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ABSTRACT

Even though scholars have examined the performance effects of hotel sustainability
practices, a call to further examined an all-encompassing hotel sustainability framework, and
how individual elements of the framework impact on customer citizenship behavior has
received a dearth of research. The purpose of this paper is to fill these gaps in the literature.
Using a quantitative approach, a total of 358 valid responses were received from hotel
customers. Structural equation modeling was used for data analysis. Out of the six examined
hypotheses, four namely air and noise quality management, energy sustainability practices
and waste management practices were sufficient in predicting customer citizenship behavior,
whereas food sustainability practices and water conservation practices have no significant
effect on customer citizenship behavior. Sustainability practices and customer citizenship
behavior measures focused on customer experience without including perceptions of
management. More prominently, this study examines the influence of different elements of
hotel sustainability practices to customer citizenship behavior.

Originality/value — This research is one of the few attempts to examine a
comprehensive framework of hotel sustainability practices and customer citizenship behavior
in an emerging country context. Therefore, the study offers useful insights into how hotel
sustainability practices influence customer citizenship behavior.

Keywords: Sustainability, Hotel, Waste management, Air quality management, Noise
management, Water conservation, Energy conservation, Water conservation, Customer
citizenship behavior.

INTRODUCTION

In every competitive business environment where firm sustainability and profitability
are paramount, value to the customer is always at the focal point of strategic marketing
decisions (Malone etal., 2018). Value creation to ensure service quality needs customer
participation and partnership in a firm’s service delivery process (Payne et al., 2017). In line
with this, service firms are paying considerable attention to customer citizenship behavior
(CCB) for value co-creation, which is described as helpful, discretionary behaviors of
customers that support the ability of the firm to deliver service quality (Gong & Yi, 2021). In
fact, scholars argue that CCB is a form of customer value creation behavior which focuses on
the extra-role behavior by way of supporting service employees or other customers, provide
constructive ideas and suggestions to the service firm performance. As a strategic imperative,
the call to unearth and understand the factor(s) influencing customers to be value co-creators
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in service delivery through CCB have been made see (Balaji, 2014; VVan Tonder, & De Beer,
2018; Hossain et al., 2020).

It is enthralling to note that the need for further studies to explore the factors
contributing to CCB in the service delivery process have been answered by marketing
scholars (Jung and Yoo, 2017). Quite profoundly, these past studies confirmed that CCB
gives an organization a competitive advantage through enhanced relationships among
participants in the service encounter. It is also clear from these studies that CCB adds value to
customers by increasing their sense of belonging and usefulness, relieving them of friends
and relatives or other responsibilities, facilitating social interaction by assisting and meeting
other customers, treating employees with respect, and assisting staff and consumers without
expecting any direct reward. Despite its importance to service firms, scholars such as Hur,
Kim and Kim (2018), have been emphatic that examining sustainability marketing practices
as its possible trigger in the hotel industry will be a valuable addition to the strategic
marketing literature.

Globally, environmental challenges such as global warming and air, noise and water
pollution have become topical issues of concern, leading to increased efforts to safeguard the
environment and nature. Interestingly, hotels are one of the entities whose operation have dire
consequences on local communities and the environment hence requiring them to align their
practices to sustainability principles (Kim, Barber & Kim, 2019). In fact, owing to increased
consumer awareness, sustainability practices of hotels could be such an important factor
influencing CCB (Gong & Yi 2021). CCB of a hotel guest may include providing a front
desk executive with a suggestion, recommendations after check-in, restaurant service, lobby
experience, check-out etc. (Wu & Liang, 2009; Hossain et al., 2020). Notwithstanding the
importance of sustainability practices, no wide-ranging empirical studies have examined its
impact on CCB in the hotel industry to date. Hence, this study seeks to address this gap
within the context of star-rated hotels.

In addition to this lacuna, the portmanteau of sustainability practices in the hotel
industry that has the impetus to influence consumer behavior remains a burning topical issue
among academics (Taoketao et al., 2018; Kim & Hall, 2020). Aside the fact that values and
environmental issues are important factors inducing consumer behavior in the context of
sustainable hotel practices (Chen, 2015; Assaker, O’Connor & El-Haddad, 2020), there is
surprisingly limited theoretically integrated research on the role of these determinants of hotel
CCB. To fill this gap, this study seeks to build and test a conceptually comprehensive model
to identify whether sustainable practices of water conservation management, food quality
management, energy saving, waste management and reduction, air quality management and
noise management influence hotel guest to engage in CCB with respect to voluntarily helping
other customers and show patience in case of service failure. To emphasize, Kim, Barber and
Kim (2019) and TM et al. (2021), for example, duly provide systematic reviews on the need
for a comprehensive hotel sustainability framework. Therefore, a study like this is
particularly germane.

With sustainable practices being relatively a new concept in emerging economies
(Oriade et al., 2021), this study makes tremendous theoretical and empirical contributions to
the literature by presenting an integrated framework that measures consumer response in
terms of CCB to hotel sustainability practices is presented. This paper adopts social exchange
theory to the nexus. The rest of the paper is organized as follows. First, the next section
discusses the theoretical context and literature review, the research model and hypotheses for
the study. The methodology for the study also follows, along with study results, analyses and
discussions of findings. The paper concludes with some implications for theory and practice,
as well as provides some avenues for future research.
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THEORETICAL SETTING AND HYPOTHESIS DEVELOPMENT
Theoretical Context

Informed by the social exchange theory (SET), the conceptual model of the study
showing the hypothesized relationships are constructed. The authors believe that SET is
particularly relevant to this study. This theory has been used extensively by past researchers
to explain consumer behavior see (Balaji, 2014; Tung, Chen & Schuckert, 2017; Assiouras et
al., 2019). Scholars such as Kumar and Rahman (2013) have established that sustainability
practices are a strategic relationship marketing tool. From this background, the SET argues
that customers will feel obligated to return favors when they have benefited from others or
organizations (Payne & Webber, 2006; Xie et al., 2014). The benefits herein are
sustainability marketing practices meant to save mankind by way of ensuring clean air and
water, reducing chemical and noise pollution and slow floodwaters. To mankind,
sustainability practices are more than simply “a good thing to do.”

In effect, the premise of the theory is that all relationships constitute a ‘give and take’
and so social exchange actions are contingent on the rewarding reactions of others. Over
time, the ‘give and take’ (reciprocity) leads to mutually and rewarding transactions and
relationships (Cropanzano & Mitchell, 2005). It also means that the significant value one
party received in an exchange relationship creates obligation for the other party to reciprocate
(Bagger & Li, 2011). Accordingly, applying the SET to the frame of sustainable practices in
hotels, it is conceivable to anticipate that consumers will have a sense of obligation in the
form of extra-role behaviors by way of CCB. In other words, when hotels invest in
sustainability practices, SET dictate that customers reciprocate, and citizenship behavior is an
avenue for reciprocation.

Sustainability

The concept of sustainability was brought to fore in the 70s by virtue of a conference
organized by the United Nations on the Human Environment also known as ‘Our Common
Future’ claiming that proactive measures are urgently needed to address global environmental
problems (Du Pisani, 2006). Immediately after the conference, the term ‘sustainable
development’ became a buzzword. Sustainable development, according to the Brundtland
report published by the World Commission on Environment and Development [WCED]
(1987), is defined as “development that meets current demands without jeopardizing future
generations’ ability to satisfy their needs”. It is also defined as managing the well-being of
the environment, people, economy and/or society over a long period.

