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SUSTAINABLE DESTINATION BRANDING: EXPLORING THE
INTERSECTION OF GREEN MARKETING AWARENESS AND TOURIST
GREEN PURCHASE BEHAVIOUR AND LOYALTY

Abstract

Purpose— While sustainability has gained interest in tourism studies, extant research indicates a gap
between consumers’ green marketing awareness and perception and their actual behaviours. Using
a Stimulus-Organism-Response (SOR) model, this study contributes to a better understanding of
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INTRODUCTION

The tourism industry’s continued expansion has raised concerns about its environmental impacts. Its rapid growth is also linked
to climate change and resource depletion (Breiby et al., 2020), all of which have implications for tourist destinations and the
broader hospitality industry. Within this current issue, sustainable branding, which integrates environmental consciousness and
value into marketing and consumer engagement, emerges as a critical strategy to promote eco-friendly consumption and reconcile
tourism growth with ecological preservation (Mele et al., 2019). This approach supports tourism destination achievements in the
Sustainable Development Goals and fosters long-term economic viability. According to Sagovnovi¢ and Stamenkovi¢ (2022),
green marketing involves promotional efforts that communicate the ecological benefits of products and services to tourists, while
positively enhancing their attitudes and behaviour. This marketing approach raises concerns about understanding how green
marketing awareness relates to tourist purchase behaviour and destination choices. It also examines how this awareness fosters
environmentally responsible travel that encourages repeat visits, thereby enhancing long-term sustainability.

Furthermore, existing studies have shown that many tourists possess a high level of environmental awareness and perception
towards ecology (Han & Yoon, 2015; Han, 2021; Su & Li, 2024); however, they often fail to consistently translate this awareness
and perception into actual tourist purchase decisions and responsible behaviour. This oversight indicates a perception-behaviour
gap which the green marketing concept aims to address. The perception-behaviour gap further suggests that tourist awareness
does not necessarily drive sustainable consumption and behaviour among tourists. Factors such as tourists’ perceptions of
price, cultural backgrounds, authenticity of green claims, satisfaction, and limited environmental knowledge contribute to
widening this gap (Shao et al., 2023; Akram et al., 2024). Hence, green marketing must address tourist awareness while
fostering motivational factors that facilitate tourist green purchase behaviour and loyalty.

Tourist loyalty manifests when visitors choose to return to previously visited destinations while sharing positive experiences
with others (Chiwaridzo & Chiwaridzo, 2024). This is a vital construct for sustainable tourism development and branding.
Martinez (2015) defines green loyalty as a tourist’s commitment to ecologically responsible destinations and services, which
supports destination sustainability through economic viability resulting from tourist influx, resource protection, and community
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health (Hanafiah et al., 2025). Han’s (2021) systematic literature review on consumer behaviour and environmental sustainability
reveals that most studies on tourist loyalty at destination focus on its outcomes and in isolation as constructs without thoroughly
investigating its foundational elements, particularly the relationship between tourist perceptions and purchase behaviour
resulting from green marketing. This research gap limits the potential of green marketing as a tool for enhancing both tourist
destination loyalty and environmental sustainability goals.

Empirical studies have shown that numerous factors influence tourists’ environmentally responsible behaviour and satisfaction (Akram
et al., 2024; Sahabuddin et al., 2024). However, the integration model that connects these factors and constructs remains limited,
particularly when validated across diverse cultural backgrounds and geographical locations. Previous research has not thoroughly
examined how green marketing influences tourists’ psychological and behavioural responses (Sagovnovi¢ & Stamenkovié, 2022; Su &
Li, 2024). The integration of the effect of these variables within a psychological framework, such as the stimulus-organism-responses
(SOR) model, remains underexplored (Zhang et al., 2025; Han, 2021). This warrants further investigation, as SOR can provide a
practical framework for studying how green marketing stimuli affect the internal states or perceptions of tourists (organisms), which
subsequently leads to behavioural responses such as green purchase decision and loyalty.

This study addresses the research question about how green marketing stimuli influence tourists’ ecological perceptions, green
purchasing behaviour, and loyalty, and what are the underlying psychological mechanisms that mediate green marketing stimuli
into behavioural responses such as tourist purchase behaviour and loyalty within the framework of the SOR model. This study
advances sustainable destination management practices by combining empirical findings and theoretical views, as well as
influencing effective green marketing.

1. LITERATURE REVIEW

This section focuses on the empirical analysis of themes such as sustainable destination branding and green marketing, and their impact
on tourist behaviour and loyalty. It also explores studies of the SOR model to identify gaps and develop frameworks that support the
application of these strategies in green marketing. The purpose of this section is to contribute to the discourse on sustainable tourism
by highlighting the role of green marketing in shaping tourists’ perceptions, decisions, and loyalty towards a destination.

1.1 Sustainable Destination Branding

Sustainable destination branding has become a crucial concept and factor in destination management, as most tourist
destinations and industries strive to balance economic benefits with sociocultural and environmental responsibilities (Santos et
al., 2022). McKenna and Hanrahan (2024) suggest that sustainable branding involves crafting a tangible identity that highlights
a destination’s sustainable efforts, attracts eco-friendly visitors, and encourages local community engagement. Sustainable
destination branding enhances appeal and mitigates environmental impacts by promoting conservation, cultural preservation,
and community engagement (Garanti et al., 2024). Sustainable destination branding requires openness and authenticity to ensure
that marketing claims correspond to real experiences (Breiby et al., 2020). Inconsistencies may adversely affect a destination’s
reputation and tourist satisfaction; for example, campaigns like New Zealand’s ‘100% Pure New Zealand’ exemplify how
branding utilises natural landscapes and sustainability to appeal to environmentally aware travellers (Insch, 2019).

