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Abstract: The objective of this study was to identify the determinants of personal norm and to
measure the effect of personal norm on green purchasing behavior as well as a possible mediating
role of consumer LOHAS orientation in the effect of personal norm on green purchasing behavior
in the hospitality context. A field study was designed to measure the hypothesized effects, and
418 consumers who regularly purchase summer holidays in hotels were included in the survey.
Structural Equation Modeling (SEM) was employed in order to test the proposed hypotheses. The
results confirm that social norm, the ascription of responsibility, and the attitude towards green
purchasing behavior are the determinants of personal norm. Personal norm is found to affect both the
green purchasing behavior and the LOHAS orientation of consumers. The results of the study also
confirmed that LOHAS orientation does not mediate the effect of personal norm on green purchasing
behavior due to the dominance of personal norm’s effect on LOHAS orientation. Academic as well as
managerial implications are provided in the Discussion. The Conclusion provides the most important
academic and practical contributions of the study, limitations related to the generalizability of the
findings, and recommendations for future studies.
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1. Introduction

The increasing consumption of products and services in the last couple of decades has
resulted in the exhaustion of natural resources, the deterioration of ecosystem services, and
the degradation of the environment [1]. Earth Overshoot Day, an indicator calculated by
the Global Footprint Network, is the date when the demand of the human population for
ecological resources and services exceeds the regeneration capacity of Earth in the same
year; the 1st of August was announced as the Earth Overshoot Day for 2024 [2]. According
to the Living Planet Report (2010), which was prepared by the World Wildlife Fund (WWF),
humanity will need a second Earth by the year 2030 in the case of continued excessive
demand for and consumption of natural resources [3]. The recent Living Planet Report
(2022) clearly indicates that humanity is experiencing a global double emergency crisis
of climate and biodiversity [4]. As a reflection of these current issues, there is increasing
public concern about environmental problems, and in the last couple of years, we have
witnessed a rapidly growing sensitivity of consumers to environmental issues, leading
to an increasing tendency towards consuming green products and services [5]. Many
consumers make green purchases involving eco-friendly products and services to show
their commitment to environmental protection, and they even pay higher amounts for such
eco-products [6,7].
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Firms in the hospitality sector, especially hotels, contribute to environmental deteri-
oration through their operations [8]. The operations and services of the industry lead to
substantial water, energy, and product consumption [9]. Several statistics related to waste
production, carbon emission production, and water usage confirm that the hospitality
industry substantially contributes to environmental deterioration. The tourism industry is
one of the major contributors to food waste production globally; as a standalone industry,
it produces around 9% of total global food waste [10], and hotels generate 79,000 tons of
food waste each year [11]. However, the food and beverage sector, a part of the hospitality
industry, produces 12% of food waste globally [12]. Based on a report by Deloitte (2024),
the hospitality sector was also responsible for the generation of 3% of total global carbon
emissions for the year 2022 [13]. Based on the Global Hotel Decarbonisation Report (2017)
by the Sustainable Hospitality Alliance, the greenhouse gas emissions of the hotel industry
should be reduced by 66% from 2010 levels by 2030 and 90% by 2050 in order to keep
carbon emission production constant based on industrial growth projections [14]. Water
consumption is also an important area in which the hotel industry contributes to environ-
mental deterioration. According to the Water Stewardship for Hotel Companies report
(2018) by the Sustainable Hospitality Alliance, an average hotel guest uses eight times more
water than a household user [15]. As a response to increasing pressure from the wider com-
munity, as a result of their financial motivations and as a part of their responsible behavior
towards the environment, increasing numbers of hotels incorporate green management
practices into their operations [16-18]. These green practices involve minimizing their
environmental impact by reducing waste and using sustainable resources and supplies,
ultimately leading to a more pro-environmental business model that supports environ-
mental health [19,20]. Such hotels encourage their customers to actively participate in and
support environmentally friendly practices [21]. In turn, several studies in the hospitality
sector have confirmed that a growing proportion of consumers prefer hotels with green
management practices [22,23]. The behavior of such consumers is determined by their sense
of moral obligation, namely personal norm, to take environmentally friendly actions [24].
An important segment of consumers, who are sensitive to health and sustainability issues,
are called LOHAS (Lifestyles of Health and Sustainability). This segment of consumers has
an ecological orientation and focuses on the environmental impact of products and services
by taking into consideration the whole life cycle [25]. These consumers show a higher
tendency to purchase green products and services compared to ordinary consumers [26].
Thus, it is expected that consumers with high levels of LOHAS characteristics will prefer
hotels with green management practices compared to ordinary consumers.

A careful review of the literature in the hospitality context yields a considerable num-
ber of studies focused on sustainability issues. However, studies that combine sustainability
concepts, including green purchasing behavior, with the lifestyle orientation of consumers
constitute the missing part of the body of research in this field [27]. This study utilized
the theory of green purchasing behavior proposed by Han (2020) to identify the determi-
nants of personal norm and its effect on green purchasing behavior [24]. Specifically, this
study investigated the effects of three important determinants—attitudes toward green
purchasing, the ascription of responsibility, and social norm—on personal norm. The study
extends the theoretical framework and contributes to the existing literature by investigating
the mediating role of the LOHAS orientation level of consumers in the effect of personal
norm on green purchasing behavior. Initial studies conducted in the context of the LOHAS
orientation of consumers mainly focused on the definition [28] and conceptualization of the
LOHAS consumer segment [29]. Further studies in the literature investigated the effects of
LOHAS orientation on green purchasing behavior [30]; these studies mainly focused on
several contexts including retail [31], hospitality [32-34], and fashion [35]. There is a lack
of studies in the LOHAS research stream that include the LOHAS orientation construct in
green purchasing behavior models as a factor that shapes the effects of several antecedents
on green purchasing behavior. Thus, while personal norm was identified as a determinant
of green purchasing behavior in previous related studies, there is a lack of studies inves-
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tigating the same effect with the inclusion of consumer lifestyle factors such as LOHAS.
This study differs from the existing LOHAS orientation studies by integrating the construct
into the green purchasing behavior mechanism as a mediating factor. This is expected to
contribute to the existing literature and to generate valuable insights for practitioners in
the industry by exploring the interactive mechanism between the personal norm, LOHAS
orientation, and green purchasing behavior in the context of hospitality. More specifically,
the results are expected to enhance the understanding of how the LOHAS orientation of
consumers will shape the effect of personal norm on green purchasing behavior, which,
in turn, is expected to help practitioners in the hospitality sector to generate effective
strategies to attract consumers by considering the LOHAS orientation level of consumers.
Thus, the investigation of the mediation effect of LOHAS orientation fills a gap in the
current literature by considering a lifestyle orientation factor in the effect of personal norm
on pro-environmental behavior.

In light of the gaps identified in the current literature, this study aimed to answer the
following research questions and eventually contribute to the knowledge base:

1. Does social norm in the context of environmental issues contribute to the formation of
personal norm in the same context?

2. Does the attitude towards green purchasing lead to the formation of personal norm in
the context of environmental issues?

3. Does the ascription of responsibility in the context of environmental issues lead to the
formation of personal norm in the same context?

4. Does the existence of personal norm in the context of environmental issues lead to
green purchasing behavior?

5. Does the LOHAS orientation of consumers lead to involvement in green purchas-
ing behavior?

6.  Does the existence of personal norm in the context of environmental issues lead to the
formation of a LOHAS orientation?