Notwithstanding the myriad of definitions, the concept needs further clarity
(Hopwood, Mellor & O'Brien, 2005). To address this, experts, scholars and practitioners were
drawn from five continents with the aim that the global community is required to achieve
sustainable development in three ways: social, economic and environmental. This thus
implies that, sustainability encompasses ethical values and principles through the promotion
of responsible activities that include environmental, societal, and economic goals to take a
long-term view of the future.

Consumer Citizenship Behavior (CCB)

The concept CCB emerged due to the important role of positive customer functions
(Y1 & Gong, 2006). According to CCB is defined as “voluntary and discretionary behavior by
individual customers that is not directly or explicitly expected or rewarded, but that
aggregates into higher service quality and promotes the effective functioning of service
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organizations i.e., helping another customer or providing suggestions to the service
organization”. As its main building block, Gong and Yi (2021) posit that the voluntary and
discretionary conducts are mainly manifested through (1) making recommendation of the
service of the service firm to friends and family members, (2) providing unsolicited feedback
and information to the organization so as to improve its delivery process, (3) helping other
customers in organizational-related tasks or to enjoy the service, (4) displays of relationship
affiliation through communication with other customers about their relationship with an
organization, through tangible displays on their person or their personal items. Furthermore,
(5) participation in the firm’s activities by way of being at events organized by the firm and
engaging in activities championed by the firm such as marketing research, (6) benevolent acts
of service facilitation exhibited through tolerance, patience and politeness during the service
delivery process and finally (7) flexibility by being willing to adapt to events beyond the
firm’s control.

Relevance of SET in the Context of Sustainable Hotel Practices and CCB

The global hotel industry is one of the businesses that are chastised for causing
various threats to the natural environment due to its reliance on natural resources for business
sustainability. As noted by Kasim (2009), hotels, especially star-rated ones consume
enormous amount of water, energy and non-durable goods and discharge huge amounts of
raw and solid waste in various quantities. With human climate change being the greatest
threat to human wellbeing and health of the planet (Perera, 2017), many forces and
institutions have been calling on hotels to be environmentally friendly through the
implementation innovative sustainable practices to secure our future (Du Pisani, 2006). More
importantly, consumers growing concern about environmental sustainability has incited
hoteliers to integrate sustainability into their fold as a competitive strategy (Martinez, 2015).
Through a literature review process, six cardinal hotel sustainability practices of water
consumption reduction, saving energy, waste management, noise management, air quality
management and food management have been identified as having the propensity to drive
CCB.

Applying the SET in this context, it is plausible to expect hotel customers to have a
sense of duty in the form of extra-role behaviors only because hotel sustainability minded.
When a business engages in sustainability practices, shared value is created and guests who
receive high value from hotel experience simply return the “favor” or sustain these
“rewarding transactions and relationships” with the hospitality service provider (Growth,
2005), demonstrating a higher level of CCB. Extant literature on sustainability practices of
hotels maintains that customers tern to pay back by providing positive feedback, engage in
repeat visitation, and increase advocacy through word-of-mouth and personal
recommendation (Manaktola & Jauhari, 2007). Anchored on the SET, the hypotheses
relationship of the study’s main constructs is argued below.

Reducing water consumption: Water conservation management is a sustainable
practice and is defined by Manaktola and Jauhari, (2007) as a strategy to reduce the quantity
of water needed in running a hotel as well as engage in treatment and reuse of rain and
wastewater. Hotels depend on huge amounts of water on daily basis and some of these waters
are extracted from streams, rain, and earth. Conservation management requires the
installation of water-efficient devices and gadgets such as low-flow toilets, showerheads, and
infrared-activated faucets (Bohdanowicz, 2005). Additionally, towel or bed linen reuse
programs, watering grass and plants early in the morning and at midnight to limit
evaporation, and recycling the grey water are water conservation management strategies (Han
et al., 2018). Thus, the reciprocity of SET could be expressed through CCB. In fact, scholars
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like Manaktola and Jauhari (2007), and Han, et al. (2011) found that water conservation
management has a significant impact on guest’s ability to willingly engage in CCB.
Considering this, the following is hypothesized.

Ho: Water conservation management of hotel sustainable practices positively and significantly
influences CCB.

Saving energy: For the smooth running of hotels, huge amounts of fossil fuel energy
and electricity are used on daily basis (Prud’homme & Raymond, 2013). The need to save
and reduce energy falls within the remit of sustainability management. It is thus tactically
binding for hotels to implement renewable energy programs like wind and solar power usage,
installation of smart and energy-efficient appliances, and motion sensors that automatically
turn lights on in low-traffic areas, using energy efficient light bulbs, controlling guestroom
energy consumption by using digital thermostats. Knowing that SET is about people
reciprocating to those who benefit them, Farrou et al. (2012) and Kim et al. (2017) found that
the implementation and communication of energy conservation practices of hotels
significantly enhances guest satisfaction and creates future intention for repeat purchase
(CCB). Hence, the second hypothesis is set out as follows:

Hoy. Saving energy of hotel sustainable practices positively and significantly influences CCB.

Waste management: bothers on taking measures to prevent wastage of resources and
ensure sustainable disposal of waste (Mensah, 2020). According to Chaabane, Nassour and
Nelles (2018), the hotel industry is a major contributor to greenhouse gas emissions by
generating a huge amount of dry waste (e.g., cans/metals, paper, plastic, and other garbage)
and wet waste (e.g., cooking oil waste, garden, and food waste) that ends up in landfills. It is
worth reiterating that waste generated by hotels lead to the destruction and deterioration of
ecological resources. From the SET standpoint, CCB is one form of behavior that is exhibited
to reward hotels for having waste management and reduction mechanisms. On this basis,
Kirk (1998) and Han et al. (2018) found that customers tend to be happy and prefer hotels
that have waste management and reduction strategies (i.e., 3R strategy: reduce-reuse-recycle)
via waste segregations, using electronic means of communication instead of paper, grinding
the remaining guest soaps to use as laundry detergent, and purchasing products containing
recycled content. The third hypothesis is therefore theorized as follows.

Hos. Waste management of hotel sustainable practices positively and significantly influences CCB.

Noise management: is a strategically relevant sustainability issue within the hotel
industry because hotels produce high levels of noise which then leads to increased stress
levels, sleep disturbance or hearing damage (Mensah, 2006). Also, noise pollution has
enormous environmental consequences and does grievous damage to wildlife through
interference with breeding cycle. A noisy hotel will disrupt guests’ sleep, concentration, and
communication, as well as robbing people of their good leisure time and depriving them of
enjoyment and satisfaction. Since noise management has the propensity to increase guest
satisfaction (Scanlon, 2007), we argue from the SET point of view that the implementation of
such measures will make customers obligated to reciprocate the hotel’s behavior of noise
management that has benefited them to engage in CCB. Some of these measures requires
hotels to reduce noise from media devices and appliances, repair or replace old machinery,
installation of soundproof systems, and usage of earplugs or earmuffs. Based on the
discussions above, the fourth hypothesis is as follows:

Hoa: Noise management of hotel sustainable practices positively and significantly influences CCB.
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Air quality management is one of the greatest scourges of this era, not only because of
its impact on climate change, but also due to its impact on public and individual health
leading to increased sickness and death (Perera, 2017). Hotels pollute the air through the
release of gases and dirty or contaminated air from various utilities like kitchen gas and
firewood ovens, fumes or emission from materials being cooked, boiler and diesel generating
set exhausts and release of Chlorofluorocarbons from refrigerant (Vatan & Yilmaz, 2020).
All these have negative effect on environment and health. When customers are satisfied with
a service provider, SET warrants them to reciprocate the gesture through CCB. As found by
Chen (2019), air quality management is directly tied to guest satisfaction and positive word-
of-mouth and as such hotels are preventing air pollution using renewable energy sources
instead of those, which emit harmful exhaust gases to the environment. Similarly, solar
collectors, specialist windmills can be installed; heat energy from geothermal sources or
biomass can be used to prevent air pollution. Therefore, the fifth hypothesis is set out as
follows.

