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Abstract: Since 1990, both people’s recognition of the need for sustainability around the world and
environmental management systems in the tourism industry have been growing. Academic studies
have primarily focused on the willingness of consumers to pay more to stay in major hotel chains,
finding that the incorporation of environmental management systems (EMSs) is a way to save money
by reducing costs, while improving the image and competitive advantage of these chains in the
market. However, the aggregate environmental impact of tourism activity does not only depend on
the practices of industry leaders. It also relates to the degree to which all stakeholders adopt these
practices. Boutique hotels fall under the category of small-sized accommodation and are characterized
by their size, independent management, and respect for the local environment. Hotel consumers
display positive attitudes with respect to green hotel practices, which provides a starting point
for motivating hotels to continue working on improving their environmental impact performance.
For this reason, the objective of this paper is to determine whether boutique hotel clients are willing
to pay more for a hotel with an environmental management system. Two dependence techniques are
applied, logit regression and linear regression. The results show that the respondents’ age and income,
as well as the strength of their environmental commitment, are determinant factors of whether clients
would pay more to stay in a boutique hotel with an EMS. This preliminary study tries to investigate
the “willingness to pay” in the Spanish boutique hotels. The originality of this article responds to the
demand for a more holistic perspective on the hospitality sector, contributing to the understanding of
hotel clients and their willingness to pay more for an EMS.

Keywords: environmental management system; boutique hotel; willingness to pay more;
environmental commitment; millennials

1. Introduction

Hotels are major tourism actors and; therefore, cause heavy environmental impacts, because they
affect the sustainability of the place in which they are developed and operated through the consumption
of natural resources [1]. Since the early nineties, tourism companies, especially companies in the
hotel industry, have signed onto different voluntary initiatives to demonstrate their commitment to
sustainability, such as the study of Buffa et al. [2]. These initiatives include [3] (i) codes of conduct,
(ii) better environmental practices, (iii) ecolabelling and awards, (iv) environmental management
systems, and (v) environmental performance indicators. There is an increasing influence on the
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value to hoteliers of taking further steps towards promoting their green practices [4]. This practice
is known as green hospitality, and it has become more and more important, given that it is no
longer a niche movement, but rather a mainstream current [4,5]. Additionally, hotels now recognize
that an eco-friendly reputation can enable them to target environmentally-conscious customers,
gain differentiation advantages, and yield premium prices for their services [6]. Most existing research
focuses on the institution of environmental management systems in major hotel chains [7], but very
few studies have examined EMSs implementation in micro-, small-, and medium-sized hotels [8].
In the tourism business, aggregate environmental impact and per-capita impact do not depend on the
good practices of tourism industry leaders alone, but also on the extent to which good practices are
adopted across the board [9]. That is to say, it is important to observe not only the behavior of the
major chains, but also the behavior of other lodging providers, who account for quite a large share of
the industry. More research on the application of EMSs in small and independently-managed hotels is
needed, and environmental organizations should focus their efforts on such research, which typically
lacks professional help and sufficient funding [10]. On the other hand, and from the consumer point
of view, it is very important for the consumer or tourist to feel like a stakeholder in the environmental
certification introduction process [11]. Additionally, one of the main factors affecting the incorporation
of sustainable measures in accommodation enterprises is an environmentally-conscious clientele [9,10].
Therefore, consumers with environmental commitments could be a strong motivation for hotels to
improve their environmental performance [12,13].

Among the small lodging providers, the growth of the boutique hotel sector internationally has
been widely reported [14,15]. Moreover, boutique hotels have been expanding, despite setbacks caused
by the economy [16]. More than a decade ago, a key note market report on hotels [17] related this
growth to consumers searching for a more unique or special hotel and indicated that, rather than
simply viewing the hotel as accommodation, clients consider the hotel an experience in itself [14].
According to Taylor [18], this growth is associated with the fact that travelers are willing to pay more
at a boutique hotel, and with this in mind, hotel groups are “jumping into the game”. Many major
hotel companies are garnering the best of boutiques, and some of them are introducing boutique-style
hotels. Boutiques will remain relevant; even as large hotel companies introduce their own versions.
The fact that the big hotel companies are introducing brands that are trying to be unique is certainly a
sign that this is now an established product line. In London, the townhouse and boutique segment
was the highest performing sector in 2016 [19].

