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Abstract Tourism consists of a “neuralgic” sector of the economy of many coun-
tries, and for it to be viable in the future years, sustainable practices are applied. One
area of sustainability in the tourism sector is the interest in sustainable practices that
hotels employ. This research focuses on the sustainable practices that hotels use, and
specifically, it measures the green hotel practices as evaluated by the Greek Genera-
tion Z cohort. Seven statements referring to a hotel’s (0-5 star) environmental policy
that is easily detected when staying at a hotel room are evaluated by 736 Generation
Z members. Criteria for participating in the study were to be an adult member of
the Greek Generation Z cohort, thus born 1995-2001 in 2019, have internet access,
an email or Facebook account, and stayed at a hotel for at least two nights. Addi-
tionally, satisfaction, intention to return, and intention to recommend the hotel are
measured based on the hotel’s environmentally friendly practices. A web-based ques-
tionnaire was utilized for data selection in May 2020, during the country’s lockdown,
with questions referring to hotel accommodation of the previous year. Data anal-
ysis incorporated descriptive statistics, K-Means Cluster analysis, chi-square, and
cross-tabulation tests. Cluster analysis is applied to all seven statements, plus the
three statements: satisfaction, intention to return, and intention to recommend. K-
Means Cluster analysis extracted three segments, precisely the “environmentally
indifferent,” the “environmentally sensitive,” and the “environmentally insensitive
but dissatisfied”. Marketing directions are provided two-fold: towards the targeted
customer group, i.e., the Greek members of the Generation Z cohort for increasing
environmental awareness, as well as towards the hoteliers with recommendations
referring to low-cost sustainable practices.
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1 Introduction

From the end of 1980 and onwards, environmental protection and performance have
been of great interest by authorities, businesses, and the communities (Erdogan &
Tosun, 2009; Lim & McAleer, 2005). The tourism industry relies heavily on the
environment since natural, beautiful, and impressive sceneries and places are desti-
nation attributes that attract tourists (Chen et al., 2021; Lee et al., 2010; Li et al.,
2021). Then again, the tourism industry exploits natural resources in different ways
degrading the environment (Kamenidou et al., 2018; Khan et al., 2020; Williams &
Ponsford, 2009).

Today, on the one hand, the consequences of climate change and natural resources
exploitation have appeared, while consumer parties and organizations take action
to maintain sustainability and a sustainable future. On the other hand, tourists have
become more educated, thus being more environmentally aware and sensitive (Hsiao
et al., 2014). Subsequently, they have an increased preference towards destinations
(Leeetal., 2010) and hotels (Warren et al., 2017), that apply environmentally friendly
practices (EFP). Consequently, stakeholders in the tourism industry take measures
for a sustainable tourism future (Dinica, 2009; Lemy et al., 2019; Lopes et al., 2020)
in order to be competitive in the marketplace.

Hotels are a focal point in the tourism industry and more and more hotel managers
acknowledge that the application of an environmental policy is a competitive advan-
tage (Chan & Hsu, 2016; Pham et al., 2019; Stylos et al., 2018). This competi-
tive advantage will trigger customers’ positive future behavior towards the hotel
(Martinez, 2015; Wang et al., 2018), and thus it will increase profitability. Studies
referring to the EFP that hotels apply are abundant in literature due to the seriousness
of the issue (Dimitiradis et al., 2018; Han et al., 2011; Hsiao et al., 2014; Li et al.,
2021).

Also, tourist demographic characteristics, such as age, impact on tourist behavior,
and studies have revealed that they play an essential role in choosing hotels that
apply environmental policy (Han et al., 2009; Mensah & Mensah, 2013; Rodriguez
etal., 2020). Though, a relatively fewer academic papers focus exclusively on young
tourists (18-25 years old) and the hotel’s EFP (HEFP), most of which are outside
the focus of this paper. With respect to age, and specifically generational cohorts as
tourists and HEFP, limited studies were found, and to our knowledge, exist, mainly
focusing on millennials/generation Y (e.g., Bahja & Hancer, 2021). Only a handful
focus solely (or amongst other cohorts) with generation Z (e.g., Dgbski & Borkowska-
Niszczota, 2020). Thus, the study of the Generation Z cohort (Gen Zers) as tourists
and HEFP is in its infancy. This paper has as its aspiration to reduce this gap in the
academic literature.