Hos: Air quality management of hotel sustainable practices positively and significantly influences
CCB.

Food quality management: Globally, food preferences are sprouting in ways that are
detrimental to both human health and the environment (Clark et al., 2019). Foley et al. (2011)
revealed that artificial food production accounts for 30% of global greenhouse gas emissions,
occupies 40% of earth’s land, nutrient pollution that damages ecosystems and water quality.
Consequently, consumers are concerned as pointed and would thus rather prefer dietary,
nutrients and supplementary foods with the aim of addressing environmental and health
issues such as weight loss, cholesterol, and sugar levels. According to Kapiki (2012), quality
food management relates to the production of organic food as well as the offering adequate
nutritional information on the food and beverages offered. From the SET viewpoint, we argue
that guest will be obliged to reciprocate this deed by engaging in CCB, leading to our sixth
hypothesis as follows.

Hos: Food quality management of hotel sustainable practices positively and significantly influences
CCB.

METHODOLOGY
Sample and Data Collection

To empirically test or examine the hypothesized relationships forming the basis of this
study, quantitative research approach with the use of a structured questionnaire was utilized.
The sample size for the study was 500 but after data collection, 419 questionnaires were
received from guests of six 4 and 5 star-rated hotels in Accra. Data obtained after cleaning
(Valid Data) were 358 respondents representing about 72% of the sample size. The 4 and 5
Star-rated hotels were chosen because they represent luxury and class among hotels and most
importantly, they are celebrated for showing commitment to the protection of nature and the
environment (Abdou et al., 2020). Additionally, Accra was the focus because as the capital
city, it has the highest number of star-rated hotels as compared to the remaining 15 regions in
Ghana (Narteh et al., 2013).

Generally, hotels are rated (ranging from 1 to 5) based on the quality of services or
facilities provided (Hinson, Abdul-Hamid & Osabutey, 2017). Thus, a low rating shows low
service delivery, whereas a high rating indicates excellent service delivery. In this study
however, only 4-and-5-star-hotels were selected because of the enormity of sustainability
practices. With written permission from the management of the sampled hotels, the intercept
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survey approach which means collecting data from consumers on site while they enjoy the
service offered (Walls, 2013), was employed in gathering the data. Hence, for the purposes of
this study, the respondents were selected based on their prior experience and interaction with
the hotels.

To identify respondents for the sample, the study used intercept sampling techniques
and customers who were willing provided answers to the questionnaires. To begin with, all
the 4 and 5 star hotels were approached, and consent sought. We conveniently selected
individuals found in the lobby of the hotels who provided consent at the time of visit to
provide answers to the questionnaires (Figure 1).
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FIGURE 1
RESEARCH MODEL

Measures

The questionnaire for the survey was divided into two sections. The first section
required respondents’ demographic data, where participants were asked to provide
information about their gender, age, marital status and level of education. The second section
had questions on the major constructs of the study. The statements measuring these constructs
were measured on a five-point Likert scale anchored with 1 “strongly disagree” to 5 “strongly
agree” (Abdou et al., 2020). All the measurement items were adapted from prior studies. The
items measuring water sustainability practices, waste management and reduction and food
sustainability practices were adapted from Kim and Hall (2020) and were respectively
measured 6, 6 and 9 items. Likewise, energy sustainability, air quality management and noise
pollution management were measured with 6, 3 and 3 items respectively and were adapted
from Abdou et al. (2020). Finally, CCB had 8 items and were respectively adapted from the
works of Balaji (2014).
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RESULTS

Sample Characteristics

The demographic profile of respondents is presented in Table 1. Respondents were
largely male (70.1 percent), with females constituting only 29 percent. The dominant age
group was 40 — 49 years (36.3 percent), followed by those in the age bracket of 30 — 39
accounting for 35.7 percent. The lowest age group was 50 — 59 years accounting for 8.4
percent. The educational profile shows that respondents were mostly undergraduates (55.9
percent), secondary school (27.7 percent), post graduate degree (11.5 percent) followed by
those junior high or below education (1.4 percent) (Table 1).

Table 1
DEMOGRAPHICS PROFILES OF RESPONDENTS
Profiles Categories No. (%)
Gender Male 251 70.1
Female 107 29.9
Age 18-29 70 19.6
30 -39 128 35.7
40 — 49 130 36.3
50 —59 30 8.4
Educational level Junior high or below 5 1.4
Technical/vocational 13 3.6
Secondary school 99 27.7
Undergraduate 200 55.9
Post graduate degree 41 11.5
Income per month (GH) Less than 3,000 205 57.3
3,001 — 5,000 100 27.9
5,001 — 7,000 39 10.9
7,001 and above 13 3.7

Validity and Reliability of the Measures

Using Lisrel version 10, confirmation factor analysis (CFA) was performed to ensure
convergent and discriminant validity among the scale items used. The results indicate a good
fit between the hypothesized four-factor model as presented in Figure 1. Fit indices such as
Tucker—Lewis’s coefficient (TLI), incremental fit index (IFI), comparative-fit index (CFI),
standardized root mean square residual (SRMR), and root mean square error of
approximation (RMSEA) were used to examine the model. The fit indices: TLI = 0.95; IFI =
0.96; CFI = 0.96 surpassed the .90 benchmark (Tabachnick & Fidell, 2001). Similarly, the
degree of misfit was also tolerable, with SRMR = 0.05 and RMSEA = 0.05, under the
relevant benchmark of .08. Furthermore, the model fit is further bolstered through 2 (d.f.) =
1.56 (Pclose = 0.77). To guarantee that each factor loading in Table 2 is greater than 0.5 —
meeting the requirements for acceptability, it became statistically necessary for modifications
to be done to some of the items via stage-by-stage re-specifications of the weak items.
Accordingly, scale items were rather dropped systematically to ensure that the deletion of
each item was necessary. During the modification of the original unfitted model, 6 FSP items
were deleted, 4 items were deleted from the WSP, another 3 deleted from ESP, and 6 items
from CCB. So, 19 items were deleted after the CFA which left the new purified constructs
with 22 items which provided the best fit indices (Table 2).
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Table 2
MEASUREMENT MODEL RESULTS

Construct and measurement items Estimate | S. E | T-Value

Waste Management Practices (WMP)

