
Advances in Social Science and Culture 
ISSN 2640-9682 (Print) ISSN 2640-9674 (Online) 

Vol. 4, No. 3, 2022 

www.scholink.org/ojs/index.php/assc 

61 
 

Original Paper 

The Impact Mechanism of Pro-Environmental Behaviours 

Liu Siyi
a
, Qian Zhang

b
, Julie Jie Wen

c*
, & Clem Tisdell

d
 

a
 Faculty of Hospitality and Tourism Management, Macau University of Science and Technology, 

Macau,999078. 

b 
School of social development and management，Hunan Women’s University, 160 Zhongyi 1st Road, 

Changsha, Hunan, China 

c
 School of Social Sciences, Western Sydney University, Locked Bag 1797, Penrith South DC NSW 

1797, Australia 

d 
Department of Economics, University of Queensland, St Lucia, Brisbane, Australia 

*
 

 
School of Social Sciences, Western Sydney University, Locked Bag 1797, Penrith South DC NSW 

1797, Australia 

 

Received: July 13, 2022        Accepted: August 8, 2022      Online Published: August 15, 2022 

doi:10.22158/assc.v4n3p61        URL: http://dx.doi.org/10.22158/assc.v4n3p61 

 

Abstract 

Based on the theory of relationship quality, the research constructed the impact mechanism model of 

pro-environmental behaviours by applying tourist’s perceived value as the antecedent variable, while 

relationship quality (satisfaction and loyalty) was treated as the mediators, and place attachment as a 

moderator. Surveys were conducted at the Daweishan National Forest Park in Hunan Province, China, 

with 674 valid questionnaires collected. The empirical results provided evidence that the direct effect 

of perceived value of tourists on tourists’ pro-environmental behaviours is significantly positive, and 

the indirect effect of relationship quality (satisfaction and loyalty) between perceived value of tourists. 

Recommendations and strategies for further research and implementing tourist stratification 

management are suggested. 
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1. Introduction 

National parks are becoming increasingly important with the rapid development of ecotourism. Parks 

not only meet the desires of visitors for leisure and recreation, but also undertake the functions of 

conservation, biodiversity, and education (Bjork, 2000; Sirakaya, Sasidharan, & Sonmez, 1999). 

Pro-environmental behaviour, also known as environmentally responsible behaviour, ecological 
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behaviour or environmentally friendly behaviour, refers to the behaviour of tourists who spontaneously 

reduce the damage to the natural resources and ecological environment, or take actions to promote the 

sustainable use of the environment in tourism destinations (Ballantyne & Packer, 2011; Nepal, al Irsyad 

& Nepal, 2019; Ramkissoon & Mavondo, 2015). 

Scholars have started the analysis of pro-environmental behaviours’ formation mechanism from place 

attachment (Anton, & Lawrence, 2016; Buonincontri, Marasco, & Ramkissoon, 2017; Cheng et al., 

2014; Eusébio et al., 2018; Halpenny, 2010; Song, Kim, & Yim, 2017). Halpenny (2010) confirmed 

that place dependence indirectly affects pro-environmental behaviours through place identity, from a 

study at Point Pelee National Park in Canada. Based on the survey of 372 tourists in Ningaloo Marine 

Park in Australia. There is some literature documenting that perceived value, satisfaction, affective 

loyalty and place attachment are associated with pro-environmental behaviour, but little is known about 

the mediating and moderating mechanisms underlying this association (Chiu, Lee, & Chen, 2014; 

Chung, Petrick, & Absher, 2011). 

The study takes the satisfaction and Affective loyalty of tourists as the mediators to explore the impact 

Mechanism of tourists’ pro-environmental behaviour. The study establishes a new theoretical 

framework for the formation mechanism of tourists’ pro-environmental behaviour, and provides a new 

perspective for the sustainable development of tourist destinations.  

 

2. Theoretical Foundation and Hypotheses 

2.1 Perceived Value 

Perceived value is characterized as a core element in relationship marketing and for predicting 

consumer behaviour (Bolton & Drew, 1991). Value is the income from exchange from the perspective 

of supply side, and the benefit of products and services purchased from the perspective of demand side 

(Sheth, Newman, & Gross, 1991). Perceived value is the value perception of products or services that 

consumers have paid for and are based on the rational evaluation of perceived gains and losses. 

Perceived value is generally regarded as a key element to the success of enterprises. Identifying and 

creating customer perceived value is a prerequisite for the long-term survival and progress of an 

enterprise (Kotler & Keller, 2006). From the perspective of tourist experience, scholars further 

suggested that customer perceived value itself is part of the entire tourist experience (Chen & Tasi, 

2007; Fernando et al., 2018; Lee, Yoon, & Lee, 2007). The value in this study is based on the 

perspective of consumers and refers to the benefits obtained in products or services. 

2.2 The Indirect Effect of Satisfaction 

Oliver (1997) viewed satisfaction as consumers’ judgements about service or products fulfilment. 

Visitor satisfaction is widely viewed as the overall evaluation of visitors’ experiences of the destination 

after meeting their expectations and desires (Kozak & Rimmington, 2000; Okello & Yerian, 2009). 