7. Does the LOHAS orientation of consumers mediate the effect of personal norm on
green purchasing behavior?

The following section provides a literature review including the theoretical framework
as well as the proposed hypotheses related to green purchasing behavior, personal norm
and its determinants, the effect of personal norm on green purchasing behavior, and the
mediating effect of LOHAS orientation on the effect of personal norm on green purchasing
behavior. In Section 3, the research methodology is presented with special subsections
about the research design, the operationalization of variables, and validity and reliability
checks of the constructs employed in the study. In Section 4, hypotheses proposed in the
main model and post hoc model are tested, and the results of the analysis are presented.
In Section 5, labeled the Discussion, the findings of the study are reviewed and evaluated
in terms of the academic literature and practical applications. In terms of the academic
literature, the findings of this study are compared with the results of previous studies.
In terms of practical applications, insights provided by the results are reviewed, and
recommendations are made. In the last section of the paper, the Conclusion, the main
contributions of the study are provided from theoretical and practical perspectives. The
limitations of the study and recommendations on the subjects of further studies are also
provided in this section.

2. Literature Review and Proposed Hypothesis
2.1. Green Purchasing Behavior

The increasing awareness of consumers about anthropogenic risks has led many to
become involved in green purchasing behavior as a personal response to help prevent
such risks from being realized. Green purchasing behavior involves the purchase and
consumption of environmentally friendly products and services and the avoidance of
harmful ones [36]. As a prosocial behavior, green purchasing behavior derives from the
ethical decision-making domain, which involves the fulfillment of consumers’ eco-friendly
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Awareness of

Consequences

needs and wants, to prevent anthropogenic risks [6]. From a theoretical standpoint, this
prosocial green purchasing behavior of consumers can be explained with the support of
three interrelated theories: the norm activation theory, the values-briefs-norms theory, and
the theory of green purchasing behavior [24].

The norm activation theory, which was developed and proposed by Schwartz (1968),
explains the motives leading to a prosocial behavior as a function of the awareness of
consequences, the acceptance of responsibility, and personal norm [37]. Thus, when there is
a high intensity of awareness of consequences and the person feels responsibility for these
consequences, personal norms will be generated based on this belief, which eventually
leads to a behavior aiming to prevent the negative consequences [38]. The theory suggests
that prosocial motives are the main source of behavior rather than self-interested motives.
Thus, in the context of green purchasing behavior, norm activation theory provides a good
theoretical foundation for investigating and explaining the eco-friendly product and service
preferences of consumers [39]. The conceptual model of norm activation theory provided
by Han (2015) is reproduced in Figure 1 [40]. As presented in Figure 1, in the context of
green purchasing behavior, an awareness of the consequences of an action or situation
with regards to environmental issues leads to the generation of responsibility towards
the environment, and this feeling of responsibility supports the generation of personal
norm regarding the pro-environmental behavior, which in turn is expected to trigger green
purchasing behavior.

Ascription of el Green Purchase

Responsibility Behavior

Figure 1. Conceptual model of the norm activation theory.

Proposed by Stern et al. (1995), the values-beliefs-norms theory incorporates both
values and beliefs to explain prosocial behavior [41]. The theory explains prosocial behavior
as resulting from the activation of norms of helping, derived from the personal values of the
person, the person’s belief that these values are under threat, and the belief that these values
can be restored by taking an action to eliminate the threat [38]. Thus, in the context of green
purchasing behavior, the theory of values-beliefs—norms explains eco-friendly behavior as
a function of personal values under threat due to anthropogenic risks and the belief that
purchasing eco-friendly products and services will restore these values. This theory can be
regarded as an extended version of the norm activation theory that is expected to make
predictions regarding pro-environmental behavior more accurate [42]. The conceptual
model of the values—beliefs-norms theory is reproduced in Figure 2 [40]. As it is presented
in Figure 2, in the context of green purchasing behavior, personal environmental values
lead to the generation of an ecological worldview, which in turn triggers the chain of
reactions described in norm activation theory, ultimately leading to the formation of green
purchasing behavior.
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Figure 2. Conceptual model of the values-beliefs—-norms theory.

Han (2020) identified a lack of factors for fully explaining eco-friendly behavior and
proposed the theory of green purchasing behavior by including other prosocial and pro-
environmental factors that are expected to fill this gap [24]. The theory utilizes attitudinal
processes [40], social norm [43], image [44], and habitual process [45] as the additional
determinants of green purchasing behavior. The theory incorporates the norm activation
theory and the values—beliefs—-norms theory and explains the formation of personal norm
as a function of attitude toward green purchasing, the ascription of responsibility, and
social norm. In turn, the theory explains the formation of green purchasing behavior by
utilizing personal norm and past behavior in everyday life as the two determinants. The
conceptual model of the theory of green purchasing behavior is reproduced in Figure 3 [40].
This graphical representation marks the contribution of each theory in the conceptual
model. As presented in Figure 3, three additional factors, namely the image of green
purchasing, attitude towards green purchasing, and social norm, interact with the personal
norm generation process proposed by the norm activation theory. Based on the proposed
theory, the image of green purchasing supports both the generation of awareness of the
consequences of an action or situation with regard to environmental issues as well as the
attitude towards green purchasing behavior. On the other hand, social norm is presented
as one of the determinants of personal norm. The integration of these three factors into
the values—beliefs-norms theory provides a comprehensive theoretical framework in the
formation of green purchasing behavior as presented in Figure 3.

For the purpose of this study, the theory of green purchasing behavior was tested
partially to identify and confirm the determinants of personal norm—namely attitude
toward green purchasing, the ascription of responsibility, and social norm—and the effect
of personal norm on green purchasing behavior. As the main contribution of this study,
LOHAS orientation was integrated into the model as the mediating factor that is expected
to regulate the effect of personal norm on green purchasing behavior.
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Figure 3. Conceptual model of the theory of green purchasing behavior.

2.2. Determinants of Personal Norm and Its Effect on Green Purchasing Behavior

Personal norms are the feelings of a person related to a moral obligation to perform or
refrain from an action [46]. Personal norms are formed through the process of comparison
between internal values and self-expectations related to a behavioral situation. When a
person is involved in a behavioral decision situation, the value system is activated; this
person evaluates different courses of action in terms of their implications in the framework
of these relevant values, and at the end of this evaluation process, personal norms specific
to that situation are formed [47]. In the context of green purchasing behavior, personal
norms involve a feeling of moral obligation to engage in pro-environmental behavior, and
these normes, if present at the personal level for this specific context, lead to a shift from a
general predisposition to a pro-environmental behavior [48,49].