This hotel uses recycled materials (e.g., paper, plastic, wood) 0.66 0.04 11.27
This hotel uses strategies for reducing food waste 0.77 0.04 13.88
This hotel uses strategies for reducing water waste 0.77 0.04 14.05
This hotel uses durable items rather than disposable products 0.76 0.04 13.69
This hotel uses local produce in food preparation 0.68 0.05 11.83
This hotel donates leftover food to food banks 0.71 0.05 12.42
Food Sustainability Practices (FSP)
This hotel has smaller size servings of meals 0.73 0.04 13.26
This hotel mainly serves vegetable dishes 0.94 0.04 18.77
This hotel does not have a self-service system 0.78 0.04 14.39
Water Sustainability Practices (WSP)

The hotel protects and restores water-related ecosystems by collecting rainwater 0.73 0.04 9.87

and using it for garden irrigation or flushing toilets
The hotel improves water quality by increasing recycling and safe reuse of 0.73 0.05 9.86

wastewater

Energy Sustainability Practices

This hotel uses sensors in the rooms to control lighting, air conditioning and 0.69 0.04 11.41
other equipment
This hotel uses various means to encourage guests to consume less electricity 0.68 0.04 11.27
This hotel uses key-card systems that control lights 0.77 0.04 13.11
Air Quality Management
This hotel has clear designation of smoking and non-smoking areas 0.75 0.04 13.38
This hotel has facilities monitoring and maintaining good air quality 0.89 0.04 16.82
This hotel has good ventilation in the rooms, lobby and restaurant 0.78 0.03 14.19
Noise Pollution Management
This hotel has acceptable level of noise 0.79 0.03 14.19
This hotel has clear directions to control noise levels 0.88 0.04 17.06
This hotel has the mechanism to maintain soundproof noise levels 0.81 0.03 15.22

Customer Citizenship Behavior

1 would say positive things about this hotel to others 0.70 0.04 10.85

I would give constructive suggestions to this hotel on how to improve its 0.83 0.04 12.68
services

We proceeded to examine the reliability of the seven constructs by extracting the
composite reliability (CR) Table 3. From the analysis, the CR results ranged from 0.70 —
0.87, exceeding the accepted criterion of 0.6 and above (Bagozzi & Yi, 2012). Regarding
convergent validity, the average variance extracted (AVE) for each construct was likewise
examined. These were all found to be above 0.5 Table 3, signifying convergent validity
(Khan et al., 2016). While for discriminant validity, the AVE values for each construct are
compared with the squared individual inter-construct correlations, as presented in Table 3
(Fornell and Larcker, 1981). It emerged that all the AVE values were greater than the square
of each inter-construct correlation; thereby satisfying the criteria for discriminant validity.
Furthermore, all values of HTMT ratio, as shown in Table 4, were <0.85. Such tests proved
that there are no issues of discriminant validity of the constructs studied Tables 3 & 4.
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Table 3
VALIDITY ANALYSIS
CR AVE | MSV | MaxR(H) Waste Food Water Energy Air Noise cCB

Waste 0.87 | 0528 | 0.307 0.874 0.726

Food 0.859 | 0.673 | 0.307 0.909 0.554*** 0.82

Water 0.70 | 0.535 | 0.205 0.697 0.335*** | 0.385*** 0.732

Energy | 0.755 | 0.507 | 0.377 0.761 0.367*** | 0.396*** | 0.453*** 0.712

Air 0.847 | 0.649 | 0.278 0.865 0.352*** | 0.362*** | 0.337*** | 0.423*** 0.806

Noise 0.866 | 0.684 | 0.377 0.874 0.459*** | 0.350*** | 0.332*** | 0.614*** | 0.336*** 0.827

cCB 0.743 | 0.593 0.31 0.765 0.353*** | 0.360*** | 0.292*** | 0.557*** | 0.527*** | 0.350*** 0.77
Table 4
HTMT ANALYSIS
Waste Food Water Energy Air Noise CCB

Waste

Food 0.616

Water 0.345 0.373
Energy 0.369 0.422 0.46

Air 0.368 0.407 0.353 0.419
Noise 0.45 0.379 0.334 0.616 0.337
CCB 0.378 0.392 0.318 0.553 0.549 0.346

SEM ANALYSIS AND HYPOTHESES TESTING

SEM was used to examine the causal relationships between the dependent and
independent variables that are hypothesized in the research framework. Before then, the
model fit indices of the structural model were examined, and the results indicates an overall
model fit (SRMR = 0.07, RMSEA = 0.07, CF1 = 0.98, TLI = 0.95, IF1 = 0.98, 2/d.f. = 2.30,
Pclose = 0.15) (Schreiber, 2008). The estimates for the test of direct relationships are
presented in Table 5. These capture the results of the tests for H1 through to H6. As can be
observed from Table 5, four of the hypotheses were supported (H1, H4, H5, H6) while two
(H2 and H3) were not supported. Seeing that and confirmed that demographic variables play
a crucial role in shaping consumer behavior patterns, this study examined the influence of
gender and age on customer citizenship behavior because of the existence of hotel
sustainability practices. Accordingly, the findings only confirmed the statistical impact of age
on customer citizenship behavior by virtue of sustainability practices of hotels Table 5.

Table 5
HYPOTHESES TESTING RESULTS
Estimate | SE. |CR. |7
Value
Hl:_ Waste sustainability - Customer citizenship 011 0.05 | 2.04 0.04
practices behavior
H2: Food sustainability practices | -> | Customer citizenship | 0.04 0.05 | 0.67 | 0.50
behavior
H3: Water sustainability | -> | Customer citizenship | -0.10 0.05 |-1.88 | 0.06
practices behavior
H4: Energy  sustainability | -> | Customer citizenship | 0.58 0.07 | 8.91 | ***
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practices behavior

H5: Air sustainability practices -> bCustomer citizenship 0.37 0.05 | 7.66 ekl
ehavior

H6: Noise sustainability practices | -> bCustomer citizenship -0.17 0.06 |-2.82 |0.01
ehavior
Customer citizenship

Gender > | pehavior -0.03 0.08 | -0.61 | 0.54

Age - Customer citizenship 0.03 004 | 081 0.42
behavior

DISCUSSION AND CONCLUSION

Consumer behavior patterns particularly customer citizenship behavior intentions, is
crucial for firms’ success. Customer citizenship behavior necessitates customers to offer
service organizations important feedback, advocacy, help and tolerance. Though an
increasing number of studies have investigated customer citizenship behavior in service
settings (Choi and Lotz, 2018; Woo, 2019), there is still a call for research that examines the
driving forces of customer citizenship behaviors. To fill this research gap, the current study
provides the framework to explain how six dimensions of hotel sustainability practices
influence customer citizenship behavior in an emerging country perspective. With the United
Nations (UN) Sustainable Development Goals (SDGs) being a crucial global conversation,
particularly when scholars have illustrated that the rapid growth of the hotel industry
contributes significantly to environmental degradation globally, as hotels generate huge
amount of waste, consume a large amount of food, energy and water for heating, cooling and
lighting among others, which negatively affects the environment (Chan & Hsu, 2016; Ali et
al., 2019). The growing interest in the principles of sustainable development, and the
resulting pressure from the media, government, NGOs and consumer sources to increase
activity levels in this area, is compelling many hotels to more and more implement practices
that are more environmentally friendly (Khatter et al., 2021). Consequently, some hotels
especially star rated ones have implemented environmental policies to precisely promote
environmental preservation in the hope of improving the quality of human lives. These
environmental polices (see Figure 1) are examined in this study to ascertain their predicting
role for customer citizenship behavior. Drawing on the social exchange theory, we extend
sustainability marketing literature exploring how hotel sustainability practices influence
customer citizenship behavior.