As a critical concept in branding, brand equity is central to the effective communication of sustainability to stakeholders.
Chiwaridzo and Chiwaridzo (2024) propose that brand equity pertains to the value a destination gains through its brand, which
is established on perceptions of quality, brand awareness, and the emotional bond between the tourist and the destination. In the
realm of tourism, brand equity is often associated with a destination’s ability to convey its values and authenticity in offering
a sustainable experience (Garanti et al., 2024), which is one of the main functions of the green marketing approach explored
by tourism destinations. Research indicates that destinations that effectively communicate their commitment to sustainability
gain a competitive advantage by attracting eco-conscious tourists who prioritise environmental responsibility (Vicente, 2024).
Brand equity as a component of sustainable marketing influences tourists’ pro-environmental behaviour through loyalty and
green purchasing behaviour. Elalfy et al. (2025) explain that destination brand loyalty influences how tourists perceive local
brands and their purchasing decisions; however, the full impact on sustainable tourism remains unclear. This study explores the
intersection between green marketing as the destination approach to brand equity, ways to communicate destination commitment
to sustainability, and offer a sustainable experience to tourists, tourist perception, and tourist loyalty, as understanding these
dynamics would enhance the effectiveness of sustainable branding strategies.
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1.2 Green Marketing

Green marketing responds to consumers’ growing interest in sustainability, prompting businesses to reconsider their commercial
strategies (Rahman & Nguyen-Viet, 2022). As defined by the American Marketing Association, green marketing involves the
sustainable creation, advertising, or packaging of products (Lampe & Gazda, 1995). In this scenario, consumers transition from
focusing on cost to sustainability and environmentally friendly services and products, such as green tourism. Green marketing,
also referred to as sustainable, organic, and ecological marketing, has a growing impact on tourists’ environmental behaviour.
However, these terms may only encompass certain aspects of the overall concept (Govender & Govender, 2016). Green marketing
techniques are essential for promoting green consumerism in tourism and hospitality products and services, as well as for selecting
tourist destinations. Previous studies by Delafrooz et al. (2014), Widyastuti et al. (2019), and Patwary et al. (2022) suggest
that marketing tools such as eco-brands, eco-labels, and environmental factors play a crucial role in how tourists perceive and
approach green marketing. Eco-brands have distinctive features that enable consumers to distinguish them from conventional,
non-environment-friendly items (Rahbar & Wahid, 2011). Utilising eco-brand characteristics for a sustainable product or service
helps consumers distinguish them from non-sustainable ones (Nekmahmud et al., 2022). On the other hand, eco-labelling is a
crucial green marketing strategy that aids in decision-making for environmentally friendly products and informs consumers about
the production processes of these products (Rex & Baumann, 2007). Environmental or green advertising directly or indirectly
discusses the connection between a product or service and the natural environment, promoting an eco-friendly lifestyle or
showcasing an environmentally responsible corporate image (Hu, 2012). Hence, green marketing strategies could be perceived
to influence tourist behaviour and enhance responsible behaviour, which is explained further below based on empirical studies.

1.3 Green Marketing and Tourist Purchase Behaviour: Understanding the Link to Loyalty

Green marketing has been recognised as a critical sustainable branding element. It enhances and shapes tourist behaviour,
particularly regarding eco-conscious and responsible actions at destinations, such as destination choices, accommodation,
and transport options (Zheng et al., 2025). Fang and Pan (2024) delineated the stages of tourist decision-making processes
as problem identification, information search, alternative evaluation, purchase decisions, and post-purchase behaviour. The
decisions are influenced by the 4Ps of marketing (product, price, place, and promotion) and external environmental stimuli
(Kotler et al., 2017). Studies have shown that tourist awareness of these marketing means not only influences tourist choices
of sustainable options but also exhibits positive behaviour and perception towards sustainable destinations and brands
(Simanjuntak et al., 2023; Font & McCabe, 2017). For example, handcrafted souvenirs perceived as authentic and beneficial to
local communities are more appealing, highlighting the importance of authenticity and environmental impact in shaping tourist
behaviour and choices (Basri & Bakhtiar, 2013). Therefore, there is a need to better understand the relationship between tourist
awareness of green marketing and their attitude (perception) towards it, as related to tourist destinations. This constitutes one
of the key research questions in this study. Tourists’ green loyalty is primarily linked to their satisfaction with green initiatives
and the perceived authenticity of the destination’s environmental claims and services, provided they meet their expectations
(Correia et al., 2023; Kaur et al., 2022). However, a gap remains in understanding the psychological mechanism that connects
tourists’ attitudes and awareness of green marketing to their loyalty towards a destination, influencing their purchase decisions.
Furthermore, personal characteristics such as age, income, and cultural background add to the complexity. Shao et al. (2023)
demonstrated that individual differences significantly influence responses to green marketing messages, thus complicating the
development of universal strategies. Zgolli and Zaiem (2018) discovered that personal factors and public influence complicate
the relationship between green marketing, tourist behaviour, and destination selection. Hence, there is a need to investigate
green marketing strategies that contribute to tourist loyalty through their perception and purchase behaviour, while considering
tourists personal characteristics and other external factors.