In this study, one of the proposed determinants of personal norm is social norm. Social
norm, as a concept utilized in the field of social psychology, can be explained in terms of
normative influence on behavior and defined in two different ways, namely descriptive and
injunctive norms, referring to two separate types of motivating factors [50]. The descriptive
type of norm represents what a normal and typical situation is, such as the things that most
people do [51]. This type of behavior provides evidence of taking effective and adaptive
action. On the other hand, injunctive norms involve approval motivation and are related to
what most other people approve or disapprove of in a specific behavioral situation [52].
In the green purchasing behavior context, social norms are generally associated with
the injunctive norms that link the behavior with the social approval related to the pro-
environmental behavior. Previous studies in the literature clearly indicate the effects of
social norms on personal norm formation. Previous studies confirmed that a contradiction
between the social norms and actual behavior of a person leads to a dissonance, which in
turn triggers a change in the personal norm, through the feeling of guilt, in the direction of
complying with the social norm [53]. Thus, it is expected that a social norm related to a
pro-environmental behavior will promote the generation of a personal norm related to the
pro-environmental behavior. In light of the theoretical framework and relevant literature,
we propose the following hypothesis:

Hy. The stronger the social norm related to the pro-environmental behavior, the stronger the
personal norm related to the pro-environmental behavior.
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Another important proposed determinant of personal norm is the attitude toward
green purchasing behavior. An attitude is a type of psychological tendency to generate a
positive or negative approach toward an entity through an evaluation process [54]. The
construct is regarded as a behavioral disposition acquired through a learning process [54,55].
In the context of green purchasing behavior, an attitude is formed through the awareness of
the consequences derived from anthropogenic risks. This, in turn, leads to the evaluation of
the situation and triggers the generation of a moral obligation to take a pro-environmental
action, which qualifies as a personal norm [40]. Thus, the attitude toward green purchasing
behavior is expected to influence the personal norms of consumers. In light of the theoretical
framework and relevant literature, we propose the following hypothesis:

H,. The more positive the attitude toward green purchasing behavior, the stronger will be the
personal norm related to environmental protection.

The ascription of responsibility, the third proposed determinant of personal norm,
involves the person’s own responsibility in reducing the negative environmental impact
generated by humans [43]. The values-beliefs—norms theory involves a sequential process
starting with the generation of an ecological worldview based on personal values, which
leads to the formation of awareness related to the negative consequences of humans activity
for the environment, eventually triggering a feeling of personal responsibility [49,56].
Thus, the values-beliefs-norms theory involves an awareness related to the negative
consequences of a specific behavior as the source of feeling a responsibility toward a
specific subject, which, in turn, leads to the generation of a personal norm related to that
subject [47]. Previous studies in the literature provide empirical support for this positive
and significant chain effect leading to the formation of the ascription of responsibility, which,
in turn, generates a personal norm related to pro-environmental behavior [41,57,58]. Thus,
it is expected that the ascription of responsibility related to environmental protection will
promote the generation of a personal norm related to pro-environmental behavior. In light
of the theoretical framework and relevant literature, we propose the following hypothesis:

Hj3. The stronger the ascription of responsibility related to environmental protection, the stronger
will be the personal norm related to pro-environmental behavior.

Pro-environmental behavior can be explained through the norm activation theory as a
function of an awareness of consequences, an acceptance of responsibility, and personal
norm [37]. Thus, when there is a high intensity of awareness of consequences and the
person feels responsibility for these consequences, personal norms will be generated based
on this belief, which eventually leads to behavior aiming to prevent those negative conse-
quences [38]. Previous studies in the literature confirm the positive effect of personal norms
on the pro-environmental behavior of consumers. In a meta-analysis including 572 studies,
comparing different norm constructs and their effects on pro-environmental behavior, the
authors reported that personal norms are the strongest predictor of pro-environmental
behavior [59]. Thus, it is strongly believed that stronger personal environmental norms
will promote green purchasing behavior. In light of the theoretical framework and relevant
literature, we propose the following hypothesis:

Hy. Higher levels of personal environmental norm will lead to higher levels of green purchasing
intentions among consumers.

2.3. LOHAS (Lifestyles of Health and Sustainability)

LOHAS, which stands for Lifestyles of Health and Sustainability, is a concept pro-
posed by Ray and Anderson (1998) [28] and involves a lifestyle that promotes physical
and psychological health and care for sustainable environmental development at the per-
ceptual, attitudinal, and behavioral levels [60]. In other words, consumers with a LOHAS
orientation aim to improve the quality of value in the domain of health and sustainability
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by preferring and consuming locally produced eco-friendly products, contributing to the
environmental, social, and economic sustainability of their communities [61]. Thus, this
segment of consumers may be regarded as green materialists, as they satisfy their desires
by purchasing eco-friendly products [29]. The LOHAS segment is demographically charac-
terized as an affluent, morally responsible and well-educated group of consumers having
consumption preferences in line with their personal beliefs [62]. The Natural Marketing
Institute identified the typical LOHAS consumer as a middle-aged woman who is married,
generally has no children, and has a high education level and income [63]. However, it
is not possible to identify LOHAS consumers using demographic criteria alone because
other factors, such as the value orientations of consumers, are expected to shape their
attitudes [64]. The size of this consumer segment grows around 10% each year, and the
total number of consumers with a LOHAS orientation is expected to reach 30% of the
total US population, pushing related businesses to consider these consumers an important
target segment [65]. In line with the growing size of the consumer population, the total ad-
dressable market (TAM) as well as the potential economic value generation of the LOHAS
segment is expected to reach USD 500 bn [66].

Choi and Feinberg (2024) reviewed the conceptualization of LOHAS in the related
literature and provided four areas of focus related to the characteristics of LOHAS, which
collectively form the orientation of this consumer segment [29]. LOHAS consumers are
regarded as individuals who show deep interest and care in terms of health and well-
being for themselves as well as their families by consuming natural and even organic
foods [28]. Consumers with a LOHAS orientation can be regarded as the early adopters
of eco-friendly products. Thus, these consumers become aware of such products before
the rest of the community, adopt them into their lifestyles, and thus impact their close
circles, such as families and friends [35]. They also value holistic health and engage in
regular physical exercise combined with the utilization of complementary and alternative
medicine [67]. Another important characteristic of these consumers is their ecological
orientation, by which they show higher sensitivity in terms of protecting the environment
and consuming products and services with pro-environmental lifecycles [25]. They pay
attention to the environmental standards applied in the production of products and to eco-
labels and the information they provide [68]. The most credited value type for consumers
with a LOHAS orientation, which is delivered through the consumption of products, is not
based on functional or emotional value; instead, the environmental value is the leading
type of value [69]. Thus, consumers with a LOHAS orientation show a propensity to
pay higher prices for eco-friendly products that match their identities and values [70].
Environmental value is not the only type of leading value; the social value inherent in
the lifecycles of products is also an important determinant factor in the consumption
preferences of consumers with a LOHAS orientation. These consumers show higher levels
of social sustainability sensitivity, which, in turn, affects their consumption preferences in
favor of products meeting their social responsibility standards [71]. Another important
characteristic of consumers with a LOHAS orientation is their engagement in personal
development activities, especially through spiritual practices including mediation, yoga,
and other related applications [72]. This type of consumer possesses inherent values that
reflect their relationship orientation, their optimistic view of the future, and an openness to
new things [73].

