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Abstract  
Tourism makes a significant contribution to climate change and without any action the negative 

effects will keep growing. Tour operators can play a substantial role in climate change mitigation. 

While tour operators consider to offer carbon-reduced holidays, little is known about the consumer 

response to those holidays. Therefore, this thesis aims to explore the consumer reaction to carbon-

reduced holidays. An experimental design explored the role of carbon footprint, a carbon label and 

price in the booking experience. The results indicate that the carbon footprint of a holiday does not 

have an effect on ÃÏÎÓÕÍÅÒȭÓ attitudes and booking intentions. Individually the carbon-label and price 

do not have an effect either, but in combination they have a significant effect: a higher price is less 

accepted when there is a carbon label alongside the holidays than when there is no label. This 

research shows that consumers accept carbon-reduced holidays like they accept normal holidays. 

Therefore, tour operators can include carbon-reduced holidays in their offer. Using a carbon-label 

should be done with caution, since its use can be counterproductive. This thesis contributes to the 

literature on the consumer-side of carbon-reduced holidays by providing new insights into their 

attitudes and booking intentions of such holidays. 
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1. Introduction  
Tourism contributes substantially to climate change. Without any action from the tourism sector, the 

negative effects on climate change will keep growing (Amelung et al., 2007). Tourism has grown and 

ÃÈÁÎÇÅÄ Á ÌÏÔ ÏÖÅÒ ÔÈÅ ÐÁÓÔ ÃÏÕÐÌÅ ÏÆ ÄÅÃÁÄÅÓȢ 4ÈÅ ÁÃÔÉÖÉÔÙ ÏÆ ȬÇÏÉÎÇ ÏÎ Á ÈÏÌÉÄÁÙȭ ÈÁÓ ÃÈÁÎÇÅÄ ÆÒÏÍ Á 

luxury good to a basic need of life for most people. Nowadays, tourists travel more often and travel 

further away to fulfil this need to travel. After the financial crisis of 2009, international arrivals have 

been increasing by 4% every year (UNWTO, 2016). Tourism activities, in particular flights and 

accommodation, need structural carbon footprint reduction to be sustainable (Strasdas, 2010). Tour 

operators are at the centre of the tourism sector and have the ability to play a substantial role in 

climate change mitigation (Budeanu, 2005; Tepelus, 2005; Van Wijk & Persoon, 2006; Sigala, 2008; 

Adriana, 2009).  

 

While tour operators consider to adjust their offer by selling carbon-reduced holidays, little is known 

about the consumer response regarding these carbon-reduced holidays. Current research mainly 

looks at carbon-labelsȟ ×ÈÉÃÈ ÁÒÅ ȰÃÏÍÍÕÎÉÃÁÔÉÏÎ ÓÙÓÔÅÍÓ ÉÎÔÅÎÄÅÄ ÔÏ ÉÎÆÌÕÅÎÃÅ ÃÏÎÓÕÍÅÒ ÂÅÈÁÖÉÏÕÒ 

ÔÏ×ÁÒÄÓ ÇÒÅÁÔÅÒ ÃÏÎÓÉÄÅÒÁÔÉÏÎ ÏÆ ÅÎÖÉÒÏÎÍÅÎÔÁÌ ÃÏÎÃÅÒÎÓȱ ɉ'ĘÓÓÌÉÎÇ Ǫ "ÕÃËÌÅÙȟ ςπρφȟ ÐȢσυωɊȟ as a 

means of communication of carbon reduction on holiday packages (Eijgelaar et al., 2016). The focus 

seems to stay on carbon-labels, since they are viewed as a potential contribution to more sustainable 

development (Eijgelaar et al., 2016). Alternative approaches and combinations of approaches have 

been ignored until now. Furthermore, available research is very much focussed on how consumers 

react on a certain label and on how tour operators should implement label-based strategies. Even 

though research has not been directed towards the actual booking experience the consumer goes 

through and how communications or non-communications affect them in this experience, tour 

operators need such information to make carbon-reduced holidays a successful product.  