1.4 Stimulus-Organism-Response (SOR) model

The Stimulus-Organism-Response (SOR) model, established by Mehrabian and Russell, is a fundamental paradigm for studying
consumer behaviour in various scenarios, including tourism. This concept holds that external stimuli (S) influence internal
cognitive and emotional processes (O), which then lead to behavioural reactions (R). The SOR model has gained prominence
in tourism studies for examining the impact of various stimuli on tourists’ perceptions, emotions, and behaviours, thus offering
insights into their travel intentions, behaviour, and experiences (Qiu et al., 2022; Asyraff et al., 2024; Jiang, 2024). The study
adopts the SOR model, as it enables a nuanced understanding of how green marketing communication awareness (stimuli)
influences tourists’ internal cognitive and emotional states, such as their perception (Organism), consequently fostering behaviour
change, including green purchase behaviour and loyalty. Furthermore, although the model has found extensive application in
consumer psychology (Cheng & Wu, 2015), its incorporation into green marketing research has been crucial in elucidating
the psychological mechanisms (Wu & Long, 2024) that underpin the mediating role of tourist perception or attitude in the
relationship between green marketing awareness and their purchasing decisions and loyalty. Additionally, Han and Yoon (2015)
noted that the SOR model can be a suitable theory for accommodating the complexity of green consumerism by incorporating
emotional considerations and rational evaluation, which is crucial for understanding sustainability in tourist purchase behaviour.
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Moreover, the awareness of green marketing was utilised as an external stimulus, given its capacity to signal eco-conscious
value through channels such as eco-labels and green advertising, among others. Wu and Long (2024) express that these stimuli
help convey environmental messages while also framing consumer interpretation and trust towards tourist destinations and
brands. The adoption of tourist perception as an organism was for it to function as a crucial mediating mechanism that translates
stimuli into behavioural actions. As supported by Rivas et al. (2022) and Tan et al. (2022), tourists’ perceptions of their
environmental attitudes, self-identity, and personal norms can affect their behaviour at the destination and purchase intention,
reinforcing the importance of the mediating role of perception in this study. The responses (R), which represent tourists’ eco-
purchase behaviour and loyalty, were used as they provide insight into the direct influence of green marketing awareness
and the mediating role of tourists’ perception of green marketing. According to Kiymalioglu et al. (2024), pro-environmental
behaviour is significantly predicted by internal mechanisms such as tourist perception, attitude, and personal norms, which
align with the model’s core premises.

The need to test the proposed hypotheses is further substantiated by empirical gaps identified in the literature (Sagovnovi¢ &
Stamenkovié¢, 2022; Correia et al., 2023; Simanjuntak et al., 2023). Prior studies often omit mediating psychological processes
or fail to account for how various green marketing stimuli differentially influence behaviour through internal states. The
hypotheses presented below address these limitations by proposing direct and mediating relationships between green marketing
tools, perception, green behaviour, and loyalty. This approach aligns with the comprehensive model proposed by Cheng and
Wu (2015), emphasising the importance of mediators such as environmental knowledge and sensitivity in promoting green
adoption and responsible behaviour. Therefore, investigating the developed hypothesis through the lens of the SOR Model
helps contribute to the theoretical approach to sustainable destination branding and provides actionable insight for practitioners.

H,: Green marketing awareness has a significantly positive influence on tourists’ perceptions of green marketing.

H,: Green marketing awareness has a significant positive influence on tourists’ green purchase behaviour.
H.,: Green marketing awareness has a significantly positive influence on tourist destination loyalty.

H,: Tourist perceptions of green marketing mediate the relationship between awareness of green marketing and green
purchase behaviour.

H.,: Tourist perceptions of green marketing mediate the relationship between awareness of green marketing and loyalty
towards the destination.

H,: Tourist perceptions of green marketing have a significant impact on their purchase behaviour.

H._: Tourist perceptions of green marketing significantly impact their loyalty towards tourist destinations.

Figure 1: Developed Framework for the study

Note: Dependent variable: Green Purchase behaviour and Tourist loyalty; Mediating variable: Tourist Perception about green marketing; Independent variable:
Green marketing awareness and tourist perception about green marketing.
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2. METHODOLOGY

The study employed a descriptive research design and a survey approach to report the findings and assess quantitative data. This
approach allows for the identification of variables and the collection of detailed information about the impact of green marketing
on tourists’ destination choices and behaviours. Creswell (2014) asserted that a descriptive research approach is most suited for
gathering information to provide an overview of an organisation, business, or institution. When conducted properly, surveys
are a quick and accurate approach for gathering information (Taherdoost, 2021). This technique facilitates data interpretation
and categorisation, making it appropriate for testing hypotheses and identifying cause-and-effect. A similar research approach
has been applied in studies that measure the impact of green marketing on customer behaviour (e.g., Correia et al., 2023;
Nekmahmud & Fekete-Farkas, 2020; Nekmahmud et al., 2022; Delafrooz et al., 2014). For this study, questionnaires were
administered to tourists to gather information about their perceptions of green marketing and its impact on purchasing habits
and loyalty. Cochran’s (1977) formula was employed to determine the required sample size for the study, given that the total
population of tourists visiting nature-based tourist attractions in Malmé County, Sweden, is unknown. The study assumed a
95% confidence interval with a +6% error margin. The calculation indicated a minimum sample size of approximately 267
respondents. A final sample size of 250 was deemed adequate to draw valid conclusions. The validity and reliability of the
research instruments were thoroughly evaluated to enhance the credibility of the research findings. A pilot test was conducted
using an in-person survey with 29 participants. The questionnaire was designed to include only domestic and international
tourists in Sweden. Feedback from the pilot study was used to modify the final questionnaire. The authors thoroughly assessed
the final questionnaire to ensure clarity and suitability for participants.