Specifically, it aims to explore if the hotel Gen Zers stayed in during 2019 (before
the COVID-19 crisis) implemented EFP (or a green, eco-hotel, or sustainable policy).
It also measures based on HEFP, their satisfaction, intention to return, and intention to
recommend the specific hotel. Lastly, it segments Gen Zers based on these variables.

This research fills the following gaps in the literature:
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1. It deals with an understudied issue, i.e., the combination of generational cohort
research and HEFP, which is extremely rare in the academic arena.

2. It measures actual (after consumption) behavior based on HEFP (i.e., satisfac-
tion, intention to return, and intention to recommend as a result of the HEFP
experience).

3. Itsegments Gen Zers based on the chosen HEFP, satisfaction, intention to return,
and intention to recommend which up to now, and to our knowledge, no research
has been implemented.

The outcome of this study is considered important for hoteliers and officials in
charge of implementing sustainable regulations in the tourism and hospitality sector.
The research outcomes of this study are valuable for the hotel management, which
can benefit from the provided insight from a generational cohort that is the future
of the society (Kamenidou et al., 2019), and the information provided may be used
to decrease the hotels’ environmental problems in order to be in line with their
customers’ desires (Verma & Chandra, 2018).

This paper is structured as follows. The next section provides the literature review
followed by the methodology and the results. Additionally, the discussion based on
results, the implications, the conclusions, the limitations, and directions for future
research are presented.

2 Literature Review

With respect to age, and specifically generational cohorts as tourists, which are
considered as better indicators than age (Kamenidou et al., 2021), 67 studies were
found. Thus, to our knowledge, these exist referring to HEFP and generational
cohort’s behavior. However, these studies mainly refer vaguely to generational
cohorts (or are located in the reference section), with few directing research on them.
To our knowledge, those that focus on generational cohorts and the hotel’s eco-
friendly practices are 14 in total. Ten of these emphasize on millennials/generation
Y (e.g., Huh & Chang, 2017; Tang & Lam, 2017; Wang et al., 2018). Though, very
few deal exclusively (or also) with the Generation Z cohort (D¢bski & Borkowska-
Niszczota, 2020; Lemy, 2016; Nadanyiovd & Gajanovd, 2019; Shin & Kang, 2021),
generation X (Bahja & Hancer, 2021), or multiple generations (Bahja & Hancer,
2021; Nadanyiova & Gajanova, 2019; Shin & Kang, 2021).

Specifically, regarding the Gen Zers, four studies have been found that deal with
HEFP, which are presented in the following.

Shin and Kang (2021) investigated multigenerational cohorts’ intentions (N =
413) to participate in green P2P (peer-to-peer) accommodations. They found that
younger consumers (i.e., Generation Y&Z) are more likely to address environmen-
tally friendly (EF) lodging behavior compared to older generational cohorts. As the
authors stated, this is due to that “younger consumers’ personal normative goal in
green consumption acts as a more effective motivator for creating a positive attitude
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toward green traveling compared with the older generation”. Dgbski and Borkowska-
Niszczota (2020), explored the ecological behavior, attitudes, and choices of Gen
Zers (N = 245, 18-25 years old) in the accommodation business sector. They found
that Gen Zers rate highly accommodation facilities that carry out pro-ecological
procedures and thus, are willing to stay at EF accommodations. Nadanyiovd and
Gajanova (2019) through a multigenerational cohort approach (N = 407, i.e., Baby
Boomers: 46 respondents, Generation X: 95, Generation Y: 163, and Gen Zers: 103
respondents) explored consumers’ perceptions of green marketing as a source of
competitive advantage in the hotel industry. They found that: Gen Zers tend to give
more attention to environmental protection by e.g., noticing the hotel’s ecolabel.

