analyzed
variables are positively correlated at the 1% significance level.

Table 1. Means and correlations.

Construct Mean SD 1 2 3 4 5 6

1. Age 2.94 0.8 1
2. Education 3.28 0.7 0.07 1.00
3. Experience 3.11 0.8 0.09 0.08 1.00

4. Green motives 3.43 0.9 0.06 0.10 0.11 1
5. Green business strategies 3.22 0.13 0.11 0.14 0.10 31 ** 1
6. Sustainable development 3.01 0.11 0.12 0.13 0.09 16 ** 0.38 ** 1

Note: n = 451. ** p < 0.01 level (2-tailed). SD = Standard deviation.

The value of the significant correlations shows the relationship between two of more
variables [94,99]. The value of the correlation shows that GM were positively and signif-
icantly related to GBS (b = 0.31, p value = 0.000) and sustainable development (b = 0.16,
p value = 0.000). Results of the correlation shows that GM and SD were also positively and
significantly related (b = 0.38, p value = 0.000).

4.2. Estimation Model

Our estimation model consisted of green motives (GMs), green business strategies
(GBSs) and sustainable development (SD). The measurement model was assessed using
CFA. All the items loaded significantly on their respective constructs. The adequate values
of the ratios—χ2 (1999) = 3499, χ2/df = 1.75, RMSEA = 0.04, CFI = 0.91, IFI = 0.91 and TLI
= 0.91—indicate that the measurement model is well-fitted for the data.

Table 2 shows that average variance extracted > 0.50, average shared variance < maximum
shared variance and both maximum shared variance and average shared variance < average
variance extracted for all the variables. AVE results show that all values are not less than 0.5
thus, our results fulfill the criteria of Fornell and Larcker [100]. So, we proved the convergent
validity of our model. Moreover, the square root values of average variance extracted (bolded
values on the diagonal of Table 2) of all the variables were greater than their interconstruct
correlations. The results stress that all the values of Cronbach’s alpha and composite reliability
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are greater than 0.7, being adequate [94]. Thus, the scales demonstrated adequate levels of
discriminant validity and convergent steadiness. Cronbach alpha (α) > 0.70 (Table 2) show that
the internal steadiness of the scales was also adequate. After confirming the convergent and
discriminant validity, we proceeded with the structural model.

Table 2. Reliability and convergent validity and discriminant validities (model 1).

Construct 1 2 3 A AVE MSV ASV

1. Green motives 0.8 0.79 0.59 0.10 0.08
2. Green business
strategies 0.3 0.8 0.83 0.61 0.26 0.18

3. Sustainable
development 0.2 0.5 0.7 0.81 0.53 0.26 0.16

Notes: n = 451. MSV = Maximum shared variance. ASV = Average shared variance. AVE = Average variance extracted. Bolded values on
the diagonals of columns 2–5 are the square root values of AVE.

4.3. Structural Model—Direct and Mediation Results

The validity of our model can be checked using the technique of structural equation
modeling [101]. Previous studies [102] considered partial least squares SEM appropriate
for many research models, due to their less restrictions for the sample size and residual
distributions. The structural model refers to testing of the elaborated hypotheses for
investigating the association between the variables included into the model. Therefore,
based on the regression analysis, we investigated the structural model we built.

The direct association of the GM with the sustainable development was examined
in structural model 1. The findings display a significant positive relationship between
the GM and the sustainable development (β = 0.23, p < 0.001). The adequate values of
the ratios—χ2 (894) = 1878.25, χ2/df = 2.01, RMSEA = 0.05, CFI = 0.91, IFI = 0.91 and
TLI = 0.91—proved that the estimation model was well-fitted for the data. So, hypothesis 1
was validated.

In the structural model 2, the mediator, green business strategies, was included in
order to estimate the mediation effect between the green motives and the sustainable
development. The adequate values of the ratios—χ2 (1999) = 3499, χ2/df = 1.75, RMSEA
= 0.04, CFI = 0.91, IFI = 0.91 and TLI = 0.91– indicated that the estimation model-2 was
well-fitted for the data. The significance of the mediating role of green business strategies
was assessed using bootstrapping by selecting a sample of size 2000, according to the
criteria elaborated by Hair et al. [103] and Qazi et al. [104]. After introducing GDS as
a mediator, its coefficient becomes significant. The bootstrapping results are shown in
Table 3.