 

This research will therefore look at attitudes and booking intentions of consumers towards carbon-

reduced holidays. With an experimental design, this research will fill the current knowledge gap about 

consumer response to different ways of providing carbon-reduced holiday packages. Furthermore, 

this research is of practical relevance for tour operators: the results on consumer responses towards 

carbon-reduced holidays can be used to their advantage when they are introducing carbon-reduced 

holiday packages to their consumers. This paper will show the results of an experiment with a 

questionnaire that has been distributed amongst consumers of holiday packages and will deal with 

the implications of those findings for tour operators.   

 

2. Literature Review  
2.1 Climate Change and Mitigation  
The tourism sector makes a significant contribution to climate change (Amelung et al., 2007). When 

looking at global CO2 emissions, tourism plays a substantial role: about 5% of emissions comes from 

the tourism industry (WTO & UNEP, 2008). Most of the emissions from tourism can be assigned to 

transportation, which accounts for about 75% of the emissions of the tourism sector. The remaining 

part of the emissions is made up of accommodation, which produce about 20% of the emissions, and 



the last part consists of emissions coming from activities (Strasdas, 2010). It is not very surprising 

that the tourism industry plays a considerable role in the global CO2 emissions, since historically 

economic growth ɀ the tourism sector has grown exponentially in last decades ɀ goes hand in hand 

with environmental degradation (Lee & Brahmasrene, 2013). To deal with the issue of climate change, 

climate change mitigation is often put forward as an option. Climate change mitigation strategies refer 

to strategies that organisations take to reduce the CO2 emission in their practices (Cadez & 

Czerny,2016). Common mitigation strategies that are heard in the tourism sector include more fuel-

efficient air travel, moving towards using alternative energy sources, and lowering the carbon 

footprint of products or services (Weaver, 2011).  

 

2.2 The Role of Tour Operators in Climate Change Mitigation  
Within the travel industry the tour operators play a key role: they are the main link between suppliers 

and consumers. With their main activity of bundling different types of tourism products and services 

ɀ like transportation, accommodation and activities ɀ into tour packages they have been at the centre 

of the tourism industry for a long time now (Sheldon, 1986; Tepelus, 2005; Sigala, 2008). Tour 

operators offer many advantages for both suppliers and consumers. For suppliers the tour operators 

offer an increased occupancy rate and a reduction of costs, while for consumers they offer a complete 

tourism experience that can be purchased in one package for a competitive price (Sheldon 1986, 

Sigala 2008). Even though the Internet made it possible for consumers and providers to get in contact 

more directly (Standing et al., 2014), tour operators continue to grow ÉÎ Á ÆÁÓÔ ÒÁÔÅȡ 45) 'ÒÏÕÐȭÓ 

average growth has been over 10% per year since 2014 (TUI Group, 2016). Another large tour 

operator in Europe, Thomas Cook Group, has an average growth of 4% per year since 2014 (Thomas 

Cook Group, 2016). This indicates that tour operators have been and still are important players in the 

travel industry. 

 

With their central role in the travel industry, tour operators have the ability to play a substantial role 

in climate change mitigation actions (Budeanu, 2005; Tepelus, 2005; Van Wijk & Persoon, 2006; 

Sigala, 2008; Adriana; 2009). The increased awareness of  the negative climate effects that tourism 

practices can have, has led to a critical role of environmental sustainability in the tourism sector 

(Budeanu, 2005; Sigala, 2008; Adriana, 2009). Moving towards a more responsible tourism sector is 

a multi-sectoral and multi-disciplinary goal. In order to achieve this goal, all actors in the tourism 

industry need to take their responsibility (Sigala, 2008). Tour operators can play an important role, 

since they have control over the diffusion of tourist flows and activities (Sigala, 2008: they can 

influence their choice of destination and accommodation (Van Wijk & Persoon, 2006). They also have 

the power to enforce sustainable practices amongst suppliers by selecting those who comply with 

sustainable standards (Van Wijk & Persoon, 2006; Sigala, 2008). To move towards a responsible 

tourism sector, participation of tour operators is vital.  