Furthermore, half of Gen Zers consider that a hotel’s green activities are a criterion
for potentially selecting it and perceive saving water, energy, and recycling as the
most essential hotel practices that promote environmental protection. Though, even
if they consider the hotel’s green activities as a criterion for selecting it, when asked
about the importance of a hotel’s green activities to consumers, a large percentage
answered that they are not interested in whether a hotel does apply green activities and
promotes them accordingly. Lemy (2016) explored Gen Zers perceptions of HEFP
effects on service quality through qualitative research (20 students) and specifically
focus groups. Findings showed that Gen Zers have favorable perceptions towards the
HEFP.

3 Methodology

Seven items were used referring to the HEFP that could be observed by anyone
that stayed in the hotel room. The seven items were adopted from Stegerean et al.
(2014) and Dimitiradis et al. (2018) and were slightly modified in order to be in
line with the aim and objectives of the research. The seven items used were: (1) The
hotel follows an environmental certification system (there is a sign at the reception,
in the room, or the in-room hotel’s leaflets/brochures), (2) The hotel has a written
environmental policy (there is a sign at the reception, in the room, or the in-room
hotel’s leaflets/brochures), (3) The products in the room are ecological, such as soaps
and shampoos (the products have eco certifications), (4) The hotel has electricity
saving practices (such as key cards to control the electric power in the room), (5) The
hotel applies water consumption reduction practices (such as low-flow taps or taps
with sensors), (6) The hotel applies selective waste collection practices (has separate
bins for glass, plastic, etc. in the room or balcony), (7) The hotel uses cleaning
products that do not harm the environment (there is a sign at the reception, in the
room, or the in-room hotel’s leaflets/brochures). Answers were rated on a 5-point
Likert scale, whereas 1 = I totally disagree up to 5 = I totally agree, with the neutral
answer 3 = I neither agree/nor disagree.

As to satisfaction measurement, the S-point satisfaction scale, based on HEFP
(Likert-type scale) was used with 1 = totally dissatisfied up to 5 = totally satisfied and
the neutral answer point 3 = neither satisfied nor dissatisfied. Referring to intention
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to return and intention to recommend based on HEFP, a 5-point probability (Likert-
type scale) was used. More precisely, the scale had answers rated as 1 = very unlikely
up to 5 = very likely, and the neutral point 3 = neither likely nor unlikely.

In order to participate in the research, criteria were applied. Specifically, they had
to be an adult member of the Greek Generation Z cohort (i.e., born between 1995 and
2001), have internet access, an email or Facebook account, and had stayed at a hotel
the previous year (before the lockdown due to COVID-19) for at least two nights (in
2019). For data collection, the convenience combined with the snowball sampling
procedure was utilized. Specifically, since the targeted group was young tourists
and exclusively Gen Zers, an online questionnaire was developed for data collec-
tion, and data was collected via the internet. A Facebook account was created that
provided the study’s aim, the qualified participants, and the link to the questionnaire.
When the questionnaire opened, it also provided the purpose, the qualified partici-
pants, the instructions, and the consent to use the data. In the questionnaire’s instruc-
tion section, the participant’s above-mentioned qualifications were stated, while the
written permission was the first question. The invitation to participate in the research
as well as the link of the questionnaire was sent to friends, acquaintances, and students
of the researchers. They were also requested to invite other Gen Zers that meet the
above criteria. The link was activated for about one month, from 28 April until 31
May 2020. Questionnaires were valid only if they met the before-mentioned criteria
and gave consent to use the questionnaire for data analysis. If one of the criteria was
not fulfilled, the questionnaire was discarded. In this manner, the final sample size
was 736 Gen Zers. Data analysis included descriptive statistics, K-Means Cluster
analysis, chi-square, and cross-tabulation tests.

Ethical Approval: There are no ethical issues involved in the processing of the
questionnaire data used in the study. The necessary consents have been obtained by
the persons involved, and the anonymity of the participants has been secured. All
procedures performed in studies involving human participants were in accordance
with the ethical standards of the International Hellenic University research committee
and with the 1964 Helsinki declaration and its later amendments or comparable
ethical standards.