Table 3. Direct and indirect effects and 95% confidence intervals (model 2).

Parameter β LL UP

Standardized direct effects
GM→GBS 0.32 * 0.16 0.48
GM→SD 0.08 * −0.07 0.23
GBS→SD 0.49 * 0.34 0.62

Standardized indirect effects
GM→GBS→SD 0.15 * 0.07 0.27

Notes: * Empirical 95% confidence interval does not overlap with zero. n = 451 (bootstrapping by specifying a
sample of size 2000). LL = lower limit. UP = upper limit.

The findings (Table 3) revealed a major positive correlation between GM and GBS
(β = 0.32, lower limit = 0.16 and upper limit = 0.48). Thus, hypothesis 2 was supported.
Likewise, the results proved that there was a significant positive correlation between green
business strategies and sustainable development (β = 0.49, lower limit = 0.34 and upper
limit = 0.62). Thus, hypothesis 3 was supported. Importantly, there was a significant
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positive indirect correlation between the GM and the sustainable development through the
GBS (β = 0.15, lower limit = 0.17 and upper limit = 0.27). Moreover, after the inclusion of
the mediator (green business strategies) in the relationship between the green motives and
the sustainable development, the direct correlation between green motives and sustainable
development became insignificant. Thus, hypothesis 4 was also supported, suggesting that
green business strategies fully mediated the positive correlation between green motives
and sustainable development.

The results of the items of the variables (factor loading, AVE and alpha values) in-
cluded in the questionnaire (for the green motives, green business strategies and sustainable
development) and into the analysis are presented in Table 4. Confirmatory factor analysis
(CFA) was utilized to test the model validity and model fitness. The reliability, discriminant
validity and convergent validity were satisfactory. The discriminant validity and constructs
validity were confirmed through CFA, factor loading was greater than 0.70. We also applied
Fornell and Larcker’s approach [100] to measure the average variance extracted (AVE)
and results show value of AVE was above than 0.50, whereas Cronbach’s alpha value was
greater than 0.70.

Table 4. Results of F.L, alpha, CR and AVE.

Variables FL AVE C.R Alpha

Green Motives (10 items) (0.82 to 0.87) 0.75 0.8 0.85
Green Business Strategy (21 items) (0.82 to 0.87) 0.76 0.8 0.86

Sustainable Development (33 items) (0.82 to 0.87) 0.77 0.8 0.87

The results for the major dimensions of the variables (factor loading AVE and Alpha
values) included in the questionnaire (3 dimensions for the green motives, 6 dimensions
for the green business strategies and 4 dimensions for the sustainable development) are
presented in Figure 2.

Additionally, the results of the simple linear regression were also calculated to test the
H1, H2 and H3 (see Table 5). Results proved that H1 was accepted. GM predict SD in the
hospitality sector (Beta = 0.9, t = 11.75, Sig = 0.000). H2 was also validated by the results
(Beta = 0.33, t = 34.71, Sig = 0.000); it shows that in the hotel industry it was necessary
to build GBS through GM. Actually, GM provide a platform to establish and implement
GBS. The H3 has stated that GBS predict SD and this hypothesis was also validated by
the achieved results (Beta = 0.48, t = 42.26, Sig = 0.000). SD significantly depended on the
strategies related to the green concept in the context of the hospitality sector, as customer
were highly sensitive towards environment.

Table 5. Regression result of H1, H2 and H3.

Model Details R2 F-Value B t-Value p-Value Remarks

Model-1 GM→SD 0.11 64.88 0.08 11.75 0.000 Accepted
Model-2 GM→GBS 0.06 49.26 0.32 34.71 0.000 Accepted
Model-3 GBS→SD 0.14 140.64 0.49 42.53 0.000 Accepted
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Figure 2. Sustainable development model.