 

2.3 4ÏÕÒ /ÐÅÒÁÔÏÒȭÓ #ÁÒÂÏÎ -ÁÎÁÇÅÍÅÎÔ 
One way in which tour operators can contribute to climate change mitigation is by reducing the 

carbon footprint of their holidays. Reducing the carbon footprint as a mitigation strategy is often 

ÒÅÆÅÒÒÅÄ ÔÏ ÁÓ ÃÁÒÂÏÎ ÍÁÎÁÇÅÍÅÎÔȢ 3ÔÒÁÓÄÁÓ ÄÅÆÉÎÅÓ ÃÁÒÂÏÎ ÍÁÎÁÇÅÍÅÎÔ ÁÓ ȰÁ ÍÁÎÁÇÅÍÅÎÔ ÓÙÓÔÅÍ 

that aims to ÒÅÄÕÃÅ Á ÃÏÍÐÁÎÙȭÓ ÏÒ ÏÒÇÁÎÉÓÁÔÉÏÎȭÓ ÇÒÅÅÎÈÏÕÓÅ ÇÁÓ ÅÍÉÓÓÉÏÎs as much as possible, 



ÉÄÅÁÌÌÙ ÔÏ ÚÅÒÏȱ ɉςπρπȟ ÐȢ φπɊȢ 7ÈÉÌÅ ÔÈÉÓ ÄÅÆÉÎÉÔÉÏÎ ÄÅÓÃÒÉÂÅÓ ÇÒÅÅÎÈÏÕÓÅ ÇÁÓ ÅÍÉÓÓÉÏÎÓ ÁÓ Á ÂÒÏÁÄ 

term, in carbon management, the main greenhouse gas of interest is CO2 (Strasdas, 2010). In table 1, 

the six steps of implementing carbon management according to Strasdas are summarised.  

 

1. Measure Find out where CO2 emissions occur and for what reasons they occur 

2. Eliminate  Avoid emissions by getting rid of energy-intensive products 

3. Reduce Reducing energy consumption and increasing energy-efficiency 

4. Substitute  Replace fossil energy sources with renewable energy sources 

5. Offset Compensate for remaining emissions by investing in compensation 

projects 

6. Communicate  Tell your customers, employees, suppliers and other stakeholders about 

carbon management  
Table 1: Steps in Carbon Management (Strasdas, 2010) 

In order to help tour operators with determining the carbon emissions of their holiday packages, 

which is step one in carbon management, the CARMATOP project has produced CARMACAL: a tool 

that provides tour operators a way of measuring the carbon emissions of their holiday packages in 

detail. Tour operators can use this tool to calculate the carbon footprint of their holidays and identify 

areas where they can make their holidays less carbon-intensive. The information that CARMACAL 

gives them, makes it easier for tour operators to identify important areas where they can and should 

eliminate, reduce or substitute their carbon emissions. Carbon emissions could for example be 

reduced on flights: offering direct flights instead of flights with a lay-over, or in the future it could be 

possible to fly on flights that are using bio-fuel. Accommodation choice could also have an influence 

on the carbon emissions of a holiday: aÃÃÏÍÍÏÄÁÔÉÏÎÓ ÃÅÒÔÉÆÉÅÄ ÁÓ ȬÓÕÓÔÁÉÎÁÂÌÅȭ ÈÁÖÅ Á ÌÏ×ÅÒ ÉÍÐÁÃÔ 

than accommodations that are not certified. For the carbon emissions that are left after step 1 to 4, 

compensation projects could be set off in order to offset these carbon emissions. The sixth step in 

carbon management is communication of carbon management activities, which can be quite 

challenging. With the CARMACAL tool and the information tour operators get from it, tour operators 

can explain to their customers what the impact of their holiday is. And in the long run, tour operators 

can give their customers the option to choose a better and greener holiday (Centre for Sustainable 

Tourism and Transport, n.d.; Centre for Sustainable Tourism and Transport, 2013; Dresmé, 2016). 