In the case of Spain, tourism activity represents 12% of the GDP [20], and in 2017, a total of
81.7 million tourists visited Spain, which represents an increase from the previous year of 8.6%.
According to the data, Spain is the second most visited country in the world [21] (UNWTO, 2018).
Such growth spurred scholars early on to examine the impact of tourism and the measures that tourism
managers can take to mitigate the negative impact of tourism and maximize its positive impact. In this
context, sustainability forms the paradigm that must be maintained in order to balance out the positive
and negative impacts of tourism on society, the economy, and the environment [22]. In Spain, “boutique
hotel” is not an official classification, as it is in other countries, so there are no official statistics on the
number of boutique hotels. Boutique hotels are characterized, first, by their small size, with fewer
than 100 rooms [23] and, in many cases, fewer than 50 rooms. They also have a unique, innovative
design [15,19,24] that tends to tie in with the destination’s signature characteristics and the region’s
history and culture [25]. Moreover, personalized services and privacy are fundamental characteristics
of boutique hotels [15,24]. In order to approximate the number of these establishments, we have revised
the information given by the most popular specific commercial platforms. The website, rusticae.com,
contains 197 hotels; boutiquehotel.me provides 285 boutique hotels in Spain; selectahotels.com provides
220 boutique hotels; and greatsmallhotels.com provides 333 hotels. The hospitality specialist news
service, Hosteltur [26], reported that, in 2005, there were 133 boutique hotels in Spain, so the number
has more than doubled in the last ten years.
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There are three reasons for this study. First, and despite the importance of EMSs in accommodation
in relation to making the industry more sustainable [24], small and medium establishments do not
implement EMSs, most of the time for economic reasons. Studies of consumers’ willingness to
pay can give small hotels a motivation to continue working and improving their environmental
practices [4,12,13]. The second reason is that no evidence has been found on studies focusing on the
consumers’ willingness to pay more to stay at a boutique hotel with sustainable practices. Finally,
the study focuses on Spain, a leading country in tourism, where boutique hotels have grown very fast
over the last years.

Due to the importance of the implementation of EMSs in hotels, specifically for small ones, and the
relevance of boutique hotels in Spain, this paper strives to respond to the call for research in order to
bridge this gap. The present work is focused on the boutique hotel sector (independently owned and
managed), which has often appeared to be forward thinking concerning particular interests, such as
environmental awareness [4]. This study contributes to a theoretical and practical understanding of the
relevance of sustainability in relation to the small accommodation sector, a sector whose sustainability
needs have rarely been articulated in the literature. It is informed by one main research question:

RQ1. Are boutique hotel clients willing to pay more for a hotel with an environmental
management system?

This main contribution to the literature of the present study is its analysis of the willingness of
boutique accommodation consumers to pay more for a hotel with an environmental management
system, which would imply a step forward in travelers’ knowledge of this particular segment and their
predisposition toward environmental management systems in boutique hotels. The study is the first
stage of an investigation about the “willingness to pay” in the Spanish boutique hotels. The information
that this research brings to light is of great interest for industry entrepreneurs, quality clubs, and the
managers of environmental management systems, who can use it to design their products and optimize
their commercial efforts.

2. Theoretical Background: Willingness to Pay More (WTP) for Sustainable Practices in the
Accommodation Industry

2.1. The Willingness to Pay More (WTP) for Environmental Management Systems in Boutique Hotels

Boutique hotels cannot afford to enter a price competition with multinational hotel chains because
of their size, but on the other hand, their small size can be highly advantageous, because they are
able to provide a superior service [27] (p. 27). Boutique hotels could choose an alternative EMS
approach, because of the associated branding recognition, consumer preferences, and appealing to
environmentally-conscious clients [4,28].

While there is no specific research on whether boutique hotel customers would be willing to
pay more for environmental certification, there are some studies related to the topic. Boley and
Uysal [28] analyze competitive synergy by practicing triple bottom-line sustainability applied to
an independently-owned boutique hotel. In this specific case study, the authors confirm that the
perceptions of a green hotel from the ground-up, as well as a client type who favors the setting of a
sustainable business philosophy, could further add to the intangible assets of the property.

Kleinrichert et al. [4] study the extent to which environmental management systems have been
introduced into boutique hotels. Their study on technology, social media, and green practices presents
an interesting analysis of the web promotion of two boutique hotels, and their use of international
versus regional legitimation of their environmental practices.