4 Results

Sample profile

The majority of the participants were females, which were overrepresented in the
sample (61.1%). As for age, two highly represented age groups stood out: the 20-
year-old (20.7%) and the 22-year-old (17.1%) group. The 18-year-old Gen Zers
(6.3%) were the least represented age group, followed by the 21-year-old (11.7%).
The overwhelming majority of the sample was single (96.7%), university students
(67.7%), and 68.5% had completed secondary education (i.e., lyceum including
those that were at present university students). Lastly, as to income, 43.5% had net
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family income up to 1000.00€, 37.8% from 1000.01-2000.00€, and 18.7% more
than 2000.00€.

Gen Zers tourist behavior

The hotel that Gen Zers stayed at was located in Macedonia, Greece, for 26.9%
of the sample (Central Macedonia, Western Macedonia, and Eastern Macedonia
and Thrace), Greek islands (34.5%), the rest of Greece (16.3%), and lastly, 22.3%
stayed at a hotel abroad/overseas. Moreover, the hotel that Gen Zers chose was
found by personal search on the internet, through online booking platforms, such as
Booking.com or Trip Advisor (43.5%), or other different websites (20.1%). Addition-
ally, 15.5% found the hotel from friends who recommended it to them, 11.1% found
it from travel agents, and 9.8% from other sources. The number of nights Gen Zers
stayed at the hotel is 2-3 for the 34.5% and 4-5 nights for the 48.4% of the sample.
Additionally, 11.9% of Gen Zers stayed 6—7 nights, and more than seven nights
stayed 5.2% of the participants. The reason for staying in the hotel was job-related
(5.4%) and tourism and recreation-related (84.8%). Also, 9.8% of the sample stated
that they stayed at the specific hotel for work combined with tourism/recreation.
Regarding the number of stars the hotel had, 14.4% of the Gen Zers stayed at a hotel
with 0-2 stars and 31.3% at a three-star hotel. Moreover, 42.3% of Gen Zers stayed
at a four-star hotel and 12.0% at a five-star hotel.

Table 1 presents the HEFP based on Gen Zers’ experience during their stay. From
the MS, it is evident that no MSS > 3.50 on the Likert scale, and thus most hotels that

Table 1 Hotels’ environmental policy

Hotel’s environmental policy statements 1 2 3 4 5 MS

The hotel follows an environmental certification 46 133 [37.2 |323 125 |3.35
system (there is a sign at the reception, in the room, or
the in-room hotel’s leaflets/brochures)

The hotel applies selective waste collection practices | 11.1 |16.0 |24.7 |28.8 | 19.3 |3.29
(has separate bins for glass, plastic, etc. in the room or
balcony)

The hotel has electricity saving practices (such as key | 7.6 |17.4 |359 |25.8 |13.3 |3.20
cards to control the electric power in the room)
The hotel uses cleaning products that do not harm the | 7.9 |15.2 |38.6 |25.5 | 12.8 |3.20
environment (there is a sign at the reception, in the
room, or the in-room hotel’s leaflets/brochures)
The hotel has a written environmental policy (thereis | 8.7 |16.8 |35.9 |25.3 | 13.3 |3.18
a sign at the reception, in the room, or the in-room
hotel’s leaflets/brochures)

The products in the room are ecological, such as soaps | 10.6 | 16.6 |35.1 |24.5 |13.3 |3.13
and shampoos (the products have eco certifications)

The hotel applies water consumption reduction 9.0 1204 |36.1 |209 |13.6 |3.10
practices (such as low flow taps or taps with sensors)

Source The authors
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Gen Zers chose did not employ EFP. Also, all MS > 3.00, therefore fall in the range
3.00 < MS < 3.4. Therefore, a concentration of MS around (indifferent) point 3 of
the Likert scale is observed. In Table 1, in the first row, the numbers 1-5 represent
the answers of the Likert scale, while the numbers in the corresponding columns
represent percentages.