The findings of our study slightly differ from previous studies conducted in other
contexts (Abdou et al., 2020; Kim and Hall, 2020) because four out of the six empirically
examined hotel sustainability practices significantly influence customer citizenship behavior
in Ghana. The results indicate that air quality management and energy sustainability practices
of hotels provided the greatest link to customer citizenship behavior. These findings are in
tandem with prior existing studies. For instance, Park et al. (2021) and Zanni et al. (2022)
found that air quality management in the hotel industry is crucial since poor indoor air can
harm staff, guests, and customers. Thus, in congruence with previous studies, this research
reinforces bad air quality in hotels can have a detrimental effect on the ecosystem, human
health and cause major diseases. For hotels to show sustainability commitment requires that
they keep a clear designated area for smoking, provide well-ventilated rooms and have in
place mechanisms for monitoring and maintaining good air quality since they are crucial for
influencing customer citizenship behavior. With respect to energy conservation practices, our
findings confirm the works of Petrevska et al. (2016); Chan et al. (2020); Duric and Poto¢nik
Topler (2021) who established that using a renewable energy system, like solar and wind
energy coupled with using automatic sensors and giving energy saving tips to guest
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significantly influences customer citizenship behavior. It can, therefore, be argued that
personalizing guest experience through the adoption of smart energy saving tools is critical to
earning customer citizenship behavior.

Concerning waste sustainability practices, a positive significant relationship with
customer citizenship behavior has been confirmed in this study. This means that separating
waste by offering clearly labeled containers and colored bins for collecting recyclables (e.g.,
glass, metal, cardboard, etc.) influences customer citizenship behavior (Manaktola & Jauhari,
2007; Lee et al., 2010). This result underscore the fact that managing waste effectively is
essential for hotels to stay competitive and reducing their environmental footprint while
meeting regulatory requirements. Food sustainability practices was found to have an
insignificant effect on customer citizenship behavior, which contradict the works of Carballo-
Penela and Castroman-Diz (2015); Pullman et al. (2009). Similarly, the relationship between
water sustainability practices and customer citizenship behavior was found to be negative,
equally contradicting the works of Yu et al (2017); Torres-Bagur et al. (2019). Contextually,
the negative effect of food sustainability practices on customer citizenship behavior is not
surprising given that foods served in star rated hotels in Ghana do not have labels indicating
the organic nature (e.g., calorie and/or nutrition information) of the food and more so they are
hardly hotel attendants to give further details on the food content. Similarly, the negative
relationship between water sustainability practices and customer citizenship behavior could
be credited general to water management challenges arising out of illegal mining activities in
Ghana where most water bodies have been contaminated or polluted and widely reported by
local and international media, and international organizations. Finally, noise sustainability
practices of hotels significantly influence customer citizenship behavior but at a decreasing
rate. This result is not surprising because most of the sampled star rated hotels do not have
soundproof although are cited in commercial zones and on highways.

Theoretical Implications

This research contributes to the hospitality, sustainability and customer citizenship
behavior literature in several ways, particularly with respect to making hotel activities more
environmentally friendly. First of all, for the first time in the hotel sustainability literature,
this study examined well-comprehensive hotel sustainability practices and established that
they are strategically relevant in influencing marketing performance through customer
citizenship behavior. Second, despite the growing interest in customer citizenship behavior,
scarce scholarships have explored hotel sustainability practices as an antecedent for
customers to engage in citizenship behavior in a developing country context (Huttunen et al.,
2022). Thirdly, our theoretical contribution accentuates that contextual differences plays a
crucial role in the link between the dimensions of hotel sustainability practices and customer
citizenship behavior since food sustainability practices and water conservation practices were
found to be insufficient to achieve customer citizenship behavior, which concludes that the
link between elements of hotel sustainability practices and customer citizenship behavior is
not positive worldwide. Lastly, this research finds that the social exchange theory explains
the relationship between sustainability practices of hotels and customer citizenship behavior
such that customers are prepared to reward firms that implement sustainability practices
through customer citizenship behavior. This is in accordance with social exchange theory.

Practical Implications

With climate change being the most existential threat to human survival (Butler,
2018), implementing sustainability strategies to build a resilient climate thus securing our
future is morally, ethically and strategically imperative (Reid, 2019). This is particularly
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accurate when consumers in recent years are responsive and gravitate towards brands that
sustainability conscious. Consequently, the findings of our research have some practical
implications in the hotel industry as far as sustainability practices is concerned, particularly in
developing countries, which have insofar received very little scholarly attention. For instance,
the findings indicate that hotel customers are prepared to exhibit citizenship behavior when
given their probably strong relationship with four of the examined hotel sustainability
practices namely energy conservation practices, waste management practices, air quality
management practices, and noise management practices. Also, it is chief that hotel managers
not only implement sustainability practices but most importantly communicate all
sustainability practices to hotel guests as this action will present a clearer picture of hotel
sustainability practices thus contributing to customer citizenship behavior. Given that two of
the hotel sustainability practices were insufficient in influencing customer citizenship, high
levels of familiarity of sustainability practices of hotels are likely to change the narrative.
Finally, hotel managers should know that customer citizenship behavior is not a given rather
based on the “give and take” characteristic of social exchange theory meaning that guest will
engage in citizenship behavior if sustainability practices are implemented.

LIMITATIONS AND FUTURE RESEARCH

In conclusion, this study addresses important gaps in the hotel sustainability and
customer citizenship behavior literature in terms geographical scope, dimensions of hotel
sustainability practices and how they influence guests to engage in citizenship behavior. To
this end, this study yields momentous theoretical and practical insights. Nonetheless, the
study is not free of limitations. The results of this study are based cross-sectional data
gathered from one Sub-Saharan Africa country, which may inhibit the generalization of
findings to the star-rated hotels in the region. Thus, it is worthy to apply this examined
research model to other Sub-Saharan countries and other tourism and hospitality sectors like
restaurants. Finally, the current study examined customer response to hotel sustainability
practices only. Thus, future studies may want to link hotel sustainability practices to hotel
financial performance in Ghana or other Sub-Saharan Africa cultural contexts as well.

REFERENCES

Abdou, A. H., Hassan, T. H., Dief, E., & Moustafa, M. (2020). A description of green hotel practices and their
role in achieving sustainable development. Sustainability, 12(22), 9624.

Ali, F., Park, E., Kwon, J., & Chae, B. (2019). 30 Years of contemporary hospitality management: uncovering
the bibliometrics and topical trends. International Journal of Contemporary Hospitality Management,
31(7), 2641-2665.

Assaker, G., O’Connor, P., & El-Haddad, R. (2020). Examining an integrated model of green image, perceived
quality, satisfaction, trust, and loyalty in upscale hotels. Journal of Hospitality Marketing &
Management, 29(8), 934-955.

Assiouras, 1., Skourtis, G., Giannopoulos, A., Buhalis, D., & Koniordos, M. (2019). Value co-creation and
customer citizenship behavior. Annals of Tourism Research, 78, 102742.

Balaji, M. S. (2014). Managing customer citizenship behavior: A relationship perspective. Journal of Strategic
Marketing, 22(3), 222-239.

Bohdanowicz, P. (2005). European hoteliers’ environmental attitudes: Greening the business. Cornell hotel and
restaurant administration quarterly, 46(2), 188-204.