2.1 Study Locale

The study was conducted in Sweden, focusing on nature-based tourist attractions, most especially in Malmo County. The
rationale for choosing Sweden is its strong environmental policies, commitment to sustainability, and growing focus on
environmentally friendly tourism. In addition, data were collected during the researcher exchange programs in the country.
Sweden is internationally recognised for its environmentalist approach, green economy, and sustainable tourism sector
(Andersson, 2016). The government encourages eco-certification, green marketing, and responsible tourism practices, which
are ideal for examining consumer perceptions and behaviours towards sustainable branding. Hence, studying tourists in these
settings helps tourism industry stakeholders understand how green marketing awareness affects their purchase decisions and
loyalty towards sustainable destinations.

2.2 Data collection instrument

An online questionnaire was used to gather the primary data. This data collection method is recognised for its cost-effectiveness
and ability to accommodate a substantial number of respondents (Babin & Zikmund, 2015). Online data gathering reduces
respondent bias, structures enquiries, and improves completion rates. Furthermore, it reduces human and random errors.
Respondents can complete the surveys at their convenience, preserving their privacy and anonymity. The questionnaire used
a S-point Likert scale to assess the respondents’ degrees of agreement on several issues. It was divided into two sections:
Section A covered socio-demographic data, and Section B addressed the study’s objectives. The questionnaire was distributed
to tourists via social media. Participants were also recruited through in-person scanning of QR codes. The factors in Section
B were adapted from earlier research by Hadi et al. (2023), Kalahevithana & Wickramasinghe (2023), Chin and Wong (2018),
and Patwary et al. (2022), ensuring conformity with the study’s objectives and improving respondents’ understanding. This
comprehensive data collection strategy successfully sought insights into tourists’ experiences and preferences.

2.3 Data Analysis

The study adopted both descriptive and inferential techniques to interpret participants’ data. The results are presented in frequency
distribution tables and charts. The characteristics of the dataset and the variance in perception were analysed using SPSS v29. Structural
equation modelling (SEM) was conducted using IBM SPSS AMOS to test the hypothesised relationships among variables and assess
the measurement model. An exploratory factor analysis (EFA) was conducted before the confirmatory factor analysis (CFA). Factor
loadings less than 0.50 were excluded, although Tavakol and Wetzel (2020) suggested that a loading of at least 0.30 is moderate. CFA
and multiple regression analyses were performed to assess the validity and reliability of the analytical framework. CFA extends on
the results from EFA to ascertain underlying factor structures, ensuring a valid model testing. Several items were removed during the
Confirmatory Factor Analysis (CFA) process to improve model fit and construct validity. Two items were removed from the Perception
of Green Marketing construct, two from Tourist Green Marketing Awareness, and three from Green Purchase Behaviour due to low
factor loadings and high residual values or cross-loadings, which jeopardised the overall model fit indices. This purification process
increased the structural model’s reliability and validity, ultimately strengthening it. This analysis focused on the relationship between
dependent variables, such as tourist purchase behaviour and loyalty, and independent variables, including green marketing tools and
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perception of green marketing campaigns. Ethical considerations were paramount, and the researchers implemented strategies to
ensure participant confidentiality and voluntary participation. Informed consent was obtained to affirm participants’ willingness to
engage in the study, and all data were kept anonymous, reflecting a commitment to ethical research practices.

3. RESULTS

The results show a diverse sociodemographic distribution that may influence tourists’ purchase behaviour regarding green
marketing and sustainable practices. Most tourists were aged 26-45 years, indicating a key age group that is likely to be more
conscious of environmental issues and sustainable tourism, while actively engaging in tourism activities. The gender distribution
of tourists was nearly balanced, with a slight predominance of male tourists (54.4%). Most participants (49.2%) were full-time
employees, with a high proportion having a monthly income of less than $3000. This suggests that the affordability of tourists
and employees may play a significant role in tourists’ green choices of destination and purchasing behaviour. The results
indicate that a substantial number of participants held a diploma and BSc (48.8%) or MSc (37.6%), which may correlate
with tourists’ high level of awareness and interest in sustainable tourism destinations due to their educational background.
Additionally, most tourists indicated that they travel for holidays or leisure at least 1-3 times per year (73.2%), highlighting that
travelling for holidays or leisure remains a relatively frequent activity among tourists.