2.2. Tourists’ Environmental Awareness and WTP for Hotels with Sustainable Practices

The last decade has seen many studies on consumers’ willingness to pay for green hotels [8,13,29,30].
Previous academic research shows that travelers’ level of environmental awareness and lifestyle can
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influence their willingness to pay more (WTP) for sustainable or environmentally-certified products.
In their study, Kuminoff et al. [31] propose this as an important line of work. That is to say, they call for
further study on whether the travelers who visit hotels that incorporate sustainable practices do so in
order to be consistent with their lifestyle. For Han et al. [32], this is one of the variables that differentiate
clients who would pay more for a hotel with sustainable practices from those who would not.

Numerous studies on the environment have investigated in depth and verified the impact of
environmental awareness on decision-making [33–35]. Environmental awareness is associated with
individuals’ sensitivity to environmental degradation, limited resources, and pollution [12,36] and is
reflected in their consumer decisions [36].

There is previous literature that analyze how consumers’ environmental awareness is related
to their willingness to pay more (WTP) for sustainable practices [37–39]. This paper employs the
theory of planned behavior (TPB) [33,40–42] to analyze individuals’ attitudes relating to green behavior.
Travelers’ environmental awareness level and lifestyle can influence their willingness to pay more for
sustainable or environmentally-certified products [28,29,43].

Regarding this theory, and based on previous studies [12,23], the variables that authors include in
their study on calibrating consumers’ environmental behavior and awareness are: Recycling, energy,
and water saving and the consumption of products that have a low impact on pollution. All these
arguments support the first hypothesis (H1):

Hypothesis 1 (H1). Clients who are more environmentally aware would be willing to pay more to stay at a
boutique hotel that has an environmental management system.

2.3. Tourists’ Personal Characteristics and WTP for Hotels with Sustainable Practices

According to Kim and Han [33], beyond the simple application of TPB to hospitality product
purchasing activity, variables that explain customers’ decision-making, in both green hotel and
hospitality contexts, should be added. In this sense, the authors proposed the inclusion of variables
related to personal characteristics. In this connection, Han et al. [40] also indicate that it might be
meaningful to test the proposed model by considering the effects of personal characteristics (e.g.,
gender, age, education, and income), as other studies have done in the past [35].

In order to be considered ecologically conscious, consumers should be able to identify the relevant
ecological effects of their consumption [44]. The knowledge and skills required for particular actions,
the availability of time, and general capabilities and resources (such as literacy, money, social status,
and power) are included under this concept. Additionally, sociodemographic variables (age, gender,
education, race, and income) may be indicators or proxies for personal capabilities, because they may
be important for behaviors that depend strongly on particular capabilities [45] (p. 417), [46].

Based on the review of previous works, relationships can be drawn between some personal
characteristics of consumers and their willingness to buy and pay more for products and services with
environmental management systems [12,32,37,40,47].

Income is usually an important variable in sustainable consumer behavior [36]. The premise is
that people with a higher income can afford to spend more on green or sustainable products [34].
Some studies state that consumers’ willingness to pay for green initiatives varies according to the hotel
type and client segment [48]. Others, such as Strahilevitz and Myers [49], hold that there are significant
differences between luxury segments/products and necessary segments/products. Hence, such studies
say it is the consumers of the more-expensive products and services who would be willing to pay more
for environmental initiatives. In a consumer analysis of 32 hotels, Erickson and Eckert [50] found that
the clients who frequented higher-category hotels were those who would be more willing to pay for
green practices.

Income is related to education; thus, people with a higher level of education and income are usually
more environmentally aware [36,46,51] and; therefore, tend to consume environmentally-friendly
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products more regularly [52]. It is on this basis that the second and third working hypotheses
(H2 and H3), concerning the income level and education level of boutique hotel clients, are proposed:

Hypothesis 2 (H2). Higher-income clients would be willing to pay more to stay at a boutique hotel that has an
environmental management system.

Hypothesis 3 (H3). More highly-educated clients would be willing to pay more to stay at a boutique hotel that
has an environmental management system.

Age is another variable related to sustainable product consumption [8,12,40,51], especially
the age group between 18 and 35. According to Chan [8], young consumers are the most
environmentally-conscious consumers. This is because younger generations, especially those born after
1980 and known as millennial, Generation Y, or echo boomers [53], have grown up with the concept of
sustainability. Added to this is young people’s capacity to access information, which means they make
decisions more consciously. These premises set the basis for the fourth working hypothesis (H4):

Hypothesis 4 (H4). Millennial clients would be willing to pay more to stay at a boutique hotel that has an
environmental management system.