Perceived value is viewed as a key antecedent to visitors’ satisfaction (Lee, Yoon, & Lee, 2007; Orams, 

1995). Tourism literature suggested that providing a satisfying ecotourism experience can enhance the 
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pro-environmental behaviour of tourists (Davis, Le, & Coy, 2011; Higham & Carr, 2002; Lee & 

Moscarbo, 2005). Chiu, Lee, and Chen (2014) concluded that satisfaction not only directly affected 

pro-environmental behaviours, but also played a moderating effect between perceived value and 

pro-environmental behaviour.  

2.3 The Indirect Effect of Affective Loyalty 

Loyalty refers to the commitment to repurchase a service or a product in the future (Moore & Graefe, 

1994; Oliver, 1999; Shoemaker & Lewis, 1999). The concept of tourist loyalty originated from 

customer loyalty in marketing. Loyalty is measured as a multi-dimensional construct, consisting of 

cognitive loyalty, affective loyalty, and conative loyalty (Oliver, 1999; Yuksel, 2010), or attitudinal 

loyalty and behavioural loyalty (Lee & Shen, 2013). Affective loyalty refers to the loyalty to an 

individual’s own preference. The consumer may be satisfied with the product and hence, they may be 

more likely to become affectively loyal in the same category (Yuksel et al., 2010). Kwenye and Phiri 

(2016) took the world heritage site of Victoria Falls, Zambia, as the research base and confirmed that 

loyalty positively influenced pro-environmental intentions. 

Based upon the literature, the paper proposes its hypothesis.  

H1: Perceived value directly affect the satisfaction. 

H2: satisfaction directly affect the pro-environment behavior of tourists.  

H3: Perceived value directly affect theAffective loyalty.  

H4: Affective loyalty directly affect the pro-environment behavior of tourists. 

H5: Perceived Value (PV) directly affect the pro-environment behavior of tourists (PB).  

H6: The indirect effect of satisfaction between perceived value and pro-environmental behaviour is 

significant. 

H7: The indirect effect of affective loyalty between perceived value and pro-environmental behaviour 

is significant. 

 

3. Research Methods and Data Collection 

3.1 Research Area 

This study was based at Daweishan National Forest Park (referred to DNFP in this paper), which is 

located at Daweishan Town, Liuyang City, Hunan Province, southern China. It has become a famous 

green summer resort due to its rich negative oxygen ions and convenient location, attracting visitors for 

short weekend escapes and long holidays from not only Hunan Province but also from Guangdong, 

Zhejiang, and other parts of China. It was rated as national 4A scenic spot in 2007, a national forest 

park in 2012, and the national eco-tourism demonstration area in 2014. DNFP charges a user fee (boom 

season: 100RMB/person-time; off season: 70RMB/person-time) and collects tickets at entry points, 

resulting in relatively reliable access to visitors. 
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3.2 Design of Scales and Questionnaire 

The design of the scale was adapted from previous measurements in the literature, in combination with 

the context of DNFP. Six constructs were examined in this research with a multi-item, five-point 

Likert-type scale, from “- strongly disagree” to “5-strongly agree”. Perceived value was measured by 

adapting five items proposed by Sweeney and Soutar (2001), Chen and Tsai (2007), and Lee et al. 

(2007). Five items that measure satisfaction were adapted from Okello and Yerian (2009). Affective 

loyalty was measured by three items drawn from Yuksel et al. (2010) and one item from Lee et al. 

(2013). Based on work by Williams and Roggenbuck (1989), the research categorised place attachment 

as place dependence or place identity, reflected by nine items in total. Pro-environmental attitude was 

measured by five items proposed by Smith-Sebasto et al. (1995). 

In order to minimise semantic differences on the quality of the questionnaire, the scale was translated 

from Chinese to English by the research team. Researchers adjusted some items that might have 

produced ambiguity, unclear meaning or confusion.  

3.3 Sampling and Data Collection 

A pilot survey was conducted in DNFP during 16-17 August 2019 to test the questionnaire design. The 

pilot survey secured 32 visitors and provided valuable ideas about improving the sentences and 

structure of some questions in the questionnaire. The formal survey was performed from August to 

November 2019. Altogether, 750 questionnaires were distributed and 712 were returned. After 

eliminating invalid questionnaires with missing sample options or identical scores for consecutive 

items, 674 valid questionnaires were collected. The valid return rate was 89.86%. 

3.4 Data Analysis  

SPSS 24.0 was used to test reliability of scales and carry out descriptive statistics. AMOS 22.0 was 

used to test the validity of scales, and PROCESS3.0 plug-in SPSS 24.0 was selected for the moderated 

model analysis. 

 

4. Results and Analysis 

4.1 Demographic Features of the Respondents 

There were slightly more female than male respondents (53.7% females). The majority of the 

respondents were young, with 36.4% aged between 21~35 years old, and 30.7% between 36~50 years 

old. Education level was relatively high, with 56.2% of the respondents having a diploma or a 

bachelor’s degree. About 41.4% of respondents earned a monthly income over 5000 RMB. In general, 

ecotourists tend to be better educated and have higher incomes than other types of tourists (Wen & 

Tisdell, 2001). Repeat visitation was high, with 40.7% of the respondents visiting DNFD three times or 

more. The majority came from nearby areas, and 60.8% of the respondents came from Hunan Province. 