Table 1: Socio-demographic Characteristics

Socio-demographic Characteristics Frequency Percent (%)
Age

18-25years 40 16
26-45years 169 67.6
46-65years 33 13.2
66 Years and Above 8 3.2
Gender

Male 136 54.4
Female 114 45.6
Current Occupational Status

Student 57 22.8
Self-employed 44 17.6
Employed Full-time 123 49.2
Employed Part-time 10 4.0
Unemployed 3 1.2
Retired 13 52
Monthly Income Level

Less than $1000 - $3000 206 82.4
$3001 - $5000 38 15.2
Above $5000 6 24
Academic Level Attained

Diploma and BSc 122 48.8
Master Degree 94 37.6
PhD 18 7.2
Professional Certificate 16 6.4
Frequency of travel for Holidays or Leisure

1-3 times 183 73.2
4-7 times 43 17.2
8-10 times 18 7.2

More than 10 times 6 2.4
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3.1 Measurement of Model Validity

The measurement of model validity is crucial in research and is typically determined using structural equation modelling.
This was determined using specific psychometric indicators, including convergent validity (average variance extracted [AVE]
and composite reliability [CR]), internal consistency (Cronbach’s alpha), factor loadings, and discriminant validity. These
indicators are required to determine whether the measured constructs are reliable and accurately represent the theoretical
concepts developed in this study. Confirmatory Factor Analysis (CFA) improves concept validity assessment by validating
the measurement model’s fit. Therefore, a thorough evaluation of these measurement attributes is critical for establishing the
credibility of study findings and ensuring that inferences generated from the data are solid and accurate (Hair et al., 2021).

Figure 2: SEM model for the study

3.2 Convergent Validity

Convergent validity is a crucial element of psychometric evaluation, especially in the context of Structural Equation Modelling
(SEM). It assesses the degree to which various indicators designed to measure the same construct demonstrate robust
intercorrelations. A well-recognised standard for determining convergent validity is the Average Variation Extracted (AVE)
and composite reliability (CR), which must attain or exceed the 0.50 threshold to demonstrate that the construct accounts for at
least 50% of the variation in its indicators (Cheung et al., 2023). However, when AVE is somewhat lower than this threshold,
Composite Reliability (CR) values more than 0.70 can compensate for variance extraction issues (Cheung et al., 2023).

The results indicate that the constructs related to tourist perception of green marketing and tourist awareness of green marketing
campaigns exhibit adequate convergent validity, with AVE values of 0.501 and 0.585, respectively. However, tourist green
purchase behaviour recorded an AVE of 0.444, falling slightly below the recommended threshold, suggesting that some
measurement items may not sufficiently capture the variance of the construct. The strong AVE of 0.702 for Tourist Loyalty
aligns with established literature that underscores loyalty as a pivotal factor in tourism behaviour, reinforcing the robustness of
the construct’s measurement. Despite slight limits in tourist green purchase behaviour, the measuring model’s overall internal
consistency remains excellent, with composite reliability (CR) values ranging from 0.762 to 0.876 across all components. This
indicates that high CR values (greater than 0.70) enhance the stability and reliability of the psychometric instruments.

3.3 Reliability Validity

The reliability approach was adopted to support validity assessments of constructs by confirming that the constructs yielded consistent
results across different contexts and samples (Shmueli et al., 2019); this is often evaluated using Cronbach’s alpha, which should ideally
exceed 0.70 to confirm internal consistency. Cronbach’s Alpha values were all above 0.70, further confirming the internal consistency.
The tourist loyalty construct had the highest CR (0.922), indicating exceptional reliability. Factor loadings are critical in evaluating how
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well individual items represent their respective constructs in a measurement model and should be above the 0.5 threshold (Hair et al.,
2011). In this study, most factor loadings exceeded the 0.50 threshold, indicating that each variable strongly represented the constructs.

Table 2: Model Measurement

Standardise AVE CRE Cronbach
Estimate Alpha
Mean STD Loading
Tourist Perception of Green Marketing 0.501 0.854 0.850
(PGM)
Environmental advertisements guide tourists in 4.00 .824 .617
making an informed purchasing decision and provide
knowledge about the destination
Green certification for tourist sites or businesses can 3.96 .891 711
attract more tourists to a destination
The green label for tourist destinations or businesses 3.88 982 .790
grabs my attention and is easily recognised.
The use of eco-labels (certificates) shows the 3.99 .845 15
destination’s commitment to sustainability
from my perspective.
Green brands are used in tourist destinations to 4.00 786 .641
maintain an environmental sustainability reputation.
A green brand is a symbol of the reliability of tourist 3.95 .837 .706
destination products and services.
Tourist Awareness of Green Marketing (GMC) 0.585 0.874 0.870
Green advertising and eco-certificate 3.98 871 .840
Social media campaigns promoting eco-friendly 4.01 916 .849
destinations or behaviour
Eco-friendly accommodations and amenities offering 4.06 7194 721
and sustainable transport campaign
Green events, activities, and Corporate Social 4.08 .876 .663
Responsibility
Promotion of local and sustainable products 4.17 .835 712
Tourist Green Purchase Behaviour (GPB) 0.444 0.762 0.759
I choose products and services with green packaging 3.93 902 .667
that is less harmful and eco-friendly at tourist
destination
I am interested in taking holidays outside of the high 4.08 .865 .668
tourist season and choose sustainable transports
option
I do travel to less-visited destinations as a form of 3.80 1.015 677
engaging in eco-friendly practices
Contribute to carbon-offsetting activities (e.g. plant 3.86 1.012 .653
trees, engage in cleaning, consume products that
reduce waste) at the tourist destination
Destination Loyalty (DLT) 0.702 0.876 0.873
I select and visit environmentally friendly 4.00 927 783
destinations based on their brand, image, and
advertisements
In the future, I will pick travel services and 3.98 .907 .843

destinations that use eco-friendly marketing.