As to Gen Zers’ future behavior toward the hotel they stayed at, results revealed
the following. As to satisfaction based on the HEFP, 74.2% of the Gen Zers were
satisfied or very satisfied (MS = 3.97). As to intention to return (based on their
experiences of HEFP), only 55.5% considered likely or very likely to return to the
specific hotel (MS = 3.52). Lastly, as an intention to recommend the hotel based on
their experiences of HEFP, 70.1% considered likely or very likely to recommend the
specific hotel (MS = 3.85).

Segmentation of Gen Zers

Segmentation through K-Means Cluster analysis extracted three clusters (Table 2).
ANOVA tests showed that all three segments are different in all cases (p = 0.000).
Table 2 presents the three segments derived from K-Means Cluster analysis, the
number of participants per cluster (N), the Final Cluster Centers (FCC, i.e., the
numbers in each cluster column), as well as the results of the ANOVA tests (F-statistic
and p-value).

In addition, chi-square tests were executed in order to explore statistically signifi-
cant differences (o« = 0.05) between Gen Zers’ demographic characteristics (plus the
location of their chosen hotel) and clusters. Results reveal that Gen Zers’ age (x 52
= 6.709; p = 0.035) and education (x> = 33.112, p = 0.000) provided statistically
significant differences. The Gen Zers were divided into two main age categories: the
younger Gen Zers (18-20 years old) and the older Gen Zers (21-24 years old).

Segment No. 1: “The environmentally indifferent.” This segment is the largest of
the three since it incorporates 312 Gen Zers (i.e., 42.4% of the sample). Gen Zers
neither agree nor disagree that the hotel applies these methods (2.6 < FCC <3.1). It
could also be safe to suggest that these Gen Zers probably did not observe if the hotel
employs eco practices. This is considered a logical conclusion since if they observed
the seven practices stated, they could either agree that they exist or disagree that the
hotel practices them.

Furthermore, based on the HEFP, they are satisfied with the hotel, they tend to
prefer to come to this hotel in the future, and they are likely to recommend it to
others. The profile of this segment has as follows: it is overrepresented by females,
compared to the other two groups, it has the most significant percentage of older,
single, and university students Gen Zers. Lastly, the hotel they stayed at is located
on a Greek Island.

Segment No. 2: “The environmentally sensitive”. This segment is the second
largest of the three segments since it incorporates 286 Gen Zers (i.e., 38.8% of the
sample). The Gen Zers of this group agree that the hotel includes EFP (3.9 < FCC
< 4.2). Furthermore, based on the HEFP, they are satisfied with their stay at the
hotel, they are likely to stay again at this hotel in the future, and they are likely to
recommend it to others. The profile of this group has as follows: it is overrepresented
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Table 2 Segments of the Gen Zers based on hotel’s environmental practices and Gen Zers’ future
behavior

Environmentally friendly practices ClL1 CL2 CL3 F Sig.
N=312|N=286 N=138
The hotel follows an environmental 3.03 4.08 2.54 214.164 | 0.000

certification system (there is a sign at the
reception, in the room, or the in-room hotel’s
leaflets/brochures)

The hotel has a written environmental policy |2.89 3.94 223 188.035 | 0.000
(there is a sign at the reception, in the room,
or the in-room hotel’s leaflets/brochures)

The products in the room are ecological, such | 2.74 4.05 2.13 277.127 | 0.000
as soaps and shampoos (the products have
eco certifications)

The hotel has electricity saving practices 2.79 4.13 2.20 339.499 | 0.000
(such as key cards to control the electric
power in the room)

The hotel applies water consumption 2.65 3.98 2.29 235.023 | 0.000
reduction practices (such as low flow taps or
taps with sensors)

The hotel applies selective waste collection | 2.83 4.14 2.57 153.872 | 0.000
practices (has separate bins for glass, plastic,
etc. in the room or balcony)

The hotel uses cleaning products that do not | 2.80 4.03 2.39 227.008 | 0.000
harm the environment (there is a sign at the
reception, in the room, or the in-room hotel’s

leaflets/brochures)

I am satisfied with this hotel 4.12 4.45 2.65 289.839 | 0.000
I will continue to prefer the services of this | 3.68 4.07 2.01 310.587 | 0.000
hotel in the years to come

I would recommend this hotel to anyone who | 4.00 4.45 2.26 411.717 | 0.000

seeks my advice

Source The authors

by females, while the older Gen Zers comprise a little over half of the group (53%)
and are also single in the vast majority. Compared to the other two groups, it has
the largest percentage of Zers that have finished secondary education. As to their
profession, the university student group dominates this segment, their family income
is up to 1000.0€ (42.7%), and the hotel is located in Macedonia, Greece.