Previous studies in the relevant literature confirm that consumers with a LOHAS
orientation tend to show a higher propensity to purchase and consume eco-friendly prod-
ucts in several sectors and contexts. In a study, consumers with a LOHAS orientation
were identified as a group with a specific buying behavior, and this study reported that
a LOHAS orientation positively impacted purchasing behavior. The authors concluded
that the characteristics of the LOHAS consumer segment, which are defined as LOHAS
factors, significantly influence the structure of buying behavior by generating a preference
for the products of companies with similar social values, and support for domestic and
local producers [30]. Another study investigated the determinants of green purchasing
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behavior among Indian consumers in the retail context. The authors reported that the
attitude toward green products and environmental concern of consumers had a positive
and significant effect on green purchasing behavior [31]. A study conducted in the textile
industry investigated the effect of the LOHAS consumption tendency on the purchasing
intentions for upcycled fashion goods in South Korea. The author of the study reported
that the LOHAS consumption tendency had a significant and positive effect on brand trust,
which, in turn, positively influenced the purchasing intention toward such goods [35]. In
the hospitality context, several studies have reported that a LOHAS orientation significantly
influences consumers’ purchasing intention and behavior. In a study conducted in the
food and nutrition context, the authors investigated the relationship between LOHAS
and healthy food choices. The authors conducted the study on a restaurant chain that
specialized in healthy dishes and reported that a LOHAS orientation had a significant
effect on healthy food choices [32]. Other similar studies investigated the influence of
environmental concerns, which are inhibited in a typical LOHAS orientation, on consumer
patronage intentions toward green restaurants. The results of this study confirmed that
such a LOHAS orientation positively affected consumers’ propensity to patronize green
restaurants [17,33]. In a study conducted in the Indian lodging industry, Manaktola and
Jauhari (2007) investigated the influence of green practices on consumer attitudes and
behavior. The authors reported that green practices had positive and significant effects
on the patronage intentions of consumers toward hotels [34]. Thus, it is expected that
consumers with a LOHAS orientation will show a propensity to prefer hotels with green
practices. In light of the theoretical framework and relevant literature, we propose the
following hypothesis:

Hs. Higher levels of LOHAS orientation will lead to a higher level of green purchasing intention
among consumers.

As Blamey (1998) suggests, when a person is involved in a behavioral decision sit-
uation, the value system is activated; this person evaluates different courses of action in
terms of their implications in the framework of their relevant values, and at the end of
this evaluation process, personal norms specific to that situation are formed [47]. Previous
studies in the context of environmental protection explain personal norms as feelings
of a moral obligation to engage in pro-environmental behavior [48,56]. According to
these studies, personal norms may lead to a shift from a general predisposition to pro-
environmental behavior. An important characteristic of the LOHAS consumer segment
is their ecological orientation, by which they show higher sensitivity in terms of protect-
ing the environment [25]. Thus, it is strongly believed that the behavioral orientation
generated by personal environmental norms leads to the generation of stronger LOHAS
orientations among consumers. Consumers with a LOHAS orientation exhibit strong social
consciousness and can be regarded as the agents of a movement that may lead to cultural
change. These consumers are classified into two groups, leaders and followers, where
leaders are regarded as more aggressive than followers [70]. This leads us to conclude
that consumers with a LOHAS orientation may have differing levels of pro-environmental
behavioral intensity, which, in turn, is expected to mediate the effect of personal norm on
green purchasing behavior. In light of the theoretical framework and relevant literature, we
propose the following hypotheses:

He. Higher levels of personal environmental norm will lead to a higher level of LOHAS orientation
among consumers.

Hj7. The level of the LOHAS orientation of consumers will have a mediation effect on the effect of
personal environmental norm on green purchasing behavior.

A conceptual model of the study including the proposed hypotheses is provided in
Figure 4.
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Figure 4. Conceptual model of the study and proposed hypotheses.

3. Research Methodology
3.1. Research Design

Based on the theory of green purchasing behavior, this study aimed to identify the
determinants of personal norm in the context of hospitality and extended the model by
measuring the effect of a LOHAS orientation on the effect of personal norm in green
purchasing behavior. The study is designed as a quantitative field study conducted through
the administration of a survey. The questionnaire employed in the survey was prepared by
employing the validated scales of the constructs borrowed from the relevant literature, and
before finalizing the questionnaire, its face validity was checked with five academics and
five consumers. Following the face validity checks, some scale items in the questionnaire
were rephrased to prevent nonresponse problems. The questionnaire was distributed to
the participants through the Survey Monkey electronic survey system. The participants
were selected from white-collar professionals working in several companies from different
industries in the three largest cities of Turkey, namely Istanbul, Ankara, and {zmir, who
regularly purchased summer holidays and visited hotels during their summer vacations.
This research received no external funding. Before conducting the field study, approval
was obtained from the Istanbul Okan University ethics committee, with protocol number
179, on 5 June 2024. A convenience sampling methodology using the close circles and
professional networks of the researchers was employed to identify participants for the study.
This sampling methodology limits the generalizability of the results because it included a
specific type of consumer profile composed of white-collar professionals. Informed consent
was obtained from all the subjects involved in the study. A total of 418 valid questionnaires
out of 459 distributed questionnaires were collected, and those valid questionnaires were
included in the analysis. The demographic distribution of the participants is presented
in Table 1.

Table 1. Demographic distribution of participants.

Gender/Age Total 18-24 25-34 35-44 44+
Male 244 13 68 91 72
Female 174 10 69 73 22

Total 418 23 137 164 94
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In the next stage of the study, confirmatory factor analysis was employed to confirm
the convergent validity of the constructs. To determine the discriminant validity, the square
roots of the AVE values of the variables were calculated [74]. To confirm the reliability of
the scales, the composite reliability and Cronbach « values were calculated. Structural
equation modeling (SEM) using the IBM SPSS V28 and IBM SPSS AMOS V28 software
was employed to test the hypotheses of the main model. Because the main model consists
of multiple regressions including exogenous and endogenous variables, the structural
equation modeling method was selected, which is suitable for testing such a model. This
method allows all regressions to be tested simultaneously and minimizes measurement
errors [74]. To test the hypotheses of the post hoc model, Baron and Kenny’s method was
employed and implemented by testing three regression models [75].

3.2. Operationalization of Variables

The scales of the variables in the research model were adopted from the existing
studies in the related literature. The scales of the variables proposed as determinants of
personal norm—the attitude toward green purchasing, the ascription of responsibility, and
social norm—as well as the scales of other variables in the model, including personal norm
and green purchasing behavior, were taken from relevant studies in the literature [24]. A
five-item scale for the attitude toward green purchasing was adopted by the author based
on several studies in the literature, and the validity and reliability of the five-item scale was
confirmed by the author. Similarly, three-item scales for the ascription of responsibility,
social norm, personal norm, and green purchasing behavior were adopted based on the
relevant literature. The validity and reliability of all of these scales were confirmed. The
items of these scales are listed in Table 2.

The LOHAS orientation scale was adopted from the study of Choi and Feinberg
(2021). The authors developed and validated a twenty-eight-item LOHAS orientation scale
composed of six components including physical fitness, mental health, emotional health,
spiritual health, environmentalism, and social consciousness [76]. The items of the LOHAS
orientation scale are listed in Table 3.

Table 2. Main model variables and scale items.

Variable

Scale Items

Attitude Toward Gre

Purchasing a green hotel service would be a Bad(1)/Good(7) choice

Purchasing a green hotel service would be a Foolish(1)/Wise(7) choice

Purchasing a green hotel service would be an
en Purchase Unpleasant(1)/Pleasant(7) choice

Purchasing a green hotel service would be a
Harmful(1)/Beneficial(7) choice

Purchasing a green hotel service would be an
Unattractive(1)/ Attractive(7) choice

I believe that every hotel customer is partly responsible for the
environmental problems caused by the hospitality industry.

Ascription of Responsibility I feel that every hotel customer is jointly responsible for the

environmental deterioration caused by the hospitality industry.

Every hotel/restaurant customer must take responsibility for the
environmental problems caused by the hospitality industry.
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Table 2. Cont.

Variable Scale Items

Most people who are important to me think I should purchase a green
hotel service.

Social Norm Most people who are important to me would want me to purchase a
green hotel service.

Most people whose opinions I value would prefer that I purchase a green
hotel service.