I will recommend tourist destinations to others 4.06 .899 .884
if they are marketed as eco-friendly.
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Table 3: Model Fit result
Summary CFI TLI CMIN/DF RMSEA P-value

Model fit 0.906 0.889 2.541 0.079 0.000

The model fit indices collectively suggest an acceptable fit. The Comparative Fit Index (CFI) of 0.906 surpasses the 0.90
threshold, indicating an acceptable fit as suggested by Hu and Bentler (1999). The Tucker-Lewis Index (TLI) was 0.889, which
is slightly below the acceptable threshold, indicating a marginally acceptable model. The chi-square to degrees of freedom ratio
(CMIN/DF) was 2.541, which is acceptable as it is less than the threshold of <3.0, implying adequacy in the model. A Root
Mean Square Error of Approximation (RMSEA) score of 0.079 suggests a satisfactory and acceptable fit model, as it is below
the limit of <0.8. Although the chi-square p-value was significant (p = 0.000), this is expected in large samples and does not
necessarily imply poor fit. In line with the recommendations of Hu and Bentler (1999) and Browne and Cudeck (1993), these
indices suggest that the model provides an adequate fit for the observed data.

3.4 Discriminant validity

Discriminant validity is an essential feature of Structural Equation Modelling (SEM) because it ensures that constructs measuring
different theoretical constructs are empirically distinguishable. The Fornell-Larcker criterion is widely used for assessing
discriminant validity. It compares the square root of the Average Variance Extracted (AVE) for each construct to its correlations
with other constructs (Henseler et al., 2015). Discriminant validity was confirmed by this method when the square root of the
AVE (diagonal values) exceeds the inter-construct correlations (Cheung et al., 2023). The highest square root of AVE in this
analysis was 0.837, suggesting that Tourist Loyalty (DLT) has strong discriminant validity. This suggests that the indicators used
to measure DLT are highly representative of the construct and distinct from those of the other constructs. In contrast, Green
Purchase Behaviour (GPB) exhibited a square root of AVE of 0.666, which is greater than its highest correlation (0.477) with
Perception of Green Marketing (PGM). Moreover, the aggregate results show that the model’s constructs fit the Fornell-Larcker
criterion, indicating that each construct is empirically distinct (Cheung et al., 2023). The relationship between Green Marketing
awareness (GMC) and GPB (Green Purchase Behaviour) (r = 0.401) is moderate, implying that successful green marketing
awareness tactics influence tourists’ green purchasing behaviour. Furthermore, the substantial association between PGM and
GPB (r=0.477) indicates that tourists with a favourable opinion of green marketing are more likely to engage in environmentally
friendly purchasing behaviours. Furthermore, the positive association between DLT and GPB (r = 0.375) indicates that tourists
who engage in sustainable shopping are more likely to remain loyal to environmentally friendly places. This lends credence to
the concept that environmental responsibility affects destination choice and long-term loyalty (Correia et al., 2023).

Table 4: Fornell-Larcker discriminant validity criteria

PGM GMC GPB DLT
Perception of Green Marketing (PGM) 0.708

Green Marketing Awareness (GMC) 445™ 0.765
Green Purchase Behaviour (GPB) ATT 4017 0.666
Destination Loyalty (DLT) 527 .339* 3757 0.837

3.5 Mediating Effect Result

Moreover, Nitzl and Roldan (2016) argue that the model indicates a complementary partial mediation because both direct and
indirect effects are positively aligned. The significance of the total, direct, and indirect effects was assessed using a bootstrap
procedure with 2000 resamples and a 90% confidence interval. Variance Accounted For (VAF) was employed to assess the
strength of the mediation (Helm et al., 2010). The VAF values ranged from 0 to 100%. Values above 80% indicate complete
mediation, values between 20% and 80% indicate partial mediation, and values below 20% indicate no mediation effect. The
VAF quantifies the magnitude of the indirect impact on the total effect. The results demonstrate a notable partial mediation impact
of tourist perception of green marketing (PGM) on the association between Green marketing awareness (GMC) and tourist green
purchase behaviour (GPB), with a direct effect of 0.183 and an indirect effect of 0.201, yielding a total effect of 0.523. The
Variance Accounted For (VAF) score of 52.3% indicates that approximately half of the overall effect is mediated by perception,
emphasising the significant influence of customer perceptions on converting marketing initiatives into purchase behaviour among
tourists. In contrast, examining the impact of tourists’ awareness of green marketing campaigns (GMC) on their destination
loyalty (DLT) revealed distinct dynamics. There was a moderately strong mediation effect of PGM on the relationship between
GMC and DLT, with a VAF of 72.2% and a high level of indirect effect (0.268) compared with the direct effect (0.103). This
finding emphasised that consumer perceptions of green marketing are critical for fostering loyalty to sustainable destinations.
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Table 5: Mediating Effect Result

Mediating effect Direct Indirect Total VAF (%) R? P-Value Decision
H;: GMC - PGM — GPB  0.183 0.201 0.384 523 0.272 0.0000 Accepted
H_: GMC — PGM — DLT 0.103 0.268 0.371 72.2 0.291 0.0003 Accepted

Green marketing awareness plays a key role in shaping consumer perceptions and behaviours. The study found that awareness
of green marketing campaigns significantly impacts consumer perceptions of green marketing (H1), with an R? value of 0.198
and a t-test value of 7.833. The statistical significance level (p = 0.000) indicated a positive impact of green marketing awareness
on perceptions of environmental responsibility. Green marketing awareness significantly impacts green purchasing behaviour
(H2), as evidenced by an R? value of 0.161 and a T-test value of 6.893. However, its impact on destination loyalty (H3) was
comparatively weaker, with an R? of 0.115. This indicates that supplementary elements, such as service quality or individual
experiences, could affect tourist loyalty. The research shows that consumer perceptions of green marketing significantly
impact green buying behaviour (H4), as evidenced by an R? of 0.228 and a considerable F-test (F = 73.206), reflecting a high
correlation. Furthermore, these perceptions had a significant impact on destination loyalty (H5), as evidenced by an R? of 0.277
and an F-test of 95.208. This indicates that consumer perception is critical for brand and destination loyalty.