In connection with gender, studies generally conclude that women tend to display a higher level
of awareness and frequently buy green products [54]. Studies on the accommodation industry by
Han et al. [12,32] and Chan [8] also conclude that women are more highly predisposed to paying more
for accommodation with environmental practices. Accordingly, the fifth working hypothesis (H5) is
related to gender:

Hypothesis 5 (H5). Women would be willing to pay more to stay at a boutique hotel that has an environmental
management system.

Finally, the papers that examine the number of children of clients, as a determinant variable, are
few. According to Diamantopoulos et al. [55], only three studies have investigated the relationship
between the number of children of clients and the strength of their environmental awareness and
found a positive relationship [56]. The work of Diamantopulos et al. [55]; however, does not find a
positive relationship between individuals having children, or not, and individuals’ environmental
behavior. The sixth working hypothesis of this work is formulated on the basis of the number of
children of clients (H6):

Hypothesis 6 (H6). Clients with children would be willing to pay more to stay at a boutique hotel that has an
environmental management system.

3. Methods

3.1. Data and Samples

The data from boutique hotel owner/managers: As there is no formal listing of boutique hotels
in Spain, the most appropriate sample obtained was selected from the main commercial platform site
(Rusticae). In the study carried out by Lim and Endam [57], the authors also used the information
provided by the main boutique hotel consortia in the UK. As mentioned before, rusticae.com contains
197 boutique hotels; boutiquehotel.me provides 285 boutique hotels in Spain; selectahotels.com
provides 220 boutique hotels; and greatsmallhotels.com provides 333 hotels. For this paper, the data
provided by Rusticae were used in the sample. The main reasons for choosing this platform are; (i) it is
the first platform in Spain (since 1997) that offers charming hotels; and (ii) it is the best positioned and
most well known in this market segment. The data were gathered by two procedures:
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• An e-questionnaire, distributed among the establishments belonging to this club for charming
accommodation (a category that includes boutique hotels), with the object of determining whether
each establishment has a quality certificate. All the hotels had the same participation probability,
and the percentage of responses obtained was; therefore, considered a random sample. This type
of sampling is useful for cases like ours, where the target population is small, and all the elements
that are part of it are known.

• In parallel, the websites of the establishments in question were examined in relation to their
environmental certificates by direct observation.

The boutique hotel questionnaire had three blocks of questions. The first block addressed facts
related to the date when the establishment started business, the hotel’s capacity, and its location.
The second block asked whether the establishment employed any environmental management system.
The last block asked for the gender and position of the person answering the questionnaire. In the
questionnaire, and afterward during a telephone follow-up, emphasis was placed on the need for the
answers to be given by the hotel manager or owner.

The hotel websites were subjected to direct observation in parallel, looking for environmental
seals or certificates or other seals or certificates earned by the establishment.

The definitive hotel sample was made up of answers to 73 valid questionnaires (45.6% of the
total population); the target population of the study was all boutique hotels in Spain belonging to a
quality club for charming accommodation. The fieldwork was conducted in March and April 2014.
Random sampling was used, and the sampling error found was ±8.5% (with a confidence interval of
95%, p = q = 50%).

Data on the demand were obtained by launching an e-questionnaire addressed to boutique hotel
clients, who were asked various question related to their level of environmental awareness and their
willingness to pay more for a boutique hotel with an environmental management system. The sampling
method was not random. Rather, the exponential version of snowball sampling was used. With this
version, each participant invites more individuals to participate. This technique was chosen, because it
provides ways of communicating with populations that are hard to reach [58]. This refers to groups
that are difficult to access because of their economic position or geographical location or due to the
lack of institutional ways to identify them. In our case, it was difficult, if not impossible, to identify all
the tourists that had ever stayed at a boutique hotel. Therefore, the population was unknown, and it
was impossible to apply a probabilistic sampling method. The main limitation of snowball sampling is
its sensitivity to sampling biases. Sampling biases may occur when the initial group selection is not
diverse enough. In order to reduce this limitation in our research, two boutique hotels were asked
for information on the main characteristics of their clients (age, economic status, travel profile, main
motivations, etc.). The initial group was created using this information, and the rest of groups that
were generated had the same characteristics, based on the information provided by the hotels. Despite
the limitations of this type of sampling, it is considered an appropriate tool for exploring consumers’
willingness to pay more for a boutique hotel that has an environmental management system.