I feel morally obliged to visit a green hotel instead of a conventional hotel.

I feel personally obliged to purchase a green hotel service.

Personal Norm I feel a moral obligation to take the eco problems caused by hotels into
account when making hotel choices.

If possible, I purchase a green hotel service instead of a conventional
hotel service.

I choose a green hotel service instead of a conventional hotel service

Green Purchase Behavior when I can make a decision.

I make an effort to purchase a green hotel service instead of a
conventional hotel service.

Table 3. LOHAS orientation scale items.

Variable Scale Items

I purchase and eat foods considering my health.
I'limit foods like sugar, coffee, fats, etc.
Physical Fitness I choose a diet low in fat, saturated fat, or cholesterol.
I avoid foods with high additives.
I usually read the ingredients on food labels.

I try to control stress.
Mental Health I'reduce stress and anxiety.
I use specific methods to control my stress.

I try to take a positive outlook on things.
I think positively of life.
I try to cope positively with failure and frustration.
I am able to speak openly about my feelings when angry or worried.

Emotional Health

I feel connected with some force greater than myself.
Spiritual Health I nurture the spiritual aspects of myself.
I'spend a portion of every day in prayer, meditation, or personal reflection.

I protect the environment.
I choose environmentally friendly products.
I choose sustainable source products over conventional ones.
I am interested in renewable energy sources.
I prefer sustainable agriculture practices.
I prefer products manufactured in sustainable ways.
I prefer products made of recycled materials.
My purchase decisions are based on its effect on the world.
I teach the benefits of eco-friendly products to family or friends.
I would be willing to reduce my consumption to help protect the environment.

Environmentalism

I am socially conscious.
I consider the local society and its members in daily life.
I consider the entire world and its population in daily life.

Social
Consciousness

3.3. Validity and Reliability Checks

In this study, the validated scales of the constructs were taken from the extant lit-
erature, and before finalizing the questionnaire, its face validity was checked with five
academics and five consumers. Following the face validity checks, some scale items in the
questionnaire were rephrased to prevent nonresponse problems. It was deemed that, in
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addition to these procedures, the validity and reliability of the scale should be confirmed
again based on the collected data. Therefore, the validity and reliability of the scales in
both the main model and the post hoc model were evaluated.

3.3.1. Validity and Reliability of Main Constructs

Before confirmatory factor analysis (CFA), exploratory factor analysis (EFA) was per-
formed to purify the data. After this operation, two components were eliminated, and
16 components remained. CFA is used to determine whether an adapted scale has conver-
gent validity [74]. The CFA’s fit index values were considered adequate (i.e., x2/DF =2.323,
CFI = 0.982, IFI = 0.982, and RMSEA = 0.056). The loads of the factors in the CFA are
presented in Table 4.

Table 4. Confirmatory factor analysis results for the main constructs.

Variabl Item Standardized Unstandardized
anable € Factor Load Factor Load
SOC02 0.905 1
Social Norm (SOC) SOC03 0.884 0.926
SOC01 0.867 0.963
PERO1 0.905 1
Personal Norm (PER) PERO02 0.910 1.004
PERO3 0.881 0.987
Green Purchasing GPBO01 0.862 1
Behavior (GPB) GPB02 0.890 1.105
ATTO02 0.947 1
Attitude Toward Green ATTOI 0.946 0.992
Purchasing (ATT) ATTO03 0.922 0.962
ATTO05 0.928 0.965
ATT04 0.886 0.889
Ascription of RES01 0.844 1
Res Onsiiﬂit (RES) RES02 0.853 1.034
P y RES03 0.855 1.069

p <0.01 for all items.

Table 5 presents the average extracted variance (AVE) values. These values were
higher than the threshold level (i.e., 0.5) [74]. The CFA and AVE scores demonstrated that
the components of the scales had convergent validity [77]. Additionally, it was deemed that
the discriminant validity of the scales should be evaluated. For this, the square roots of the
AVE values of the variables were calculated [74]. The values in brackets in Table 5 are the
square roots of the AVEs. The correlation values in the same column are smaller than the
square roots of the AVEs, again showing discriminant validity. Subsequently, the reliability
of the structures was evaluated; the reliability scores were higher than the suggested level
of 0.7 [78].

Table 5. AVE, reliability, and correlation values of the constructs.

Variable 1 2 3 4 5
1. Social Norm (0.885)
2. Personal Norm 0.737 * (0.898)
3. Green Purchasing behavior 0.735 * 0.837* (0.876)
4. Attitude Toward Green Purchasing 0477 * 0.544 * 0.624 * (0.926)

5. Ascription of Responsibility 0.624 * 0.667 * 0.645* 0.348 * (0.850)
Composite Reliability 0.916 0.926 0.868 0.968 0.887
Average Variance Ext. 0.784 0.808 0.768 0.858 0.724

Cronbach « 0.915 0.926 0.867 0.969 0.887

* p < 0.05. Note: Diagonal values in brackets are the square roots of AVEs.
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The coefficients of the correlations between dimensions, the Cronbach « scores, the
composite reliabilities, and the AVE values are shown in Table 5.

3.3.2. Validity and Reliability of LOHAS Orientation Scale

Before confirmatory factor analysis (CFA), exploratory factor analysis (EFA) was
performed to purify the data. As a result of this analysis, eight components were eliminated,
and 21 components remained. CFA is used to determine whether an adapted scale has
convergent validity [74]. The loads of the factors in the CFA are shown in Table 6. The CFA’s
fit index values were considered adequate (i.e., x2/DF = 2.385, CFI = 0.955, IFI = 0.955, and
RMSEA = 0.058).

Table 6. Confirmatory factor analysis results for the LOHAS orientation scale.

Variable Ttem Standardized Unstandardized
Factor Load Factor Load
EMOO01 0.894 1
Emotional Health (EMO) EMOO03 0.752 0.782
EMO02 0.800 0.951
MENO02 0.860 1
Mental Health (MEN) MENO03 0.720 0.944
MENO01 0.836 0.779
ENVO06 0.952 1
ENVO05 0.911 0.928
Environmentalism (ENV) ENV04 0.657 0.761
ENV07 0.718 0.842
ENVO03 0.638 0.700
PHY02 0.867 1
PHY04 0.801 0.899
Physical Fitness (PHY) PHY03 0.813 1.002
PHYO01 0.580 0.647
PHYO05 0.559 0.766
SPHO01 0.790 1
Spiritual Health (SPH) SPHO02 0.886 1.029
SPHO03 0.757 1.008
. . SOC02 0.823 1
Social Consciousness (SOC) SOC03 0.844 1.156

p < 0.01 for all items.

Table 7 presents the average extracted variance (AVE) values. These values were
greater than the threshold level (i.e., 0.5) [74]. The CFA and AVE findings demonstrate
that the components of the scales have convergent validity. The discriminant validity of
the scales was also evaluated. The square roots of the AVE values of the variables were
calculated to determine the discriminant validity [74]. The values in brackets in Table 7
are the AVE values’ square roots. The correlation values in the same column are all less
than the square roots of the AVE values. This indicates that the discriminant validity is
also provided. Subsequently, the reliability of the structures was evaluated. The reliability
scores were higher than the suggested level of 0.7 [78].
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Table 7. AVE, reliability and correlation values of the constructs.
Variable 1 2 3 4 5 6
1. Emotional Health (0.817)
2. Mental Health 0.740 * (0.807)

3. Environmentalism 0376 *  0.405*  (0.786)

4. Physical Fitness 0480* 0575* 0421*  (0.735)

5. Spiritual Health 0469* 0.333* 0320* 0201* (0.813)

6. Social Consciousness 0246* 0.198* 0.522* 0.243* 0.346*  (0.833)
Composite Reliability 0.857 0.848 0.887 0.851 0.853 0.820
Average Variance Ext. 0.668 0.652 0.618 0.541 0.661 0.695

Cronbach « 0.849 0.838 0.879 0.838 0.852 0.820

* p <0.01. Note: Values in diagonals are the square roots of AVEs.