5. Discussion of the Results

This study tried to ensure a deeper analysis for the management and other organiza-
tional researchers about how GM in term of moral, instrumental and relational motives
support the achievement and enhancement of the sustainable development. Therefore, this
research connects the GM with GBS and SD. Moreover, the mediating impact of GBS on
the correlation between GM and SD was also analyzed. This study aimed to investigate
how GM affect SD, and the role of GBS in designing this correlation. Two major reasons of
this research were: (a) the need to address and solve the opposite results in the empirical
studies and in theoretical approach of the correlation between GM and SD and (b) the need
to settle how GBS behaves as a mediator between GM and SD.

In this research we stated four hypotheses to analyze the relation between GM, GBS
and SD. All these hypotheses were validated by the achieved results. Regarding H1, we
assumed a positive correlation between GM and SD. H2 affirmed a positive link between the
GM and GBS. H3 stated there is a direct relation between GBS and SD. The strong relation
between GBS and SD proved that the GM cannot represent the only factor impacting on the
enhancement of SD; this gives the chance to test the mediation effect of GBS between GM
and SD. Hence H4 was tested to check how GBS acts as a mediator in the relation between
GM and SD.

Results proved all the hypotheses were accepted. GM predict SD; thus, H1 is accepted.
These findings were also validated by previous studies [45,46,48,54]. Therefore, we can
state that green motives such as moral, instrumental or relational are beneficial for sustain-
ability [45]. The achievement of sustainable development is possible through green motives.
Green motives are the key elements that lead to satisfying the stakeholders’ environmental
demands. The companies can improve their sustainability in a cost-effective way [48]
proving that the main motive for hotels to adopt ecolabels is represented by the fact that
this is good for the environment, but also for the image of the company. Therefore, the
green practices should receive major attention in order to keep the stakeholders motivated
for achieving sustainable development. The leading international hotels are strengthening
their commitment to sustainability and are integrating it into their strategic plan [54].
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The findings proved that H2 is validated; thus, GM positively impact on GBS. The
results are according to the empirical findings of other previous studies [56,57,61,62,105].
According to these findings it is stated that GM is a major factor supporting the enhance-
ment of GBS. Green business strategies derived from green motives are concerned of
adopting manufacturing and service activities, which are safe for the environment and
which are sustainable [56]. More companies are actively adopting the green strategies
through the green moral motive of business in the perspective of the environmental protec-
tion [57]. Green motives support the design of the environmentally friendly policies for
implementing some suitable actions [61]. Abdou et al. [64] have also demonstrated that
hotels’ commitment to the environmental sustainability (a moral green motive) was one of
the main GM for adopting green practices in high-rated hotels in Egypt.

Many environmental green practices are applied in the hotel sector. This way, this
sector may become ecofriendly and more sustainable in the future. According to some
studies, a large share of leisure travelers considers themselves as being ‘green’ consumers,
so the hotels behave accordingly by implementing green practices [106].

Regarding H3, the findings validated that GBS is a positive predictor of SD. The
results validated that the SD goals can be achieved by developing GBS. These results
are according to the findings of previous studies [39,64,70,71]. Green and sustainable
tourism strategies can create a holistic country brand enhancing a further sustainable
development in the country [107]. Going green decreases the costs by minimizing the
waste and using the resources more effectively in the production process and maintain
business sustainability [70]. Furthermore, the green business strategies encourage the
mechanism to adopt the latest and modern ideas and improved products, which are
ecofriendly for achieving the sustainability goals [71].

Our findings have also confirmed the hypothesis H4 of this research; thus, the GM
predict SD via GBS. GM compel companies to develop their GBS, which, in turn, achieve
and improve the SD of their activities. Green motives have supported the green business
strategies in more useful way to uplift the business potentials for achieving the ultimate
goal of sustainable development [79].

The unexpected results of this study are represented by the low impact of the green
motives on SD. Although our findings show that the direct impact of GM on SD was
significant, the beta value shows this was much lower comparative to the direct impact of
GBS on SD or with the direct impact of GM on GBS. Therefore, we may conclude that GM
are not sufficient by themselves to enhance SD. They are important to support GBS and
GBS, in turn, supports the SD achievements for the organizations.

6. Conclusions
6.1. Theoretical Contribution

This research extends the current knowledge on the environmental management with
some important research dimensions. The major strength of the current study is that it deals
with a complex and enlarged view of GBS, and it does not focus on only one measure of
GBS. Measuring more comprehensively the GBS for enhancing SD was scarcely presented
in the previous studies and no existing research has tried to build a comprehensive model
to evaluate the SD goals through GBS in the organizations.