Bohdanowicz, P., Churie-Kallhauge, A., Martinac, I., & Rezachek, D. (2001). Energy-efficiency and
conservation in hotels—towards sustainable tourism. In 4th International Symposium on Asia Pacific
Architecture (Vol. 21).

Butler, C. D. (2018). Climate change, health and existential risks to civilization: A comprehensive review
(1989-2013). International journal of environmental research and public health, 15(10), 2266.

13 1528-2678-28-S6-006

Citation Information: Boadi Nyamekye, M., Shika Andoh, J.A., Ayiku, A., Quarcoe, J.O., Kantanka, A.S. (2024). Investigating
sustainability practices in star-rated hotels and customer citizenship behavior: empirical insights from
sub-saharan africa. Academy of Marketing Studies Journal, 28(S6), 1-16.


https://www.mdpi.com/2071-1050/12/22/9624
https://www.mdpi.com/2071-1050/12/22/9624
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-10-2018-0832/full/html
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-10-2018-0832/full/html
https://www.tandfonline.com/doi/abs/10.1080/19368623.2020.1751371
https://www.tandfonline.com/doi/abs/10.1080/19368623.2020.1751371
https://www.sciencedirect.com/science/article/pii/S0160738319300933
https://www.sciencedirect.com/science/article/pii/S0160738319300933
https://www.tandfonline.com/doi/abs/10.1080/0965254X.2013.876076
https://journals.sagepub.com/doi/abs/10.1177/0010880404273891
http://www.greenthehotels.com/eng/BohdanowiczChurieKallhaugeMartinacHawaii2001.pdf
http://www.greenthehotels.com/eng/BohdanowiczChurieKallhaugeMartinacHawaii2001.pdf
https://www.mdpi.com/1660-4601/15/10/2266
https://www.mdpi.com/1660-4601/15/10/2266

Academy of Marketing Studies Journal Volume 28, Special Issue 6, 2024

Carballo-Penela, A., & Castroman-Diz, J. L. (2015). Environmental policies for sustainable development: an
analysis of the drivers of proactive environmental strategies in the service sector. Business Strategy and
the Environment, 24(8), 802-818.

Chaabane, W., Nassour, A., & Nelles, M. (2018). Solid waste management key indicator development for
hotels: A Tunisian case study analysis. Recycling, 3(4), 56.

Chan, E. S., & Hsu, C. H. (2016). Environmental management research in hospitality. International Journal of
Contemporary Hospitality Management, 28(5), 886-923.

Chan, E. S., Okumus, F., & Chan, W. (2020). What hinders hotels’ adoption of environmental technologies: A
quantitative study. International Journal of Hospitality Management, 84, 102324.

Chen, L. F. (2019). Green certification, e-commerce, and low-carbon economy for international tourist hotels.
Environmental science and pollution research, 26(18), 17965-17973.

Chen, R. J. (2015). From sustainability to customer loyalty: A case of full service hotels” guests. Journal of
Retailing and Consumer Services, 22, 261-265.

Choi, L., & Lotz, S. L. (2018). Exploring antecedents of customer citizenship behaviors in services. The Service
Industries Journal, 38(9-10), 607-628.

Clark, M. A., Springmann, M., Hill, J., & Tilman, D. (2019). Multiple health and environmental impacts of
foods. Proceedings of the National Academy of Sciences, 116(46), 23357-23362.

Cropanzano, R., & Mitchell, M.S. (2005). Social exchange theory: An interdisciplinary review. Journal of
management, 31(6), 874-900.

Du Pisani, J. A. (2006). Sustainable development-historical roots of the concept. Environmental sciences, 3(2),
83-96.

Duric, Z., & Poto¢nik Topler, J. (2021). The role of performance and environmental sustainability indicators in
hotel competitiveness. Sustainability, 13(12), 6574.

Farrou, 1., Kolokotroni, M., & Santamouris, M. (2012). A method for energy classification of hotels: A case-
study of Greece. Energy and Buildings, 55, 553-562.

Foley, J. A., Ramankutty, N., Brauman, K.A., Cassidy, E. S., Gerber, J. S., Johnston, M., ... & Zaks, D. P.
(2011). Solutions for a cultivated planet. Nature, 478(7369), 337-342.

Gong, T., & Yi, Y. (2021). A review of customer citizenship behaviors in the service context. The Service
Industries Journal, 41(3-4), 169-199.

Han, H., Lee, J. S., Trang, H. L. T., & Kim, W. (2018). Water conservation and waste reduction management
for increasing guest loyalty and green hotel practices. International Journal of Hospitality
Management, 75, 58-66.

Hinson, R. E., Abdul-Hamid, I. K., & Osabutey, E. L. (2017). Investigating market orientation and positioning
in star-rated hotels in Ghana. International Journal of Contemporary Hospitality Management, 29(10),
2629-2646.

Hopwood, B., Mellor, M., & O'Brien, G. (2005). Sustainable development: mapping different approaches.
Sustainable development, 13(1), 38-52.

Hossain, M. S., Sambasivan, M., Abuelhassan, A. E., & Khalifa, G. S. A. (2020). Factors influencing customer
citizenship behaviour in the hospitality industry. Annals of Leisure Research, 1-24.

Huttunen, S., Ojanen, M., Ott, A., & Saarikoski, H. (2022). What about citizens? A literature review of citizen
engagement in sustainability transitions research. Energy Research & Social Science, 91, 102714,

Jung, J. H., & Yoo, J. J. (2017). Customer-to-customer interactions on customer citizenship behavior. Service
Business, 11(1), 117-139.

Kapiki, S. (2012). Implementing sustainable practices in greek eco-friendly hotels. Journal of Environmental
protection and Ecology, 13, 1117-1123.

Kasim, A. (2009). Managerial attitudes towards environmental management among small and medium hotels in
Kuala Lumpur. Journal of Sustainable Tourism, 17(6), 709-725.

Khatter, A., White, L., Pyke, J., & McGrath, M. (2021). Barriers and drivers of environmental sustainability:
Australian hotels. International Journal of Contemporary Hospitality Management, 33(5), 1830-1849.

Kim, M. J., & Hall, C. M. (2020). Can sustainable restaurant practices enhance customer loyalty? The roles of
value theory and environmental concerns. Journal of Hospitality and Tourism Management, 43, 127-
138.

Kim, S. H., Lee, K., & Fairhurst, A. (2017). The review of “green” research in hospitality, 2000-2014: Current
trends and future research directions. International Journal of Contemporary Hospitality Management.

Kim, Y. H., Barber, N., & Kim, D. K. (2019). Sustainability research in the hotel industry: Past, present, and
future. Journal of Hospitality Marketing & Management, 28(5), 576-620.

Kirk, D. (1998). Attitudes to environmental management held by a group of hotel managers in Edinburgh.
International Journal of Hospitality Management, 17(1), 33-47.

Kumar, D., & Rahman, Z. (2013). Modelling relationship marketing strategies for sustainability adoption.
International Journal of Intercultural Information Management, 3(4), 277-291.