Even though Strasdas (2010) proposes those six comprehensive steps, in reality it can be seen that 

tour operators do not necessarily follow this process, but primarily focus on the communication 

aspects and potential strategies to influence consumer behaviour (Buijtendijk et al., 2016). This is an 

important part of carbon management: carbon management activities do not have the required effect, 

ÉÆ ÉÎ ÔÈÅ ÅÎÄ ÃÏÎÓÕÍÅÒÓ ÄÏÎȭÔ ÂÕÙ ÔÈÏÓÅ ÐÒÏÄÕÃÔÓ ÔÈÁÔ ÒÅÓÕÌÔ ÆÒÏÍ ÃÁÒÂÏÎ ÍÁÎÁÇÅÍÅÎÔȢ Influencing 

consumer behaviour is therefore not only a very challenging aspect of carbon management, but also 

a very important aspect.   

 



2.4 Consumer behaviour regarding carbon -reduced holidays  
The literature on consumer behaviour regarding carbon-reduced holidays raises some concerns: 

Eijgelaar et al (2016) found that environmental sustainability is ranked as the least important factor 

(out of 9 factors) when deciding on a holiday among Dutch tourists. Factors that are viewed as more 

important in holiday choice are provider, travel time, time of arrival and departure, date of the 

journey, mode of transport, accommodation, price, and as the most important factor: the destination 

itself (Eijgelaar et al. 2016). A study in the UK found similar results amongst tourists. Within this study 

the five most important factors when booking a holiday are as follows: price was indicated to be the 

number one, followed by weather, family and friends, minimal travel time, and activities (Hares et al., 

2010). Here is also no mention of environmental sustainability as a factor in the decision-making 

process. While environmental sustainability is not on the list of priorities at all, price seems to be high 

on the list of priorities when booking a holiday: Eijgelaar et al. (2016) and Hares et al. (2010) already 

found this result, but in the research of Chiang & Jang (2007) they have taken a more in-depth look at 

the role of price. They found in their study that perceived price, meaning the appropriateness of the 

price, plays a major role in booking decision-making. Gössling et al. (2012) looked at consumer 

behaviour and demand response of tourists to climate change and found that leisure travellers are 

quite price sensitive.  

 

Furthermore, Hares et al. (2010) identified some barriers that consumers face in changing their 

purchase behaviour of holiday packages. The first barrier that consumers face is that they have a 

preference for air travel and often dismiss other travel modes. Secondly, consumers place a great 

importance on their holidays and are often not willing to change their behaviour in their purchases, 

since they do not want to feel restricted in their choice. Lastly, most consumers have the view that 

ÃÌÉÍÁÔÅ ÃÈÁÎÇÅ ÉÓ ÎÏÔ ÔÈÅÉÒ ÒÅÓÐÏÎÓÉÂÉÌÉÔÙ ÁÎÄ ÔÈÅÙ ÓÈÏÕÌÄ ÎÏÔ ÂÅ ÔÈÅ ÏÎÅÓ ÔÏ ȬÆÉØȭ ÔÈÅ ÐÒÏÂÌÅÍȢ 4ÈÅ ÌÁÃË 

of personal responsibility makes it hard for consumers to change their behaviour, as well as for tour 

operators to convince consumers to change their behaviour (Hares et al. 2010). This is a major 

concern, since moving towards a more sustainable tourism sector, and mitigating the effects of 

climate change requires the flexibility and participation of all actors, including the tourists 

themselves.  