A second contribution of this research is designing a SD model for the hotels, especially
for those operating in the developing economies. The designed SD model displays how
the integrated variables—GM and GBS—contribute to the achievement of SD. Thirdly, this
study extends the existing knowledge and theory by elaborating a broad scale of SD along
with its maximum dimensions in terms of GM and GBS. This is notable contribution of this
study to existing body of knowledge, because it builds an extended and comprehensive
business sustainable model for hotel industry by incorporating multiple dimensions of GM
and GBS. Achieving sustainable development is crucial for the tourism and hotel industry,
especially in the developing economies that lack financing sources, because the tourism
sector represents a significant financing source for the entire economy.
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Fourth, the strength of the current study is represented by the analysis of the GM
in enhancing GBS to the companies. GBS are an important view of the companies con-
cerning ecological issues and effectively reconfigure and reallocate major resources of the
organizations to address the environmental problems [108,109]. Adoption of the green
practices by the hotels could be considered as follows: minimum use of all the energies,
using eco-friendly electrical and mechanical appliances for hot and cold temperatures,
serving organic food, minimum use of water, use ecofriendly packaged products, ditching
disposables instead of trashing them and low carbon emission [110–112]. Gustin and
Weaver [113] stated that customers with GM might be willing to pay more for those hotels,
which implement green practices. Hence, the green motive is a significant antecedent of
green practices. GM set the way for the implementation of the green practices, as these
practices involve all levels of management, stakeholders, materials and processes. There-
fore, GM can advocate the green practices in the hotel industry, as stakeholders with their
interests follow the green practices for a better image and reputation.

The existing literature did not reach any clear and conclusive evidence on the role
of GBS in correlation with their determinant factors and effects. Thus, in order to fill
this gap of the current knowledge, this study focuses on GM as a potential explanatory
factor of GBS for achieving SD. Another major finding of the analysis is represented by
the mediating role of GBS between GM and SD. GBS enhance the positive influence of
GM on the SD. Therefore, we can conclude that all these variables are interconnected
and both GM and GBS positively impact on SD. All three dimensions of GM [50] have
been analyzed and our results have showed their positive influence on GBS [46,48] and
on SD [56,61]. Six types of GBS have been included into the analysis, as they have been
developed by other authors, Bıçakcıoğlu [94] and Yasir [95]. Our results have demonstrated
both a direct positive influence on SD [70,71,107], but also a mediating effect of GBS for
the GM-SD link. GBS enhance the positive influence of GM on SD. SD was measured
by its four dimensions as they have been developed by Singla et al. [97] and concern
both environmental sustainability goals, but also efficiency improvements goals based on
reducing waste, which is beneficial for the entire society.

6.2. Practical Implications

The implications of this study are comprehensive both for the policy makers and
managers. Firstly, the obtained results prove that companies can enhance the SD and
successfully address to the stakeholders’ requirements with the support of GBS by aiming
many organizational areas, namely marketing, production, purchasing, R&D, HR and
finance [114]. By doing so, SD can only be achieved when companies consider a holistic
view towards the green arrangement. Developing of the individual strategies are not
enough to address the stakeholders’ requirements and to achieve the goals of SD [115].

Secondly, this research proves that GM have been emphasized as a unique and strong
predictor of GBS. Therefore, in order to address to the green issues in the strategies ap-
plied by the organizations and to enhance SD, managers must aim the GM that will bring
them important information about stakeholders’ demands [116]. Thus, the organization
management should develop a permanent dialogue among all the stakeholders, to ac-
knowledge their expectations and needs and should address their requirements. This way,
the companies can stay competitive and support a sustainable growth of their business.