The client questionnaire was divided into three parts. The first defined what a boutique hotel was
and asked if the participant had ever stayed at such an establishment (answers were only accepted
from clients who had stayed at a boutique hotel at least twice). The second part included items
that evaluate the participants’ environmental awareness level by determining the importance that
participants attached to saving energy, saving water and treating waste. The third part explained
what an environmental management system is and asked if the participants would be willing to pay
more for a boutique hotel that has such a system. Where the answer was “yes”, participants were
asked what extra percentage they would pay over the price of 100 euros, which is the mean price of a
standard double room for one night. The last block included sociodemographic questions concerning
things, such as gender, age, children, education, and net annual income (Table 1).
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Table 1. Client questionnaire question blocks.

Question Blocks. Items. References
Boutique hotel definition. (Answer this questionnaire only if you have stayed at least twice in
this type of establishment) [15,19,23,25]

Environmental awareness (scale 0–10)

- Steps to save energy
- Steps to save water
- Steps to manage waste

[10,12,13,28,33,57]

Willingness to pay more

- Willingness to pay more for a hotel with an environmental management
system: Yes/No

- How much extra would you pay over the mean price of a standard double room,
which is 100 euros/night, for a hotel with an environmental management system?
0%/5%/10%/15%

Sociodemographic variables

- Gender: Male/Female
- Age: 18–25/26–35/36–45/46–55/56 or over
- Children: Yes/No
- Annual net income: Under 12,000 euros/12,001–15,000 euros/15,001–18,000

euros/18,001–25,000 euros/25,001–30,000 euros/30,001 euros or more

[23,27,33,35,37]

Source: Author.

The fieldwork was conducted from December 2014 to June 2015. The final client sample was
made up of 340 valid questionnaires. The study’s target population was infinite and was made up of
boutique lodging clients (clients who had lodged at least twice in boutique hotels).

3.2. Techniques Employed in the Analysis of Data and Variables

Statistical and econometric techniques and tools were used to test the hypotheses. First of all,
descriptive analysis was applied to the data to yield detailed information on the characteristics of the
respondents and determine their willingness to pay more for boutique hotels that have an environmental
management system, in terms of mean values and other measures of position and dispersion.

Second, an independence test was used to give statistical significance to the possible relationship
between respondents’ willingness to pay more and characteristics, such as income, age, children,
commitment to the environment, education, and gender. The commitment variable is the result
of grouping three items from the questionnaire using the principal component technique, which is
appropriate for such cases.

Last, to detect and quantify the influence of the characteristics mentioned above on respondents’
willingness to pay more, two different dependence techniques were used, logit regression and linear
regression. In both cases, the independent factors or variables were the same; the only thing that
changed was the scale of the dependent variable. In the first case, that of logit regression, a nominal
scale, and dichotomous variable (1 or 0) were used; in the second case, the variable was metric.

The dependent variable was presented with two names and two different scales:

• Willingness to pay more, with a nominal scale (1 = yes; 0 = no). When the variable is 1,
the individual is considered to be willing to pay extra for hotels where there is an environmental
management system. Otherwise, the variable is 0.

• Extra sum to pay, with a metric scale (0%, 5%, 10%, and 15%). In this case, the variable is expressed
as a percentage, i.e., the percentage over an established mean price that the individual would be
willing to pay for a boutique hotel with an environmental management system.

The independent variables were:

• Education: A dichotomous variable, which is 1, when the respondent has at least an undergraduate
degree, and 0 when the respondent’s education is less than an undergraduate degree.
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• Gender: A dichotomous variable, which is 1, when the respondent is a woman, and 0 when the
respondent is a man.

• Number of children: A dichotomous variable, which is 1, when the respondent has at least one
child, and 0 when the respondent has no children.

• Income level: A dichotomous variable, which is 1, when the respondent’s annual net income is
over 25,000€, and 0 when his/her annual net income is less than 25,000€.

• Age: A variable, which is 1, when the respondent is aged 35 or over, and 0 in all other cases.
• Commitment: A latent variable, which is the result of applying the principal component technique

to the energy saving, waste management and water saving items on the questionnaire, measured
on a Likert scale from 0 to 10.

4. Results

The respondents were all Spanish, primarily women (72.9%) over the age of 35 (50.6%), with
children (65.3%), an annual net income of under €25,000 and an undergraduate or post-graduate
education (55.3%).

All respondents displayed a strong commitment to the environment, which was measured by
considering how they rated saving energy, saving water and managing waste. These three aspects
show a mean rating of slightly above 7. The median values corroborate a strong degree of commitment
to the environment, since 50% gave energy saving a minimum score of 7. The score was 8 for water
saving and waste management. These results seem coherent; as social awareness has existed for a
longer time in the latter two cases than in the first case.