 

Communication is often used to try to change consumer behaviour regarding carbon-reduced 

holidays. One way of communication that aimed to change consumer behaviour is the use of carbon 

ÌÁÂÅÌÓȢ #ÁÒÂÏÎ ÌÁÂÅÌÓ ÁÒÅ ÄÅÆÉÎÅÄ ÁÓ ȰÃÏÍÍÕÎÉÃÁÔÉÏÎ ÓÙÓÔÅÍÓ ÉÎÔÅÎÄÅÄ ÔÏ ÉÎÆÌÕÅÎÃÅ ÃÏÎÓÕÍÅÒ 

ÂÅÈÁÖÉÏÕÒ ÔÏ×ÁÒÄÓ ÇÒÅÁÔÅÒ ÃÏÎÓÉÄÅÒÁÔÉÏÎ ÏÆ ÅÎÖÉÒÏÎÍÅÎÔÁÌ ÃÏÎÃÅÒÎÓȱ ɉ'ĘÓÓÌÉÎÇ Ǫ "ÕÃËÌÅÙȟ ςπρφȟ 

p.359). The research of Eijgelaar et al. (2016) studied the effectiveness of carbon-labels on tourism 

products in the Netherlands. They found that the use of carbon-labels is viewed by consumers as 

effective, but other measures are viewed as more effective: making polluting holidays more expensive 

than green ones and offering sustainable holidays as standard. Reasons for putting carbon-labels on 

only the third place in effective measures are related to a lack of reliability and credibility, as well as 

a lack of knowledge on the existence of these labels and a lack of believe in the fact that choosing and 

environmentally friendly holiday  would make a difference (Eijgelaar et al., 2016). Gössling and 

Buckley (2016) found similar results: in order for carbon-labels to have the desired effect, work needs 

ÔÏ ÂÅ ÄÏÎÅ ÔÏ ÉÍÐÒÏÖÅ ÃÏÎÓÕÍÅÒȭÓ ÕÎÄÅÒÓÔÁÎÄÉÎÇÓ ÏÆ ÔÈÅÓÅ ÌÁÂÅÌÓȟ ÔÏ ÓÈÏ× ÉÔÓ ÓÉÇÎÉÆÉÃÁÎÃÅȟ ÁÎÄ ÔÏ 



make sure these labels are reliable. If labels do not comply to these standards, consumers are very 

likely to ignore the label (Gössling & Buckley, 2016). Even though there are steps to make in 

ÉÍÐÒÏÖÉÎÇ ÃÁÒÂÏÎ ÌÁÂÅÌÓȟ %ÉÊÇÅÌÁÁÒ ÅÔ ÁÌȢ ɉςπρφɊ ÃÏÎÃÌÕÄÅÓ ×ÉÔÈ ÔÈÅ ÓÔÁÔÅÍÅÎÔ ÔÈÁÔ ȬÁ ÃÁÒÂÏÎ ÌÁÂÅÌ ÆÏÒ 

ÔÏÕÒ ÐÁÃËÁÇÅÓ ÃÏÕÌÄ ÃÏÎÔÒÉÂÕÔÅ ÔÏ ÍÏÒÅ ÓÕÓÔÁÉÎÁÂÌÅ ÔÏÕÒÉÓÍ ÄÅÖÅÌÏÐÍÅÎÔȭ ɉÐȢ τπψɊȢ  Besides the 

suggestion that carbon-labels need to be improved, these studies also indicate that there is meaning 

in exploring other approaches than carbon-labelling in influencing consumer behaviour.  

 

2.5 Gap in the Literature  
The literature review has shown that consumers do not regard environmental sustainability as 

important,  while price is viewed as very important. Furthermore, there are many barriers for 

consumers to change their behaviour and it is difficult to communicate carbon management practices 

to consumers and change their behaviour. Carbon labels are the main topic of existing research in this 

field, but labels are only one way of communication and may not have the desired effect of people 

choosing an environmentally sustainable holiday. With this in mind, the question arises if tour 

operators should provide their consumers with a choice in this matter.  