Segment No. 3: “The environmentally insensitive but dissatisfied.” This group is
the smallest of the three segments since it incorporates 138 Gen Zers (i.e., 18.8% of
the sample), who disagree that the hotel they chose applies EFP (2.1 < FCC < 2.6).
Furthermore, based on the experienced HEFP, they tend to be dissatisfied with their
stay at the hotel (FCC = 2.65), they are not likely to stay again (FCC = 2.01) at this
hotel in the future and they are not likely to recommend it to others (FCC = 2.26).
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The profile of this group has as follows. Compared to the other two, this group has the
highest percentage of females, married, postgraduates, salaried, and Gen Zers family
income up to 1000.0€ (47.8%). Furthermore, compared to the other two groups, it
has the smallest percentage of singles, university students, families with income >
2000<€. Lastly, the hotel that Gen Zers stayed at is located abroad.

5 Discussion—Conclusion

This study aimed to explore if the hotel that Gen Zers stayed at implemented EFP.
The findings of the study, based on the MS of each statement rated, reveal that the
chosen by the Gen Zers hotels were EF indifferent. This conclusion is based on the
MS from the seven statements examined, which were concentrated around point 3
of the Likert scale (neither agree nor disagree). Gen Zers satisfaction, intention to
return, and intention to recommend the specific hotel based on the experienced HEFP
were also measured. MS for these statements reveals that Zers are satisfied and are
likely to recommend the hotel, but neither likely nor unlikely to return to it in the
future. Lastly, it segments Gen Zers on the basis of these variables. Three groups
of Gen Zers arose, namely, the “environmentally indifferent,” the “environmentally
sensitive,” and the “environmentally insensitive but dissatisfied.*

The findings of this study cannot be directly compared to other studies since we
have not found similar research regarding aim and objectives and the targeted sample
group. Thus, any comparisons will be made indirectly.

Researchers have asserted that every generational cohort has different values and
behavior compared to the others (Kamenidou et al., 2021; Shin & Kang, 2021). For
so, stakeholders should implement changes that target these cohorts separately.

As for Gen Zers and HEFP, the findings of this study are partially in line with
other studies. For example, Debski and Borkowska-Niszczota (2020) found that Gen
Zers rate highly accommodation facilities that carry out pro-ecological procedures
and thus, are willing to stay at environmentally-friendly accommodations. This is
partially in line with our findings and specifically with the environmentally sensitive
group (38.8% of the Gen Zers), which has chosen a hotel that applies EFP.

Additionally, the findings of this study are partially in line with the results of
Nadanyiova and Gajanova (2019). They found that even if Gen Zers consider the
hotel’s green activities as a criterion for selecting it, they are not interested in whether
a hotel does apply green activities and promotes them accordingly. In this study, the
environmentally insensitive but dissatisfied and environmentally indifferent group
added together comprise 61.2% of the sample. Both groups did not select a hotel
based on its EFP. In general, this study is also in line with the study of Haddouche
and Salomone (2018), who found that sustainable tourism is not a key concept for
Gen Zers and opposes McBride (2016), and Lemy (2016), who stated that Gen Zers
value or have favorable perceptions towards hotel’s that implement EFP.

As to segmentation analysis, academic research referring directly to Gen Zers
and HEFP are not found for comparison. Though, in segmenting Gen Zers based on
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sustainable behavior, Kamenidou et al. (2019) found that it is limited in researching
Gen Zers university students’ sustainable food consumption behavior. The two
groups that arose were the “The under-consideration students” and the “negatively
positioned students.” It also lies in line with Su et al. (2019) results (studying sustain-
able food consumption), who found that “Gen Z consumers with high environmental
consciousness (sustainable activists) and moderate ecological awareness (sustain-
able believers) considered more eco-friendly and healthy product attributes when
purchasing sustainable food, whereas Gen Z consumers with low environmental
consciousness (sustainable moderates) considered more extrinsic product attributes
(e.g., price and convenience).”