Since the end of the 1990s, more and more hotels have implemented sustainable
practices. Bader [117] has demonstrated that the entire hospitality industry has become the
greatest example of sustainable practices that are essential for a business success in the long-
run. According to Dube and Nhamo [118], tourism has a central role in economies of many
developing countries; therefore, its major role in achieving SDGs is undeniable, especially
in the environment area, because environment sustainability represents a significant part of
SDGs, but also in the economic area, by improving the overall efficiency of the businesses
and of the entire economy, reducing the resources waste and implementing sustainable
technological changes that supports the business performance and ensure a sustainable
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economic growth, which is beneficial for the entire society. Through working collectively
and sharing best practices of the benefits to environmental commitment, great things can
be achieved. The hotel industry must act ecofriendly not only to protect the environment,
but also to ensure the future viability and growth of this industry, because this industry is
particularly relying on landscapes and see-sights that need to be preserved [58].

Therefore, the policy makers should build a more solid and permanent dialogue
among all stakeholders as tourism is a cross-cutting sector, design more integrated tourism
policies, supervise the tourism’s contribution to the SDGs and support tourism sector,
reduce taxes or grant incentives to the tourism organizations in order to support the green
motivations of the tourism companies and the implementation of the green business strate-
gies in the tourism sector with the final aim of achieving the sustainable development goals.

6.3. Limitations and Future Research

In time, the companies have realized they need to adapt to the new climatic changes,
and that made them adopt an environmentally friendly behavior and promotion of social
responsible strategies [119]. Sustainability, business model innovation and investment in
no-waste and green initiatives were proved to promote a sustainable economic growth and
wealth [120] and represent the most efficient way to lift up a country [121].

Even though this research achieves some important results, few limitations must be
underlined. Firstly, the study has relied on a quantitative research design. Qualitative
research approach might be suitable for a future research. For solving this issue, some
mixed research methods could be applied further. We selected the green motives and GBS
as major predictors for SD. Further research on this topic can indulge through including
other variables that can mediate the relation between green motives and SD. Further, we
can also conduct a survey for analyzing the role of GBS in achieving the social dimensions
of SDGs (decent work conditions and wages, reducing social inequalities) because in this
current research we focused mainly on environmental and economic dimensions of SDGs,
by developing and implementing SD business models in the tourism sector, given its
high significance for the entire economy all over the world. Lastly, the findings of this
research were retrieved from the research survey conducted for the tourism and hotel
industries. Another direction for a further research could be represented by a comparison
between various international chains and single hotel businesses to find out if there are
significant differences as they are for hotels with different rates [64]. The findings of the
current research may be sector specific because it has focused on the hotel industry. So,
the results might not be generalized to other sectors of large organizations. This model
could be applied for SMEs and other sectors in the future, SME representing a large share
of the developing economies [122]. The major limitation of this study is that we used
subjective measures to analyze data. Next research should include the objective measures
too, for attaining deeper insights and because the objective measures are based on how
respondents perform specific tasks, irrespective of their experience. Additionally, it is
worth emphasizing that this model can be applied in the hotel industry frame in the
developed countries. The greening of the economy is a complex process and different from
country to country because of the specific features of each economy: level of development,
natural resource endowments, strength of institutions and laws, public awareness on the
green economy (stakeholders like consumers, businessmen and educational system with a
specific role in this process). Therefore, this topic deserves further analysis because it is
compatible with the SDGs [123].

Author Contributions: Z.Y., M.R., C.I.S., L.S. Conceptualization, and methodology Z.Y.; Software
and validation Z.Y.; Formal analysis L.S.; Investigation M.R., L.M.P.; Resources Z.Y.; Data curation
Z.Y.; Writing—original draft preparation M.R., Z.Y.; Writing—review and editing M.R., C.I.S., L.M.P.;
Visualization M.R. and Z.Y.; Supervision Z.Y.; Project administration Z.Y. All authors have read and
agreed to the published version of the manuscript.

Funding: No funding was received for this research.



Sustainability 2021, 13, 6592 16 of 22

Institutional Review Board Statement: Consent was obtained from the participants, i.e., owner/managers
of selected hotels of Pakistan. The research follows the international principles of ethics in re-
search. The Ethics Committee of Government College of Management Sciences approved letter No.
GCMS/Man/1937 dated: 3 January 2020.

Data Availability Statement: Data is not available due to confidentiality issue of respondents.

Conflicts of Interest: The authors declare no conflict of interest.

Appendix A

Table A1. Details of the applied questionnaire and the relation between its questions and the variables
used in the analysis.