 

A total of three knowledge gaps can be identified from the literature that will be addressed in this 

research. First of all, Eijgelaar et al. (2016) already found that consumers think that it is more effective 

to only offer green holidays, but what is not known yet is how consumer would react on such green 

holidays. Tour operators are introduced to CARMACAL and have the ability to calculate the carbon 

emissions of their packages and to  reduce to carbon footprint of their holidays. But eventually, those 

holidays need to be provided to the consumer and the role of the consumer in this picture is not clear 

yet: will they accept the carbon-reduced hÏÌÉÄÁÙÓ ÏÒ ÄÏ ÔÈÅÙ ÐÒÅÆÅÒ ÔÈÅ ȬÎÏÒÍÁÌȭ ÈÏÌÉÄÁÙÓ ÔÈÁÔ ÁÒÅ 

presented now? A distinction is made between normal holidays, as they are provided to the customer 

now, and carbon-reduced holidays, which are holidays on which carbon emissions have been reduced 

in flights and accommodation. Secondly, the carbon label can potentially contribute to sustainable 

holiday choice, but needs to comply to several standards in order to be effective (Eijgelaar et al., 2016; 

Hares et al., 2010). Even though several labels have been extensively tested, it has not yet been 

examined by including it in the booking experience. Therefore this research will fill this gap by using 

a label that has been designed for the Dutch travel industry and test its contribution by including it in 

a booking experience setting. Lastly, as price is important for customers when booking a holiday 

(Eijgelaar et al., 2016; Hares et al., 2010;  Chiang & Jang, 2007 and Gössling et al., 2012) this will also 

be a part of this research: carbon-reduced holidays tend to be more eØÐÅÎÓÉÖÅ ÔÈÁÎ ȬÎÏÒÍÁÌȭ ÈÏÌÉÄÁÙÓ 

and it is not yet clear what people will think of this price increase. This knowledge gap will be 

addressed by including normal and adjusted higher prices in this research. 

  

To address these knowledge gaps this research will examine the consumer-side of carbon-reduced 

holiday packages and will aim to explore their behaviour regarding these holiday packages. In the 

design of this research the three knowledge gaps ɀ carbon footprint of the holiday, the provision of a 

carbon label, and price ɀ will be included.  

  



3. Methodology  
3.1 Operationalising consumer behaviour  
To investigate abovementioned knowledge gaps, consumer behaviour needs to be operationalised. 

Consumer behaviour cannot be measured directly and there are many views on how to best do so. 

#ÏÎÓÕÍÅÒ ÂÅÈÁÖÉÏÕÒ ÉÓ ÏÆÔÅÎ ÅØÐÌÏÒÅÄ ÂÙ ÍÅÁÓÕÒÉÎÇ ÐÅÏÐÌÅȭÓ ÁÔÔÉÔÕÄÅÓ ÁÎÄ ÉÎÔÅÎÔÉÏÎÓȢ 4ÈÅÓÅ Ô×Ï 

variables are generally seen as predictors of behaviour (Ajzen, 1991; Ajzen & Fishbein, 2000; Hwang 

et al., 2011; Cohen et al., 2014). Therefore, attitudes and booking intentions are the variables that are 

measured in the questionnaire in order to explore consumer behaviour. Chapter 3.5.1 about 

questionnaire design will go into more depth about the exact measurement of attitudes and booking 

intentions in this research.  

 

3.2 Research question  
To investigate consumer attitudes and booking intentions regarding carbon-reduced holiday 

packages, consumer responses to different ways of providing carbon-reduced holiday packages will 

be tested in an experiment. The main research question for this research is as follows: 

 

What are consumerȭs attitudes and booking  intentions towards carbon -reduced holiday 

packages? 