Table 6: Hypothesis testing

Hypothesis R? T-test F-test Sig Decision
(Model Fit)

H,: Green marketing awareness™** 0.198 7.833 61.358 0.000 Accepted

Perception of green marketing

H,: Green marketing awareness™*** 0.161 6.893 47.51 0.000 Accepted

Green purchase Behaviour

H,: Green marketing awareness™** 0.115 5.674 32.194 0.000 Accepted

Destination Loyalty

H,: Perception about Green marketing *** 0.228 8.556 73.206 0.000 Accepted

Green purchase Behaviour

H_: Perception about Green marketing *** 0.277 9.757 95.208 0.001 Accepted

Destination Loyalty

4. DISCUSSION

The findings of this study provide insights into how green marketing awareness fosters tourist behaviour, most specifically
eco-friendly purchase behaviour, and loyalty to sustainable destinations. The demographic results reveal that tourists within
the 26-year age range, typically with a higher educational level, exhibit a strong responsiveness to green marketing efforts.
This study shows that this is a result of digital campaigns and environmental advocacy that resonate with sustainability values.
However, financial constraints, lack of flexibility, and limited disposable time can inhibit their ability to act on these preferences,
corresponding to Ahn and Kwon'’s (2020) study, suggesting that awareness alone cannot be a sufficient driver of tourist behaviour,
but may be for a particular green attitude among tourists. This study’s findings indicate that tourists demonstrate significant
awareness of diverse green marketing strategies, including eco-labels, green advertising, and social media campaigns. These
tools appear to be effective in enhancing tourists’ positive perception of green marketing and environmental consciousness.
This result further expands on previous studies suggesting that credible green marketing communication fosters consumer
engagement in sustainable tourism (Correia et al., 2023; Vicente, 2024). This study demonstrates a positive link between green
marketing awareness and purchasing behaviour, demonstrating that improved awareness leads to more sustainable purchase
patterns. This finding supports earlier studies that highlight the role of marketing in influencing environmentally conscious
buying choices (Sagovnovi¢ & Stamenkovié, 2022). Furthermore, the study indicates that green marketing awareness enhances
tourist perception, with eco-labels and corporate social responsibility (CSR) initiatives being the most critical components
that influence positive perceptions among tourists. Prior research indicates that mere awareness may not result in behavioural
changes without the inclusion of additional supportive factors, such as brand equity and perceived value (Rosenbaum & Wong,
2015; Vaid, 2023). Findings reveal that brand equity leads to loyalty through repeat visitation and positive recommendation.
This outcome strongly depends on tourists’ views of eco-friendly branding strategies. The partial mediation analysis (VAF =
72.2%) shows that perceptions act as a connection between campaign awareness and loyalty. This demonstrates that equity
grows from recognition alongside credibility and trust. Sustainable branding approaches can develop destination brand equity
through the transformation of favourable perceptions into lasting loyalty.



Tourism and Hospitality Management, 32(4), pp, 2026
Agboola, M.T. & Ayanlowo, E.J. (2026). SUSTAINABLE DESTINATION BRANDING: EXPLORING THE INTERSECTI...

Moreover, the study reveals that while tourist awareness of green marketing strongly promotes eco-friendly purchase behaviour,
its impact on destination loyalty is somewhat weaker (R? = 0.115). This indicates that while tourists respond positively to
green marketing when purchasing eco-friendly services and products, their loyalty to such destinations may also depend on
other criteria. Azinuddin et al. (2022) emphasise that perceived eco-tourism design and destination responsibility could be
other factors influencing tourist pro-environmental behaviour, such as loyalty, rather than green communication alone. These
emphasise the need for green initiatives to be supported by tangible destination attributes such as authenticity, service quality,
and perception to influence loyalty. Additionally, the study’s findings support the notion that green marketing, as an element of
sustainable branding, is a crucial factor in enhancing legitimacy and consumer trust at tourist destinations. It shows that tourists
who perceive destinations as sustainable and environmentally responsible are more likely to exhibit loyalty by endorsing the
place and engaging in repeat visitation and intention. However, these tourist perceptions must be complemented by authentic
environmental campaigns and action at the destination to avoid greenwashing. Kolovi¢ et al.’s (2023) study supports this
as it suggests that green branding influences intention and actual behavioural commitment if substantiated by authentic
sustainability strategies. Additionally, in measuring the relationship between variables, the study shows that tourist perception
of green marketing has a greater impact on destination loyalty than green purchase behaviour, implying that perception-based
marketing strategies are more effective at shaping short-term purchasing decisions while also fostering long-term commitment
to sustainable destinations. This is related to Akram et al.’s (2024) study, which revealed that tourists’ prescription of green
products and services, along with informative and transparent marketing, are essential drivers of purchase behaviour. This
insight is confirmed by research indicating that branding is critical for maintaining environmental measures and enhancing
tourist perception, which serves as a mediating factor that necessitates tourists’ positive eco-friendly behaviour and long-term
participation beyond marketing efforts.