14 1528-2678-28-S6-006

Citation Information: Boadi Nyamekye, M., Shika Andoh, J.A., Ayiku, A., Quarcoe, J.O., Kantanka, A.S. (2024). Investigating
sustainability practices in star-rated hotels and customer citizenship behavior: empirical insights from
sub-saharan africa. Academy of Marketing Studies Journal, 28(S6), 1-16.


https://onlinelibrary.wiley.com/doi/abs/10.1002/bse.1847
https://onlinelibrary.wiley.com/doi/abs/10.1002/bse.1847
https://www.mdpi.com/2313-4321/3/4/56
https://www.mdpi.com/2313-4321/3/4/56
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-02-2015-0076/full/html
https://www.sciencedirect.com/science/article/pii/S0278431918300975
https://www.sciencedirect.com/science/article/pii/S0278431918300975
https://link.springer.com/article/10.1007/s11356-018-2161-5
https://www.sciencedirect.com/science/article/pii/S0969698914001155
https://www.tandfonline.com/doi/abs/10.1080/02642069.2017.1414194
https://www.pnas.org/doi/abs/10.1073/pnas.1906908116
https://www.pnas.org/doi/abs/10.1073/pnas.1906908116
https://journals.sagepub.com/doi/abs/10.1177/0149206305279602
https://www.tandfonline.com/doi/abs/10.1080/15693430600688831
https://www.mdpi.com/2071-1050/13/12/6574
https://www.mdpi.com/2071-1050/13/12/6574
https://www.sciencedirect.com/science/article/pii/S0378778812003969
https://www.sciencedirect.com/science/article/pii/S0378778812003969
https://www.nature.com/articles/nature10452
https://www.tandfonline.com/doi/abs/10.1080/02642069.2019.1680641
https://www.sciencedirect.com/science/article/pii/S0278431917304917
https://www.sciencedirect.com/science/article/pii/S0278431917304917
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-02-2016-0075/full/html.
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-02-2016-0075/full/html.
https://onlinelibrary.wiley.com/doi/abs/10.1002/sd.244
https://www.tandfonline.com/doi/abs/10.1080/11745398.2020.1850302
https://www.tandfonline.com/doi/abs/10.1080/11745398.2020.1850302
https://www.sciencedirect.com/science/article/pii/S2214629622002183
https://www.sciencedirect.com/science/article/pii/S2214629622002183
https://link.springer.com/article/10.1007/s11628-016-0304-7
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2150606
https://www.tandfonline.com/doi/abs/10.1080/09669580902928468
https://www.tandfonline.com/doi/abs/10.1080/09669580902928468
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-08-2020-0929/full/
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-08-2020-0929/full/
https://www.sciencedirect.com/science/article/pii/S1447677020301248
https://www.sciencedirect.com/science/article/pii/S1447677020301248
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-11-2014-0562/full/html
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-11-2014-0562/full/html
https://www.tandfonline.com/doi/abs/10.1080/19368623.2019.1533907
https://www.tandfonline.com/doi/abs/10.1080/19368623.2019.1533907
https://www.sciencedirect.com/science/article/pii/S027843199800005X
https://www.inderscienceonline.com/doi/abs/10.1504/IJIIM.2013.059971

Academy of Marketing Studies Journal Volume 28, Special Issue 6, 2024

Lee, J. S, Hsu, L.T., Han, H., & Kim, Y. (2010). Understanding how consumers view green hotels: how a
hotel's green image can influence behavioural intentions. Journal of sustainable tourism, 18(7), 901-
914.

Li, A., & Bagger, J. (2011). Walking in your shoes: Interactive effects of child care responsibility difference and
gender similarity on supervisory family support and work-related outcomes. Group & Organization
Management, 36(6), 659-691.

Malone, S., McKechnie, S., & Tynan, C. (2018). Tourists’ emotions as a resource for customer value creation,
cocreation, and destruction: A customer-grounded understanding. Journal of Travel Research, 57(7),
843-855.

Manaktola, K., & Jauhari, V. (2007). Exploring consumer attitude and behaviour towards green practices in the
lodging industry in India. International journal of contemporary hospitality management, 19(5), 364-
377.

Martinez, P. (2015). Customer loyalty: Exploring its antecedents from a green marketing perspective.
International Journal of Contemporary Hospitality Management, 27(5), 896-917.

Mensah, I. (2006). Environmental management practices among hotels in the greater Accra region. International
Journal of Hospitality Management, 25(3), 414-431.

Mensah, 1. (2020). Waste management practices of small hotels in Accra: An application of the waste
management hierarchy model. Journal of Global Business Insights, 5(1), 33-46.

Mercade Mele, P., Molina Gomez, J., & Garay, L. (2019). To green or not to green: The influence of green
marketing on consumer behaviour in the hotel industry. Sustainability, 11(17), 4623.

Narteh, B., Agbemabiese, G.C., Kodua, P., & Braimah, M. (2013). Relationship marketing and customer
loyalty: Evidence from the Ghanaian luxury hotel industry. Journal of Hospitality Marketing &
Management, 22(4), 407-436.

Oriade, A., Osinaike, A., Aduhene, K., & Wang, Y. (2021). Sustainability awareness, management practices and
organisational culture in hotels: Evidence from developing countries. International Journal of
Hospitality Management, 92, 102699.

Park, J., Yoo, J. L., & Yu, J. (2021). Effect of Hotel Air Quality Management on Guests’ Cognitive and
Affective Images and Revisit Intentions. International Journal of Environmental Research and Public
Health, 18(17), 9346.

Payne, A., Frow, P., & Eggert, A. (2017). The customer value proposition: evolution, development, and
application in marketing. Journal of the Academy of Marketing Science, 45(4), 467-489.

Payne, S. C., & Webber, S. S. (2006). Effects of service provider attitudes and employment status on citizenship
behaviors and customers' attitudes and loyalty behavior. Journal of applied psychology, 91(2), 365.

Perera, F. P. (2017). Multiple threats to child health from fossil fuel combustion: impacts of air pollution and
climate change. Environmental health perspectives, 125(2), 141-148.

Petrevska, B., Cingoski, V., & Serafimova, M. (2016). Sustainable tourism and hotel management in Macedonia
through the use of renewable energy sources. UTMS Journal of Economics, 7(1), 123-132.

Prud’homme, B., & Raymond, L. (2013). Sustainable development practices in the hospitality industry: An
empirical study of their impact on customer satisfaction and intentions. International Journal of
Hospitality Management, 34, 116-126.

Pullman, M. E., Maloni, M. J., & Carter, C. R. (2009). Food for thought: social versus environmental
sustainability practices and performance outcomes. Journal of supply chain management, 45(4), 38-54.

Reid, A. (2019). Climate change education and research: possibilities and potentials versus problems and
perils?. Environmental Education Research, 25(6), 767-790.

Scanlon, N. L. (2007). An analysis and assessment of environmental operating practices in hotel and resort
properties. International Journal of Hospitality Management, 26(3), 711-723.

Taoketao, E., Feng, T., Song, Y., & Nie, Y. (2018). Does sustainability marketing strategy achieve payback
profits? A signaling theory perspective. Corporate Social Responsibility and Environmental
Management, 25(6), 1039-1049.

TM, A., Kaur, P., Bresciani, S., & Dhir, A. (2021). What drives the adoption and consumption of green hotel
products and services? A systematic literature review of past achievement and future
promises. Business Strategy and the Environment, 30(5), 2637-2655.

Torres-Bagur, M., Ribas, A., & Vila-Subirés, J. (2019). Incentives and barriers to water-saving measures in
hotels in the Mediterranean: A case study of the Muga river basin (Girona, Spain). Sustainability,
11(13), 3583.