The coefficients of the correlations between dimensions, the Cronbach « scores, the
composite reliabilities, and the AVE values are shown in Table 7.

4. Tests of the Hypotheses

The hypotheses were tested in two stages. First, the main model consisting of basic
structures was tested. Subsequently, the post hoc model that was developed to understand
the role of the LOHAS orientation in the relationship between personal norm and green
purchasing behavior was tested.

4.1. Test of Main Model

The goodness of fit indices were evaluated to determine how well the model was
fit. The main model’s fit indices were considered adequate (x2/DF = 2.586, CFI = 0.978,
IFI = 0.978, and RMSEA = 0.062). The graphical presentation of the SEM analysis of the
main model is provided in Figure 5.

The results of the hypothesis testing confirmed that H;, Hy, H3, and Hy were all
accepted, implying that SOC, ATT, and RES each have a significant direct effect on PER
and PER has a significant direct effect on GPB. The results of the hypothesis testing are
provided in Table 8.

Table 8. Hypothesis test results.

Standardized Unstandardized

Relationship Coefficient Coefficient Hypothesis Result

SOC — PER 0.447 * 0.447 H; Supported
ATT — PER 0.248 * 0.272 H, Supported
RES — PER 0.314 % 0.346 H;j Supported
PER — GPB 0.861 * 0.719 Hy Supported

¥p <00l
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Figure 5. SEM analysis of the main model. Note: x2/DF = 2.586, CFI = 0.978, IFI = 0.978, and
RMSEA = 0.062.

4.2. Test of Post Hoc Model

To test the hypotheses of the post hoc model, Baron and Kenny’s method was em-
ployed. This model confirms a mediation effect when the mediator and independent
variables are included in the regression equation (Model 3) and the effect of the indepen-
dent variable on the dependent variable is reduced or eliminated [75]. The post hoc model
is displayed in Figure 6. Three regression models among personal norm (PER), LOHAS
orientation (LOH), and green purchasing behavior (GPB) are provided below:

Model 1: GBP = 30 + B1.PER + ¢ (Hy);
Model 2: LOH = 0 + B1.PER + ¢ (Hg);
Model 3: GBP = 30 + f1.PER+ f2.LOH + ¢ (Hs and Hy).

""" H7

Orientation
(LOH)

Personal
Norm
(PER)

Green Purchasing
Behavior
(GPB)

Ha

Figure 6. Post hoc model.
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In the first step, the Pearson correlation coefficients were calculated because Baron
and Kenny’s method requires a significant relationship among the three variables [74]. As
shown in Table 9, the Pearson correlation coefficients were indeed statistically significant.
The R and R? values of the three models are presented in Table 10. In Table 11, the ANOVA
results indicate that the models were statistically significant. The hypothesis test results are
provided in Table 12.

Table 9. Correlation coefficients.

LPI SSB GDP
PER 1
LOH 0.506 * 1
GBP 0.751* 0.523 * 1
Fp <00l
Table 10. Model summaries.
Model R R2 Adjusted R fftii‘lg*gfhiﬁ‘::
Model 1 0.751 0.564 0.563 0.96268
Model 2 0.506 0.256 0.254 0.71966
Model 3 0.769 0.592 0.590 0.93278

Table 11. ANOVA table.

Model F Sig.
1 Regression 538.492 0.000
2 Regression 143.065 0.000
3 Regression 300.829 0.000

Table 12. Hypothesis results.

Relationship Model 1 Model 2 Model 3
PER — GPB 0751 * 0.654 *
PER — LOH 0.506 *

LOH — GPB 0.193 *

Note: The regression coefficients are standardized. * p < 0.01.

As indicated in Table 12, the results demonstrate a positive and significant relationship
between PER and LOH (fmodel2 = 0.506, p < 0.01). Thus, H¢ (personal norm has a positive
effect on LOHAS orientation) was supported. Hs (LOHAS orientation has a positive effect
on green purchasing behavior) was also supported (3model3 = 0.193, p < 0.01). Hy (personal
norm has a positive effect on green purchasing behavior) was supported (fmodell = 0.751,
p < 0.01), while H7 (LOHAS orientation has a mediator role in the effect of personal norm
on green purchasing behavior) was not supported (fmodel3 = 0.654, p > 0.01). This is
because the effect of PER on GBP does not disappear or decrease significantly after the
inclusion of the mediator variable in the model. It was therefore concluded that LOH does
not play a mediator role between PER and GPB.

5. Discussion

This study aimed to incorporate the LOHAS orientation of consumers in the concep-
tual models of the norm activation theory [37], the values—beliefs—-norms theory [41], and
the theory of green purchasing behavior [24]. Specifically, based on the three theoretical
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frameworks and the incorporation of LOHAS orientation in these frameworks, the determi-
nants of personal norm were identified, the effect of personal norm on green purchasing
behavior was tested, and, finally, the mediating effect of LOHAS on the effect of personal
norm on green purchasing behavior was tested.

Based on the theoretical models employed and findings in the literature, social norm
was identified as one of the determinants of personal norm. In order to answer the research
question “Does the social norm in the context of environmental issues contribute to the for-
mation of personal norm in the same context?”, the associated hypothesis was tested. This
confirmed that social norm had a positive effect on personal norm regarding environmental
issues. As suggested in existing studies, social norms and especially injunctive norms are
highly effective in the formation of personal norm [51]. Previous findings in the literature
confirm the regulatory effect of social norm on personal norm in the case of a contradiction
between the social norm and the actual behavior of a person [53]. In a study investigating
the role of injunctive social norms and personal norms on pro-environmental behavior in
the tourism context, the authors reported that social norms had a significant effect on the
formation of personal norms [79]. Another study investigated the roles of social norms,
personal costs and personal norms in the formation of pro-environmental behavior in the
green product context; the authors reported that personal norms had a significant medi-
ating effect on the effect of social norms on pro-environmental behavior [80]. In a similar
study, which meta-analyzed the predictive power of social and personal norms regarding
pro-environmental behavior, personal norms were found to have a mediating role in the
effect of both injunctive and descriptive norms on pro-environmental behavior [59]. Kim
and Seock (2019) investigated the effects of social norm on personal norm in the USA ap-
parel product category. The authors confirmed that social norms had a strong effect on the
personal norm of consumers that ultimately led to purchasing behavior [81]. Another study
investigated the effects of injunctive social norms on both personal norms and behavioral
intentions, and the authors confirmed that injunctive social norms had a strong effect on
personal norms [82]. Bertoldo and Castro (2016) investigated the effect of social norms on
personal norms in the context of recycling and organic food product purchases in Portugal
and Brazil. The authors reported a significant effect of social norms on personal norms,
where injunctive norms were found to better predict personal norms when the participants
were more identified with the group compared to descriptive norms, which had a more
direct effect on personal norms [83]. The finding of this study regarding the positive effect
of social norm on personal norm is conclusive because this result is supported by both the
theoretical frameworks and the findings of previous studies.