1. Sustainable Development (Dependent Variable)—Adapted from the Work of Singla et al.
(2019) [91]

Competitiveness

(a) We have established strong technological resource back-up;

(b) We can handle major competitors in the market;

(c) We are able to manufacture the cost-effective products to fulfil the customer’s requirements;

(d) Our current market share is sufficient to cope with competition;

(e) Our competitive position will be raised in the next financial year through technological
exploits;

(f) Our investment in image, brand and communication has yielded the desirable business
outcomes;

(g) We outsourced the production processes to reduce price of products/services;

(h) We have maintained the quality and performance of products/services in diverse situation.

Business Performance Enhancement

(a) Our hotel conduct productivity analysis on regular basis;

(b) Technological exploits have been facilitated in our hotel to enhance productivity;

(c) We are successful in continuously modifying designing of our products/services;

(d) We systematically measure and manage actual productivity goals;

(e) We successfully continue to enter in new markets;

(f) We accomplish cost reduction/production improvement through new technology;

(g) We have improved logistics and delivery methods;

(h) We make and improved polices to deliver to products/services;

(i) Our hotel established and execute an effective business sustainability plan.

Technological Development

(a) We are successful in using latest technology;

(b) We used sustainable techniques in effective manner;

(c) We develop technologically competitive products/services with prolonged life cycle;

(d) We have effectively used the upgraded technologies and improved control system;

(e) Our technology is upgraded and stimulates sustainable growth;

(f) We are successful in effecting technological improvement in the existing products/services;

(g) We are successfully evolved environmental-friendly technologies;

(h) We minimize environmental impacts while maintaining social and economic benefits.
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Table A1. Cont.

Customer Satisfaction

(a) We effectively deal with customer’s suggestions;

(b) We effectively act upon the feedback obtained from the customers;

(c) We particularly pay attention to key concerns of customers;

(d) We successfully achieve customer satisfaction;

(e) We are able to effectively meet and streamline customers’ requirements;

(f) We provide value-added services to customers;

(g) We effectively communicate about new products/services with customers;

(h) Our customer ordering/tracking system is user friendly and flexible.

2. Green Business Strategies (Mediating Variable)—Adapted from the Work of Bıçakcıoğlu
(2018) [89] and Yasir (2020) [90]

Green Marketing Strategies

We prefer green (packaging/labelling) of our products/services;

We develop ecological products/services;

We collaborate with the channel members of distribution;

We use environmentally friendly logistics;

We making promotional efforts oriented to save the environment;

We offer special discounts to encourage eco-friendly purchases.

Green R&D Strategies

We cooperate activities with external organizations for the implementation of green operations;

We offer those services/products that result in minimal adverse environmental impacts;

We have research team specialized in developing eco-friendly products.

Green Production Strategies

We have environmental management systems;

We minimize those activities which damage environment;

We implement environmentally friendly production approaches.

Green Human Resources Strategies

We conduct personnel training related to environmental issues on regular basis;

We focus on authorization related to environmental issues.

Green Purchasing Strategies

We co-operate with suppliers in order to adhere to environmental objectives;

We prefer the purchase of environmentally friendly raw materials;

We deal with ecologically sensitive suppliers;

We ask suppliers to comply with environmental issues.

Green Finance Strategies

We distribute budget for environmental issues;

We consider green savings;

We consider environmental costs.
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Table A1. Cont.

3. Green Motives (Independent Variable)—Adapted from the Work of Chang (2019) [49]

Instrumental Motives

(a) The hotel engages in green activities to avoid poor publicity;

(b) The hotel engages in green activities to appease shareholders;

(c) The hotel engages in green activities for financial profit.

Relational Motives

(a) The hotel engages in green activities to increase its customer base;

(b) The hotel engages in green activities to differentiate it from its competitors;

(c) The hotel engages in green activities to meet environmental regulations.

Moral Motives

(a) The hotel engages in green activities because it feels a sense of responsibility for the
environment;

(d) The hotel engages in green activities because of a genuine concern for the environment;

(e) The hotel engages in green activities because the high-level managers consider environmental
responsiveness a vital part of corporate strategy;

(f) The hotel engages in green activities because it is the right thing to do.
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