Marketing implications

Gen Zers are born in technology; they spend many hours per day in social media
platforms and are the channels where they obtain information (Kamenidou et al.,
2021). They have a dominant presence in social networks, and e-WOM is a vital
source of information for Gen Zers (Dawson, 2018). Gen Zers widely use social
media as part of their identity and spread e-WOM details on their trip (Kamenidou
etal.,2021). Gen Zers favor user-generated content over traditional influencer content
and are mostly influenced by their peers (Walters, 2021). Thus, in targeting Gen Zers
to make them more environmentally conscious, digital communication channels are
the most suitable way to access them. Therefore, social networks and hotel websites,
and online accommodation platforms are ways to notify Gen Zers about a hotel’s
EFP (Nadanyiovad & Gajanovd, 2019).

Mendleson and Polonsky (1995 in Shin & Kang, 2021) point out that Gen Zers are
more environmentally conscious than older cohorts since they have obtained envi-
ronmental education during their school education and because of the environmental
issues they have faced. Thus, tourist destination sites must point out the hotels that
apply EFP and the EFP practiced by the destination authorities. Hotels that utilize
EFP should also target the indirect customers, such as environmental associations to
inform their members about the specific hotel and its EFP.

Furthermore, Gen Zers seek memorable experiences (Kamenidou et al., 2021;
Tor6csik et al., 2014). Therefore, when applying EFP, hotels must simultaneously
offer exceptional service encounters so these two variables will be combined in the
Gen Zers subconscious. Previous findings also reveal that Gen Zers are reluctant to
discard plastic packages and do not have a positive attitude towards some HEFP,
such as prolonged usage of bed sheets or sheets and towels changed only on request
(Nadanyiovd & Gajanova, 2019). So, these tactics may not be implemented by hotels
since they spur negative attitudes towards the hotel.

As for implications for hoteliers, the significance of their eco-friendly policy
will become more intense in the coming years (either through consumer demand or
government laws), thus defining the hotel’s survival in the marketplace. Therefore,
several steps should be taken on their behalf, some of which could be the following. To
obtain certification for its EFP and take pro-environmental measures (Nadanyiova &
Gajanovd, 2019) that are not costly, or in the near future, the cost will be covered by
the benefits derived. Such measures may well be using key cards in the rooms and
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thus reducing the electricity cost, which will lead to a future reduction of operational
costs (Fuentes-Moraleda et al., 2019).

Limitations and directions for future research

This research has some unavoidable limitations that should be considered when inter-
preting its results and could simultaneously serve as a trigger for future research. First,
this study did not explore if Gen Zers have engaged up to now in pro-environmental
behavior or if they are a member of an ecological organization. Another limitation
is that it did not have as a question if Zers searched for an environmentally friendly
hotel. Though, this question is answered indirectly two-fold, first from their answers
regarding the observed HEFP and secondly, from the K-Means Cluster analysis.
The third limitation is the number of variables that are incorporated in the question
referring to the HEFP. Other statements/variables that are equally important may
have been left out. Another limitation is the targeted group, the sample size, and the
research design. More precisely, this research is limited to one generational cohort,
Gen Zers, with a sample size of 736, which may be considered small. It also incorpo-
rated online data collection channels and a non-probability sampling method, which
excludes the generalization of results. Thus, subsequent studies that deal with these
limitations would be very beneficial and interesting regarding its outcomes.

All the above considered, this research is important because it provides insight
and firsthand information about an issue that is understudied. Specifically, it provides
an understanding of the youngest adult generational cohort combined with its chosen
HEFP, their satisfaction, their intention to return, and intention to recommend, and
segments them on this basis. Therefore, it provides hotel managers with valuable
information for future facility adjustments.
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