The second important determinant of personal norm was identified as the attitude
toward green purchasing behavior. In order to answer the research question “Does the
attitude toward green purchasing lead to the formation of personal norm in the context
of environmental issues?”, the associated hypothesis was tested. This confirmed that the
attitude toward green purchasing behavior had a positive effect on the personal norm
regarding environmental issues. An attitude is formed through a learning process [54]; the
attitude toward green purchasing behavior is formed through an awareness of the conse-
quences derived from the anthropogenic risk related to the environment. This situation
leads to an evaluation of the current situation and triggers the generation of a moral obliga-
tion related to environmental protection [40]; eventually, this moral obligation translates
into a personal norm for the consumer. Previous studies provide strong evidence for a
significant effect of pro-environmental attitudes on the formation of personal norms. In a
study conducted in the green hotel context, the determinants of consumer green purchasing
behavior were identified by employing a values-beliefs—norm framework. One of the
findings of their study was that implicit attitudes had a significant effect on the formation
of personal norm [84]. Other studies have also confirmed the effect of the attitude toward
green purchasing behavior on personal norm [24]. In light of these findings and theoretical
support, it can be concluded that the finding of this study regarding the positive effect
of attitude toward green purchasing behavior on personal norm is conclusive, because
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this result is supported both by the theoretical frameworks and by the findings of the
previous studies.

The third important determinant of personal norm was identified as the ascription
of responsibility. In order to answer the research question “Does the ascription of respon-
sibility in the context of environmental issues lead to the formation of personal norm in
the same context?”, the associated hypothesis was tested. This confirmed that the ascrip-
tion of responsibility had a positive effect on the personal norm regarding environmental
issues. The generation of personal norm through the ascription of responsibility is pro-
posed by both the norm activation theory and the values-beliefs—-norms theory. Based on
these theories, awareness related to the consequences of an action leads to the ascription
of responsibility related to that subject, and this in turn translates into a personal norm.
Previous studies also confirmed the significant effect of the ascription of responsibility
on the formation of personal norm. In a study investigating the role of injunctive social
norms and personal norms in determining pro-environmental behavior in the tourism
context, one of the findings was that the ascription of responsibility had a significant effect
on the formation of personal norms [79]. In another study, which investigated the role
of personal norms and situational expectancies in the generation of sustainable behavior,
the results confirmed that the ascription of responsibility had a significant effect on the
formation of personal norms [85]. Setiawan and colleagues (2021) investigated the effect
of the ascription of responsibility on the formation of personal norm in the consumer
household waste management context. The authors reported a significant effect of the as-
cription of responsibility on the formation of personal norm [86]. In a similar study aiming
to predict self-reported water reduction behavior in the USA, the results confirmed the
ascription of responsibility and its interaction with personal norms as important predictors
of self-reported behavior [87]. The finding of this study regarding the significant effect of
the ascription of responsibility on personal norm is conclusive because it is supported by
both the theoretical frameworks and the findings of the previous studies.

This study aimed to contribute to the existing literature by incorporating LOHAS
as the mediating variable into a green purchasing behavior theoretical model. In order
to answer the research question “Does the existence of personal norm in the context of
environmental issues lead to green purchasing behavior?”, the associated hypothesis was
tested. This confirmed that personal norms have a positive and significant effect on green
purchasing behavior. In addition to the theoretical support provided by the values-beliefs—
norms theory as well as the theory of green purchasing behavior, several previous studies
also confirmed personal norms as one of the strongest predictors of green purchasing
behavior. In a meta-analysis of the predictive power of social and personal norms for
pro-environmental behavior, personal norms were reported as one of the predictors [59].
Another study investigated the effects of social and personal norms as normative influences
on pro-environmental behavior in the context of parks and protected areas; the authors
reported that personal norms had a significant effect on pro-environmental behavior [88].
Thus, in light of the theoretical and strong empirical support, the finding of this study re-
garding the significant effect of personal norm on green purchasing behavior is conclusive.
In order to answer the research question “Does the existence of personal norm in the context
of environmental issues lead to the formation of a LOHAS orientation?”, the associated
hypothesis was tested. This confirmed that personal norm had a significant effect on the
LOHAS orientation of consumers. As the personal pro-environmental norms are regarded
as feelings of moral obligation regarding environmental issues and a LOHAS orientation
reflects a high level of environmental sensitivity [25,48,56], the finding of this study makes
sense both theoretically and empirically. In a study investigating the determinants of active
transport behavior by employing the value-attitude-behavior framework, the authors
identified personal norms as a determinant [89]. The results of their study show a link
between the healthy living components of personal norm that are also inherent in the
LOHAS orientation and the active transport behavior of consumers. In order to answer the
research question “Does the LOHAS orientation of consumers lead to involvement in green



Sustainability 2024, 16, 10590

20 of 26

purchasing behavior?”, the associated hypothesis was tested. The LOHAS orientation of
consumers was found to have a statistically significant effect on green purchasing behavior.
This result is supported by the findings of many studies in the literature conducted in
several different contexts. In a study investigating the effects of individualist and collec-
tivist motives on the behavioral outcomes of LOHAS orientation, the authors reported
that LOHAS orientation had a significant effect on status consumption, which involves
purchasing natural and organic brands, in the context of green purchasing behavior [29].
In a study investigating the determinants of green purchasing behavior among Indian
consumers in the retail context, the authors reported that environmental concern had a
significant and positive effect on green purchasing behavior [31]. In the food and nutrition
context, a study investigated the effect of LOHAS orientation on healthy food choices
and confirmed that LOHAS orientation had a significant and positive effect on healthy
food consumption [32]. Similarly, a study investigated the influence of environmental
concerns, which are inhibited in a typical LOHAS orientation, on consumer patronage
intentions toward green restaurants and reported a significant and positive effect [17,33].
Another study conducted in the Indian lodging industry investigated the influence of green
practices on consumer attitudes and behavior and reported a positive and significant effect
of LOHAS orientation on consumer patronage intentions [34]. In light of the theoretical
as well as empirical support, the finding of this study regarding the significant effect of
LOHAS orientation on the intention to become involved in green purchasing behavior
is conclusive.

In order to answer the research question “Does the LOHAS orientation of consumers
mediate the effect of personal norm on green purchasing behavior?”, the mediation effect
of LOHAS orientation on the effect of personal norms on green purchasing behavior was
analyzed. This yielded a statistically insignificant result, which leads us to elaborate
the result from a construct-based perspective. In order to accept a mediation effect, the
inclusion of the mediator variable should eliminate or significantly reduce the effect of the
independent variable on the dependent variable. In this study, the inclusion of LOHAS
in the model did not significantly reduce the effect of personal norm on green purchasing
behavior. This can be explained by comparing the structure of personal norm and LOHAS
orientation from a construct-based perspective. The core of a personal norm is the feeling
of a person related to a moral obligation to engage or not engage in an action in a specific
context [46], guided by internal values, which eventually leads to the formation of personal
norms [47]. A personal norm in the context of the environment is the feeling of a moral
obligation to engage in pro-environmental behavior [48]. LOHAS, on the other hand,
involves a lifestyle that promotes physical and psychological health and care for sustainable
environmental development at the perceptual, attitudinal, and behavioral levels [60],
and it is a reflection of personal norm in these areas of concern. Thus, personal norm
determines the strength of the LOHAS orientation of consumers, as confirmed by the
results of the hypothesis testing in this study. From this perspective, it can be concluded
that the insignificant result regarding the mediation effect of LOHAS orientation may be
explained in terms of the regulatory power of personal norm over the LOHAS orientation
of consumers, and it is more powerful in its effect on green purchasing behavior than the
effect of LOHAS orientation on green purchasing behavior. Thus, the inclusion of LOHAS
orientation in the model as the mediating factor did not totally eliminate or significantly
reduce the effect of personal norm on green purchasing behavior.