When asked if they were willing to pay more, 52.4% responded in the affirmative, while 47.6%
said that they would not pay more for a hotel with an environmental management system.

These results varied slightly when the respondents were asked about their willingness to pay
extra in percentage terms. The results are not contradictory, given that a 5% increase in the suggested
mean price (100 euros) could be accepted, even by those respondents who answered that they would
not be willing to pay more.

4.1. Relationship between the Respondents’ Characteristics and Willingness to Pay More

Before the planned regression analyses were conducted, Pearson’s chi-square test was used to
find the statistical significance of the bivariate dependence between each of the independent variables
and the two proposed dependent variables. Table 2 provides the results found when the contrast was
applied to the monthly data.

Table 2. Relationship between the respondents’ characteristics and willingness to pay more.

Willingness to Pay more Extra Sum
dof X2 Sig. dof X2 Sig.

Gender 1 3.067 * 0.080 3 6.624 * 0.085
Age 4 22.89 *** 0.000 12 50.57 *** 0.000
Income 5 16.726 *** 0.005 15 49.59 *** 0.000
Children 1 9.875 *** 0.002 3 17.439 *** 0.001
Education 1 2.629 0.105 3 15.392 *** 0.002

(*) p-value < 0.10; (**) p-value < 0.05; (***) p-value < 0.01.

As can be observed, all of the considered variables (gender, age, income, children, and education)
display a significant relationship of dependence with the extra sum. Likewise, all the independent
variables except education display a relationship of dependence with consumers’ willingness to
pay more.
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4.2. Influence of the Respondents’ Characteristics on Their Willingness to Pay More

In the dependence comparison, given in the section above, without indicating the direction of
causality, a significant relationship of pairwise dependence was found to exist between each of the
independent variables and the corresponding dependent variables.

This is the report of the results of the regression study (linear and logit regression), where all
variables were included simultaneously, with the goal, not of predicting, but rather of identifying
the direction and intensity of the causal relationships between the independent variables and the
dependent variables. In this sense, an attempt was made to detect what user characteristics influence a
user’s willingness to pay more and how much more they would be willing to pay for a boutique hotel
with environmental management.

Both analyses detected that some factors or characteristics of the respondents, which displayed
a bivariate dependence with each of the dependent variables, ceased to be influential when a joint
analysis was conducted.

Table 3 furnishes the results of the logistic regression, which was run to detect which variables
influence consumers’ willingness to pay more. The adjusted model, which is significant according to
the Hosmer–Lemeshow test (X2 = 11.079, dof = 8 and p-value = 0.197), indicates that the variables of
gender, education, and children do not influence the dependent variable, “willingness to pay more”.
In light of these results, research hypotheses 3, 5, and 6 are unacceptable.

Table 3. Results of logistic regression.

Variables Coefficient Wald Sig. Exp (B)

Constant 0.122 0.152 0.697 1.130
Gender 0.347 1.430 0.323 1.415
Age −0.967 6.761 0.009 ** 0.380
Income 0.577 2.878 0.090 * 1.781
Children −0.063 0.034 0.854 0.939
Education −0.059 0.049 0.824 0.943
Commitment 1.164 52.893 0.000 *** 3.202

(a) (*) p-value < 0.10; (**) p-value < 0.05; (***) p-value < 0.01; (b) dependent variable, willingness to pay more (Yes = 1
and No = 0); (c) Hosmer and Lemeshow: chi-square = 11.079; dof = 8; sig.: 0.197.

With respect to the respondents’ age, being a millennial is an explanatory variable of consumers’
willingness to pay more. A negative sign of the coefficient indicates that an age of 35 or over reduces
the likelihood that one will be willing to pay more. This; therefore, indicates that an age of under 35
would increase the likelihood that one will be willing to pay more. This result allows hypothesis 4 to
be accepted.

Clients’ net income is also determinant of their willingness to pay more. Earning more than 25,000€
net per year increases one’s likelihood of being willing to pay more for a hotel with environmental
management, which indicates that hypothesis 2 can be validated.

Hypothesis 1 is validated as well, because the commitment variable is significant, and the sign of
its coefficient is positive. This indicates that the stronger one’s environmental awareness, the greater
the likelihood that one will be willing to pay more.

With the objective of quantifying the extra sum that respondents would be willing to pay and
corroborating the results yielded by the logistic regression analysis, a linear regression analysis was
run, the results of which are given in Table 4. It can be deduced, from the table, that gender, education,
and children are not determinant factors of consumers’ willingness to pay extra on top of an established
mean price, as found by logistic regression.
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Table 4. Linear regression.