This probably reflects the cost of travel. The demand for visiting national parks rises (other things 

being held constant) with a reduction in the cost of travel to these sites. Studies using the travel cost 

method support this hypothesis. It is also likely that a majority of repeat visitors are from Hunan. The 
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relative frequency of repeat visits is liable to taper off the further away the visitor’s residence is from 

the national park (Wen & Sinha, 2009).  

4.2 Reliability and Validity Test 

For examining the measurement scales, this research assessed the reliability, confirmation factor 

analysis, convergent and discriminant validity of the constructs. The Cronbach’s α of six constructs 

varied from 0.918 to 0.957, and the overall Cronbach’s α of the scale is 0.980. The figures were higher 

than 0.70 criterion, as proposed by Nunnally and Bernstein (1994), revealing satisfactory internal 

consistency of the measurement scale (see Table 1).  

The  was less than 3 at 2.513, the value of RMR was less than 0.05 at 0.031 and 

RMSEA was less than 0.08 at 0.069. The values of GFI, AGFI, NFI, TLI, and CFI all exceeded the 0.90 

criterion set by Hu et al. (1999), which was an acceptable fit.  

In current study, the AVE for the six constructs exceeded the squared inter-construct correlations, as 

proposed by Formal and Larcker (1981), and discriminant validity was satisfactory. 

4.3 Model Analysis 

According to Jose (2013), a bootstrap method was adapted to examine the significance of the direct and 

indirect effect of the research model. The specific process of calculation was conducted through 

PROCESS 3.0 in SPSS 24.0. The bootstrap samples in this study were set at 5000. 

Perceived Vvalue (PV )directly affect the satisfaction (SA). The direct effect is 0.730(P<0.001). 

Satisfaction (SA) directly affects the pro-environment behaviour of tourists(PB). The direct effect is 

0.289 (P< 0.001). Perceived Value (PV) directly affect the Affective loyalty (SL). The direct effect is 

0.708(P<0.001). Affective loyalty (SL) directly affect the pro-environment behaviour of tourists (PB). 

The direct effect is 0.211 (P< 0.001). Perceived Value (PV) directly affect the pro-environment 

behaviour of tourists (PB). The direct effect is 0.164 (P< 0.001). Therefore, H1, H2, H3, H4, H5 are 

valid (see Figure 1). 

Satisfaction (SA) plays a significantly positive indirect effect between perceived value (PV) and 

pro-environmental behaviour (PB). The indirect effect is 0.211 (P< 0.001). Affective loyalty (LO) plays 

a significantly positive indirect effect between perceived value and pro-environmental behaviour. The 

indirect effect is 0.150 (P< 0.001). Therefore, H6 and H7 are valid (see Figure 1). 

 

 

Figure 1. Structural Model Results 
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Table 1. Hypotheses and the Indirect Effects of the Structural Model 

Path Indirect effects Direct effects  Total effects  Result 

H6:PV→SA→PB 0.211
***

 0.164
***

 0.375*** supported 

H7:PV→LO→PB 0.150
***

  0.164
***

 0.314*** supported 

 

5. Discussion 

The current article presents a conditional mediation model derived from cognitive psychology theory to 

clarify the formation of pro-environmental behaviour via visitors’ perceived value, satisfaction, 

affective loyalty, and place attachment, with reference to the eco-travel experience from DNFP.  

This study finds that perceived value is the key precedent of satisfaction, affective loyalty, and 

pro-environmental behaviour. Extending on the previous researches indicating that perceived value can 

directly and positively affect pro-environmental behaviours (Chiu, Lee, & Chen, 2014; Davis, Le, & 

Coy, 2011). The empirical results are evident that satisfaction and affective loyalty significantly 

positively affect pro-environmental behaviour. This accords with findings in the literature (Davis, Le, & 

Coy, 2011; Kweny & Phiri, 2016). Higher satisfaction and affective loyalty of the eco-travel experience 

enhance tourists’ pro-environment behaviour. This finding proposes that visitors with higher 

satisfaction and affective loyalty to the national forest park are more willing to maintain long-term 

relationships with the destination and subsequently are more willing to display pro-environmental 

behaviour.  

 

6. Conclusion 

This study constructed a model on pro-environmental behaviour and the underlying mechanisms. The 

research is valuable in its contribution in the following findings: (1) Perceived value both directly or 

indirectly via satisfaction and affective loyalty indicated is strongly associated with pro-environmental 

behaviour. (2) Satisfaction and affective loyalty have a significantly positive indirect effect between 

perceived value and pro-environmental behaviour. The indirect effect of satisfaction and affective 

loyalty is conditional and moderated by place attachment. This is a pioneering research for assessing 

mediator (satisfaction and affective loyalty) and pro-environmental behaviour. However, this research 

has some limitations. It is proposed to test the two-way moderating effect in the next study. Taking into 

consideration that visitors from different countries and cultures may present diverse traits, further 

verification is needed in the future about other nationalities. 
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