Tung, V.W.S,, Chen, P.J., & Schuckert, M. (2017). Managing customer citizenship behaviour: The moderating
roles of employee responsiveness and organizational reassurance. Tourism Management, 59, 23-35.

Van Tonder, E., & De Beer, L.T. (2018). New perspectives on the role of customer satisfaction and commitment
in promoting customer citizenship behaviours. South African Journal of Economic and Management
Sciences, 21(1), 1-11.

15 1528-2678-28-S6-006

Citation Information: Boadi Nyamekye, M., Shika Andoh, J.A., Ayiku, A., Quarcoe, J.O., Kantanka, A.S. (2024). Investigating
sustainability practices in star-rated hotels and customer citizenship behavior: empirical insights from
sub-saharan africa. Academy of Marketing Studies Journal, 28(S6), 1-16.


https://www.tandfonline.com/doi/abs/10.1080/09669581003777747
https://www.tandfonline.com/doi/abs/10.1080/09669581003777747
https://journals.sagepub.com/doi/abs/10.1177/1059601111416234
https://journals.sagepub.com/doi/abs/10.1177/1059601111416234
https://journals.sagepub.com/doi/abs/10.1177/0047287517720118
https://journals.sagepub.com/doi/abs/10.1177/0047287517720118
https://www.emerald.com/insight/content/doi/10.1108/09596110710757534/full/html
https://www.emerald.com/insight/content/doi/10.1108/09596110710757534/full/html
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-03-2014-0115/full/html
https://www.sciencedirect.com/science/article/pii/S0278431905000198
https://www.mdpi.com/2071-1050/11/17/4623
https://www.mdpi.com/2071-1050/11/17/4623
https://www.tandfonline.com/doi/abs/10.1080/19368623.2012.660564
https://www.tandfonline.com/doi/abs/10.1080/19368623.2012.660564
https://www.sciencedirect.com/science/article/pii/S0278431920302516
https://www.sciencedirect.com/science/article/pii/S0278431920302516
https://www.mdpi.com/1660-4601/18/17/9346
https://www.mdpi.com/1660-4601/18/17/9346
https://link.springer.com/article/10.1007/s11747-017-0523-z
https://link.springer.com/article/10.1007/s11747-017-0523-z
https://psycnet.apa.org/record/2006-03206-009
https://psycnet.apa.org/record/2006-03206-009
https://ehp.niehs.nih.gov/doi/abs/10.1289/EHP299
https://ehp.niehs.nih.gov/doi/abs/10.1289/EHP299
http://eprints.ugd.edu.mk/15973/
http://eprints.ugd.edu.mk/15973/
https://www.sciencedirect.com/science/article/pii/S0278431913000285
https://www.sciencedirect.com/science/article/pii/S0278431913000285
https://onlinelibrary.wiley.com/doi/abs/10.1111/j.1745-493X.2009.03175.x
https://onlinelibrary.wiley.com/doi/abs/10.1111/j.1745-493X.2009.03175.x
https://www.tandfonline.com/doi/abs/10.1080/13504622.2019.1664075
https://www.tandfonline.com/doi/abs/10.1080/13504622.2019.1664075
https://www.sciencedirect.com/science/article/pii/S027843190600065X
https://www.sciencedirect.com/science/article/pii/S027843190600065X
v
v
https://onlinelibrary.wiley.com/doi/abs/10.1002/bse.2768
https://onlinelibrary.wiley.com/doi/abs/10.1002/bse.2768
https://onlinelibrary.wiley.com/doi/abs/10.1002/bse.2768
https://www.mdpi.com/2071-1050/11/13/3583
https://www.mdpi.com/2071-1050/11/13/3583
https://www.sciencedirect.com/science/article/pii/S0261517716301182
https://www.sciencedirect.com/science/article/pii/S0261517716301182
https://journals.co.za/doi/abs/10.4102/sajems.v21i1.1894
https://journals.co.za/doi/abs/10.4102/sajems.v21i1.1894

Academy of Marketing Studies Journal Volume 28, Special Issue 6, 2024

Vatan, A., & Yilmaz, Z. (2020). New ceramic solutions in sustainable hotels within the scope of sustainable
innovation. In Entrepreneurial opportunities (pp. 147-163). Emerald Publishing Limited.

Walls, A.R. (2013). A cross-sectional examination of hotel consumer experience and relative effects on
consumer values. International Journal of Hospitality Management, 32, 179-192.

Woo, M. (2019). Assessing customer citizenship behaviors in the airline industry: Investigation of service
quality and value. Journal of Air Transport Management, 76, 40-47.

Xie, L. S, Peng, J. M., & Huan, T. C. (2014). Crafting and testing a central precept in service-dominant logic:
Hotel employees’ brand-citizenship behavior and customers’ brand trust. International Journal of
Hospitality Management, 42, 1-8.

Yi, Y., & Gong, T. (2006). The antecedents and consequences of service customer citizenship and badness
behavior. Seoul Journal of Business, 12(2), 145-176.

Yu, Y., Li, X., & Jai, T. M. (2017). The impact of green experience on customer satisfaction: Evidence from
TripAdvisor. International Journal of Contemporary Hospitality Management, 29(5), 1340-1361.

Zanni, S., Mura, M., Longo, M., Motta, G., & Caiulo, D. (2022). Indoor air quality monitoring and management
in hospitality: an overarching framework. International Journal of Contemporary Hospitality
Management, 35(2), 397-418.

Corresponding Author Details:

Dr. Mrs. Juliana Akushika Andoh
Department of Marketing

University of Professional Studies, Accra
Email:
akusihika.acquaye@upsamail.edu.gh
Contact: +233 27 454 0933

Received: 27-Feb-2024, Manuscript No. AMSJ-24-14556; Editor assigned: 28-Feb-2024, PreQC No. AMSJ-24-14556(PQ); Reviewed:
29-May-2024, QC No. AMSJ-24-14556; Revised: 26-Jun-2024, Manuscript No. AMSJ-24-14556(R); Published: 02-Aug-2024

16 1528-2678-28-S6-006

Citation Information: Boadi Nyamekye, M., Shika Andoh, J.A., Ayiku, A., Quarcoe, J.O., Kantanka, A.S. (2024). Investigating
sustainability practices in star-rated hotels and customer citizenship behavior: empirical insights from
sub-saharan africa. Academy of Marketing Studies Journal, 28(S6), 1-16.



https://www.emerald.com/insight/content/doi/10.1108/978-1-83909-285-520201011
https://www.emerald.com/insight/content/doi/10.1108/978-1-83909-285-520201011
https://www.sciencedirect.com/science/article/pii/S0278431912000771
https://www.sciencedirect.com/science/article/pii/S0278431912000771
https://www.sciencedirect.com/science/article/pii/S096969971830303X
https://www.sciencedirect.com/science/article/pii/S096969971830303X
https://www.sciencedirect.com/science/article/pii/S0278431914000929
https://www.sciencedirect.com/science/article/pii/S0278431914000929
https://pureportal.strath.ac.uk/en/publications/the-antecedents-and-consequences-of-service-customer-citizenship-
https://pureportal.strath.ac.uk/en/publications/the-antecedents-and-consequences-of-service-customer-citizenship-
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-07-2015-0371/full/html
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-07-2015-0371/full/html
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-12-2021-1549/full/html?trk=organization_guest_main-feed-card_feed-article-content
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-12-2021-1549/full/html?trk=organization_guest_main-feed-card_feed-article-content