The results of this investigation, based on Stimulus-Organism-Response (SOR) theory, indicate that green marketing awareness
acts as a stimulus that influences the perception of tourists (the organism), thereby influencing their green purchasing
behaviour and destination loyalty (the response). Mediation analysis suggests that tourist perception partially mediates the
relationship between green marketing awareness and green purchase behaviour, emphasising the cognitive and affective
processes involved in consumer decision-making (Pancic et al., 2023). Furthermore, tourist perceptions strongly mediate the
effect of green marketing awareness on destination loyalty, highlighting the significance of positive consumer perceptions in
fostering long-term loyalty. This is related to the findings of Saputra and Adellia (2022), who emphasised that brand credibility
and environmental awareness significantly increase consumer commitment. Nonetheless, some scholars caution that green
marketing communication may not consistently lead to practical outcomes. Grimmer and Woolley (2012) argue that although
green marketing strategies enhance awareness, fostering stronger brand preference may require additional incentives. These
opposing viewpoints imply that the success of green marketing depends on messaging credibility, personal values, and external
factors such as regulations and peer influence. To maximise the effectiveness of green marketing, tourism stakeholders should
combine sustainability communication with tangible environmental actions and incentives that reinforce positive consumer
perceptions and long-term loyalty.

5. THEORETICAL IMPLICATION

By framing green marketing strategies, tourist perceptions, tourists’ purchasing behaviour, and loyalty within the SOR model,
this study affirms that the model can be successfully applied in the tourism context to understand sustainable consumer behaviour.
The model’s application in consumer psychology highlights how external stimuli, such as advertisements, stimulate consumers’
internal cognitive states, which subsequently influence their behavioural responses. This study expands its application to
tourism destination branding, demonstrating that tourists’ perception of green marketing initiatives serves as a key factor in
transforming marketing stimuli into eco-conscious decisions. Moreover, the cognitive-perceptual evaluation transcends its
role as a mediating factor, as it is also central to both short-term and long-term behavioural outcomes. This has implications
for future theoretical models related to sustainable behaviour in tourism, as cognitive-perceptual variables such as perceived
green value, brand trust, and emotional appeal can be integrated as important organismic variables. Liu and Leon (2023)
indicate that green marketing behaviours significantly predict consumption intentions. However, these behaviours are shaped
by personal values and environmental awareness, thereby supporting the argument regarding the importance of perceptions in
decision-making. Furthermore, this study reveals the generational dynamics of the effectiveness of green marketing. Tourists
are sensitive to green messaging but are limited by financial and experiential factors (Ahn & Kwon, 2020), indicating that while
marketing creates awareness, other behavioural drivers, such as affordability, incentives, and experiential engagement (through
digital means), are essential for green tourist purchase behaviour. This supports the idea that experiential and digital marketing
CSR initiatives are essential for creating an emotional bond with sustainable tourism.
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CONCLUSION

Although green marketing is effective in shaping eco-friendly tourist purchasing habits, its limited influence on destination
loyalty demands value-driven strategies to drive long-term loyalty and enhance revisit intentions. Perception, not only marketing
stimuli, plays an important mediating role in tourists’ engagement with and support for green destinations. Therefore, green
marketing efforts should transcend mere awareness creation to actively shape positive consumer attitudes towards ‘green’
products and destinations. While the findings of this study are consistent with extant studies on the influence of marketing
stimuli on purchasing decisions (e.g., Yu et al., 2021; Akram et al., 2024), they contradict claims regarding consumer loyalty.

Practically, the findings of this study provide a basis for designing more effective green marketing strategies. Efforts should
be made towards maximising the effectiveness of green marketing through initiatives such as eco-branding and sustainable
certifications, as well as promotional campaigns that encourage deeper consumer engagement. To achieve this, tourism
marketers and policymakers should incorporate authentic sustainability actions (e.g., visible in-situ sustainability projects),
affordability considerations (e.g., affordable ‘green experiences’), and digital engagement strategies (e.g., virtual destinations
and online green activities). Destinations should clearly communicate the environmental characteristics of their services,
facilities and products. Rather than relying solely on promotional efforts, tourism DMOs and relevant stakeholders should focus
on improving tourists’ overall experiences and emotional connections with green products and destinations.

The study’s limitations include its focus on tourists in specific geographical areas within Sweden, which may not fully represent
the broader tourist demographics. Given Sweden’s strong environmental policies and sustainability orientation, the findings
may be relevant for other countries, both within and outside Europe, with similar environmental values, policy frameworks,
and consumer awareness levels. However, caution should be taken in generalising the results to regions with different cultural,
economic, or policy contexts, where environmental motivations and consumer behaviour may vary. Also, the use of self-
reported data introduces the potential for response bias. Future research should investigate more diverse demographics,
additional factors influencing green marketing perceptions and conduct longitudinal studies to see how perceptions change
over time. The findings underscore the importance of strategic, perception-driven green marketing approaches in promoting
sustainable tourism and fostering long-term consumer engagement.
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