The findings of this study provide several insights for marketing and brand profession-
als in the field. First of all, the dominance of personal norms over the LOHAS orientation
of consumers in terms of its effect on green purchasing behavior necessitates a shift in
the focus of marketing communications strategy from a micro (lifestyle) perspective to
a more holistic and macro (environmental and social) perspective. While the former is
more focused on the generation of personal value in the value mix, the latter involves the
generation of environmental and social value in the same value mix. Thus, although the
value propositions of brands would be the same, the channels, programs, message, and
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content strategy of the same brands need to be adapted to the dynamics and interactions be-
tween personal norms, LOHAS orientation, and green purchasing behavior. In other words,
marketing communications channels, programs, messages, and content strategy need to be
structured in a way that will convince consumers to become involved in green purchasing
behavior through the generation and empowering of pro-environmental personal norms
rather than through the synchronization of brand-consumer lifestyles.

Brands need to employ the correct marketing communication channels in their mix to
generate the desired effects on their target consumer segment. The primary target should be
the employment of channels and tools that will enable the generation of collective wisdom
and co-intelligence elements regarding environmental risks as well as the responsibility
to develop a strong pro-environmental personal norm. The second important aim of such
marketing communication activities and programs is to direct the behavioral outcome of
such a pro-environmental personal norm toward the brand through the empowerment of
brand image. From this perspective and in line with the abovementioned targets, spon-
sorships of events, organizing events, and cause-related marketing programs that aim to
connect the brand’s purpose with environmental causes will be important and powerful
tools for promoting a pro-environmental image of the company. Moreover, such activities
and programs will also help to generate collective wisdom and co-intelligence elements that
feed the pro-environmental personal norm. In sponsorship projects, the target is the transfer
of image elements from the event to the sponsor in order to support a pro-environmental
image. From this perspective, sponsorships of events focusing on the generation of aware-
ness related to environmental risks or the targeted funding of environmental projects will
be important tools for realizing such positioning targets as well as generating collective
wisdom and co-intelligence elements for the target consumer segment of the company,
supporting the generation of a personal norm related to pro-environmental behavior. Mar-
keting communication activities and programs, which involve direct contributions from
brands, such as the organization of events or the development of cause-related marketing
programs with the purpose of generating pro-environmental awareness as well as funding
for environmental projects, will also empower the pro-environmental personal norm of
the target consumer segment of the company. Any pro-environmental marketing com-
munication activity and marketing program performed by the company will eventually
support the generation of a pro-environmental personal norm among the target consumer
segment, which, in turn, is expected to become involved in green purchasing behavior. In
order to successfully generate or empower pro-environmental personal norms, marketing
communications messages and content strategies also need to include collective wisdom or
co-intelligence elements, which, ultimately, will convince customers that the correct code
of conduct regarding environmental issues is to behave responsibly. Thus, in any type
of marketing communication activity or marketing program, the content strategy, which
includes what to articulate and how, should include elements of generating awareness
of environmental risks and persuading target consumers to behave responsibly in order
to feed the personal norm in the intended direction. A second important factor in the
generation or empowering of pro-environmental personal norms is the articulation or
demonstration of the consequences of not being compliant with the collective wisdom
presented in messages. These two content elements need to be used in conjunction and in
tandem so that they support each other and generate an overall effect on the formation of
targeted personal norms.

6. Conclusions

The objective of this study was to identify the determinants of personal norm and to
measure the effect of personal norm on green purchasing behavior as well as to measure a
possible mediating role of consumer LOHAS orientation in the effect of personal norm on
green purchasing behavior in the hospitality context. The findings of this study provide
considerable contributions to the academic literature and provide valuable insights for
practical applications. The results confirm that social norms, the ascription of responsibility
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related to environmental issues, and the attitude toward green purchasing behavior were
determinants of personal norm related to pro-environmental behavior. In turn, personal
norm is found to be affective on green purchasing behavior. These results were supportive
and conclusive with respect to the theoretical framework, namely the norm activation
theory and values-beliefs-norms theory, presented in the study. Thus, the study makes
a contribution to the academic literature by confirming the proposed chain of effects
regarding the generation of green purchasing behavior. On the other hand, personal
norm is found to be effective in the formation of LOHAS orientation and triggering green
purchasing behavior. This result is one of the most important contributions of the study to
the academic literature in that it is a novel finding and sheds light on an unexplored area
of investigation in the LOHAS literature, leading to the generation of a knowledge base.
Another important finding of this study was that the LOHAS orientation of consumers
did not play a mediating role in the effect of personal norm on green purchasing behavior.
This finding is also an important contribution of this study to the academic literature,
as it provides valuable insights into practical applications, and it sheds light on another
unexplored area of investigation in the LOHAS literature by confirming the regulatory
power of personal norm over the LOHAS orientation of consumers, contributing to the
foundation of a knowledge base in the relevant literature. In terms of practical implications,
this result confirms personal norm as one of the determinants of the LOHAS orientation
level. From this perspective, it is an important and valuable insight for brand and marketing
managers because it provides a guide and direction for generating effective marketing
communication strategies, selecting marketing communication channels and generating a
content strategy to influence the personal norm, which is the determinant of the LOHAS
orientation level as well as one of the determinants of green purchasing behavior.

Although the findings of this study are valuable and contribute to the existing liter-
ature, some limitations of this study need to be mentioned. First, because the study was
conducted in the context of green hotel holiday purchases, the generalizability of the results
for the hospitality sector is limited. The testing of the hypothesis in different hospitality
contexts may generate contradictory results compared to the findings of this study. A
second and important limitation is the sampling methodology. Convenience sampling was
employed in this study, and the sample was composed of close circles and professional
networks of the researchers. This sampling methodology also limits the generalizability of
the results because it included a specific type of consumer profile composed of white-collar
professionals. A third important limitation of the study in terms of its generalizability is
the cultural context in which the study was conducted. Cultural differences among con-
sumer groups may result in different attitudinal as well as behavioral outcomes regarding
green purchasing behavior. Previous research focus on the effect of cultural orientation
on the environmental approach confirmed that the national identity of Turkish consumers
includes several pro-environmental personal norm attributes, which eventually leads to
the formation of cultural value for environmental responsibility [90]. From this perspective,
the study has some limitations in terms of the generalizability of the results based on the
cultural context.

In the light of the limitations of this study, several recommendations for further
studies need to be articulated. First, as the study was conducted to measure the behavioral
outcome regarding green hotel purchasing, studies in other hospitality areas such as the
food and beverage, travel and transportation, and event and entertainment sectors should
be conducted. This will help in testing and confirming the findings of this study in different
hospitality contexts and will contribute to the knowledge base. Further studies may be
also conducted in different cultural contexts because the participants of this study were of
a specific cultural profile; different cultural orientations may lead to different behavioral
effects of LOHAS orientation. Moreover, the same study may also be expanded to other
sectors to understand the effects of LOHAS orientation in other industrial contexts.
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