Variables Coefficient Standardized Coefficient Sig. Tolerance VIF

Constant 4.766 – 0.000 ***
Gender 0.699 0.079 0.103 0.958 1.044
Age –2.053 –0.261 0.000 *** 0.460 2.173
Income 1.001 0.123 0.041 ** 0.618 1.619
Children –0.017 –0.002 0.973 0.611 1.637
Education –0.265 –0.033 0.499 0.911 1.097
Commitment 1.620 0.411 0.000 *** 0.925 1.081

(a) (*) p-value < 0.10; (**) p-value < 0.05; (***) p-value < 0.01. (b) Dependent variable: extra sum to pay. (c) Tolerance
(> 0.10), and VIF (Variance Inflation Factor) (< 10) indicate that there are no serious multicollinearity problems. (d)
The Durbin–Watson statistic (1.871) indicates that there is no first-order autocorrelation. (e) R2 = 0.260.

Age, income, and commitment to the environment; however, do influence the extra sum that
clients would be willing to pay for a hotel with environmental management. Age has a negative
influence, such that, the older the client, the less the client would be willing to pay. Income and
commitment have a positive influence (i.e., the higher the income and the stronger the commitment,
the larger the extra sum clients would be willing to pay for a boutique hotel with environmental
management). Finally, and from the quantitative perspective, 52.4% of the respondents said that
they would pay more for a hotel with an environmental management system. Moreover, when the
clients were asked about their willingness to pay extra in percentage terms, all of them answered that
a 5% increase (on top of the suggested mean price of 100 euros) could be accepted, including those
respondents who answered that they would not be willing to pay more.

5. Discussion, Conclusions and Implications

5.1. Discussion and Conclusions

The following section highlights the most significant facts revealed by the research, which pave the
way for the principal findings and their implications for the boutique accommodation industry. The first
conclusion, following from the review of the previously existing literature, is related to the rapid
proliferation of voluntary standards and environmental management systems in the accommodation
industry over the last three decades. Small hotels, a category that includes boutique hotels (less than
100 rooms), can, like major corporations, be motivated by economic concerns and/or the owner’s or
manager’s ethical standards to incorporate environmental management systems.

Sustainable hotel practices are; however, widely unknown to tourists due to the dizzying variety
of ecolabels in the tourism industry. Bewildered tourists find it hard to know which labels to trust and
exactly what each label means [59]. The study carried out by Bohdanowicz [10] on European hoteliers’
environmental attitudes confirms consumers’ apparent indifference. If costumers were to demand more
environmentally-sound performance from hotels, it would cause a substantial change [10] (p. 193).
This is produced as a consequence of the reduction of operational costs that follows from the demand
of customers, which are strong incentives for hoteliers to undertake more environmentally-friendly
initiatives. The study carried out by Deng, Ryan and Mountinho [60] concludes that, in the case of
Canadian hoteliers, hotels tend to concur with environmental protection policies, generally irrespective
of profitability.

Burgin and Hardiman [61] (p. 31) indicate that small business tourism and hospitality operators
who choose to pursue eco-accreditation need to clearly explain to consumers what benefits their choice
will have for the environment and recognize that merely displaying a brand logo will not inspire
credibility. This may require, for example, providing detailed information on websites for potential
visitors to study in making their choice of hotel or information booklets at the point of sale.

In this sense, it is important to ascertain whether the clients of these establishments recognize the
importance of the existence of environmental management systems and whether they are willing to
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pay extra for such systems. This research has reviewed many studies and theories relating to the topic
of consumers’ willingness to pay more for hotels that have sustainable practices. Most of the studies
reveal that travelers’ level of environmental awareness can influence their willingness to pay more
(WTP) for sustainable or environmentally-certified products. For this reason, the research reported
in this paper focused on clients’ willingness to pay more for an environmental management system.
The conclusions drawn from the findings rest on the results of an analysis of boutique hotels in Spain.
First, the number of boutique hotels with environmental certification is still very low, which is due
primarily to the cost of certification and low awareness among entrepreneurs. Secondly, concerning
demand, over half of the respondent clients of boutique hotels would be willing to pay more to stay at a
boutique hotel with an environmental management system. A more in-depth study was conducted to
break the demand down into segments, according to consumers’ readiness to pay, and to ascertain the
variables that are determinants of consumers’ willingness to pay. The results reflect, first, that gender,
education, and children are not determinant of consumers’ willingness to pay extra for a boutique
hotel with a system of this type. However, respondents’ age and income, as well as the strength of
their environmental commitment, are determinants.

Clients regarded as millennials (clients under the age of 35) present a higher likelihood of having
a willingness to pay more. This may be due to the fact that this segment of the demand is more familiar
with the concepts associated with sustainability and recycling, which are coetaneous with millennials.
These results are in line with those of Coddington [62]; D’Souza et al. [63]; and Thieme et al. [54].
They concluded that younger consumers are more concerned with environmental issues than older
consumers. In addition to age, clients’ net income is also determinant of their willingness to pay more,
and the results show that respondents with a net annual income of over 25,000 euros are more likely to
pay more for a hotel with environmental management. Likewise, clients with a stronger commitment
to the environment present a higher likelihood of being willing to pay more to stay in a hotel with
an environmental management system. The research also finds that being a millennial earning over
25,000 euros and being committed to the environment are determinant of client’s not only having a
willingness to pay more, but also having a willingness to accept a greater increase in the price.

5.2. Implications

Our results have both theoretical and practical implications. From the theoretical perspective, and
according to the theory of planned behavior (TPB), an intention is considered an immediate antecedent
of behavior. In this work, the results support the principles established by TPB and applied in several
studies [33–35,40]. These results show that commitment to the environment influences the extra sum that
clients would be willing to pay for a hotel with environmental management. Thus, intention indicates
an individual’s readiness/willingness to engage in a particular behavior [42]. According to this theory
and the results, if an individual’s attitude is in favor of green behavior, green behavior is the perceived
social norm, and the individual believes the behavior to be rather easy to perform, the individual’s
intention to perform green behavior should increase [41]. In addition, the incorporation of other
variables, such as age or income, facilitate a better comprehensive understanding of green hotel
customers’ decision-making process [35,40].

Concerning the practical implications, instituting an environmental management system at a
boutique hotel is advantageous for entrepreneurs, both ethically and economically, and it is good
in terms of the recognition that it earns the hotel, primarily among the hotel’s younger and more
environmentally-conscious clients. If this feature is adequately communicated over direct channels
(the hotel website) and indirect channels (marketing platforms, specialized travel agencies, and other
channels), it can function to differentiate the hotel from competitors in the same sector and focus
on younger clients who have a strong environmental commitment and strong purchasing power.
The findings of Kim and Han [33] also suggested that marketers should develop efficient strategies for
enhancing their image by advertising their environment-friendly practices to visiting and potential
customers using multiple information sources. These various efforts would contribute to instilling
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in customers a strong intention to repurchase a green hotel product. Additionally, the study carried
out by Can, Turker, Ozturk and Alaeddinoglu [64] concerning tourists’ perception of green practices
in eco-friendly hotels in Antalya (Turkey), which considered 67 hotels (two of which were boutique
hotels), draws the same conclusion. They suggest that hotels should publicize their commitment to the
environment through EMSs on their websites and also on other platforms, such as TripAdvisor.com.
Additionally, Chan [8], concludes that the internet is an effective channel for marketing a hotel’s green
initiatives directly to customers, and green hotels can elevate industry members’ image and reputation
in order to attract green tourists who demand green accommodation when travelling.

6. Limitations and Future Lines

If the sample was more representative, the research conclusions could be extended to the entire
set of boutique hotels and all boutique hotel clients. In the case of boutique hotel clients, the sampling
method does not guarantee representativeness. The main limitation of snowball sampling is its
sensitivity to sampling biases. Sampling biases may occur when the initial group selection is not
diverse enough. In order to reduce this limitation in our research, a pair of boutique hotels were
asked for information concerning the main characteristics of their clients (age, economic status, travel
profile, main motivations, etc.). As mentioned before, the initial group was created on the basis of this
information, and the rest of the groups that were generated had the same characteristics, based on the
information provided by the hotels.

Additionally, all study participants were Spanish. It would be helpful to better understand
consumers’ WTP for sustainable practices on the basis of their nationality by obtaining a more
varied and balanced distributed data set. Even so, the importance of incorporating environmental
management systems in hotels of this type remains clear. To overcome the limitations of the present
research, further research will be conducted in the future to secure a client sample that is better balanced
in terms of age, gender, and income and to expand the sample of participating hotels. Additionally,
when this type of establishment incorporates EMSs, the price levels of hotels, with and without EMSs,
can be analyzed, which would facilitate the analysis of this phenomenon from the supply perspective.
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