 

The following sub-questions will help answer the main research question: 

1. What are respondentȭÓ ÁÔÔÉÔÕÄÅÓ ÔÏ×ÁÒÄÓ ÔÈÅ ÄÉÆÆÅÒÅÎÔ ÈÏÌÉÄÁÙ ÐÁÃËÁÇÅÓȩ 

2. 7ÈÁÔ ÁÒÅ ÒÅÓÐÏÎÄÅÎÔȭÓ ÂÏÏËing intentions towards the different holiday packages? 

3. How do the different variables ɀ carbon footprint, carbon label and price - influence 

ÒÅÓÐÏÎÄÅÎÔȭÓ attitudes and booking intentions? 

 

3.3 Research design 
The research question is addressed with a between-groups experimental design (Adler & Clark, 

2014). The three knowledge gaps mentioned earlier are included as variables in this experimental 

design: 

¶ CarÂÏÎ ÆÏÏÔÐÒÉÎÔ ÏÆ Á ÈÏÌÉÄÁÙ ÐÁÃËÁÇÅȡ ÉÎ ÔÈÉÓ ÖÁÒÉÁÂÌÅ Á ÄÉÓÔÉÎÃÔÉÏÎ ÉÓ ÍÁÄÅ ÂÅÔ×ÅÅÎ Á ȬÎÏÒÍÁÌȭ 

holiday and a holiday in which the carbon emissions are reduced in transport and 

accommodation. 

ü Variable: Carbon footprint ɀ Normal versus Reduced 

¶ The communication of the carbon footprint through a carbon-label: in this variable a 

distinction is made between the communication of the carbon footprint  through a carbon-

label that has been developed for the Dutch travel industry, and no communication of the 

carbon emissions of a holiday.  

ü Variable: Carbon label ɀ Yes versus No 

¶ Price: in this variable a distinction is made between the normal price of a certain holiday 

package and the estimated (higher) price of the holiday package if carbon emissions where to 

be reduced (this is based on the use of different flight fuel  and the use of different 

accommodation).   



ü Variable: Price ɀ Normal versus Adjusted 

 

These three variables make up a total of eight conditions (table 2). In each condition participants are 

exposed to three holiday packages on a dummy webpage. 

 Carbon footprint  Carbon label  Price 
Condition 1  Normal Yes Normal 
Condition 2  Normal Yes Adjusted 
Condition 3  Normal No Normal 
Condition 4  Normal No Adjusted 
Condition 5  Reduced Yes Normal 
Condition 6  Reduced Yes Adjusted 
Condition 7  Reduced No Normal 
Condition 8  Reduced No Adjusted  

Table 2: Conditions of experiment 

3.4 Sample definition  

3.4.1 Holiday packages  
The holiday packages that participants are exposed to are dummy products provided by TUI 

Nederland, a large tour operator in the Netherlands. Together with TUI Nederland three holiday 

packages have been selected. Figure 1 shows the three holiday packages that are presented to the 

respondents: TIME TO SMILE Sundance (Crete), TIME TO SMILE Terrazamar (Gran Canaria), and 

TIME TO SMILE Coral Dreams (Tenerife). These particular holidays are selected since they are 

popular and similar: all three are holidays in the Mediterranean, their customer rating is 

approximately the same, and in price they do not differ too much.  

 
Figure 1: Dummy Products 



4ÈÅ ×ÅÂÓÉÔÅ ÅÎÖÉÒÏÎÍÅÎÔ ÉÓ ÂÁÓÅÄ ÏÎ 45)ȭÓ ÅØÉÓÔÉÎÇ ×ÅÂÓÉÔÅ ÐÁÇÅ ȬÃÏÍÐÁÒÅ ÙÏÕÒ ÈÏÌÉÄÁÙȭȟ ×ÈÅÒÅ 

customers can compare different holidays to each other. On the webpage, respondents also receive 

information about the different holiday packages through fields that they can open and close, as 

shown in figure 2. The most important information regarding this experiment can be found when the 

ÆÉÅÌÄ ÏÆ &ÌÉÇÈÔ ɉȬ6ÌÕÃÈÔȭɊ ÁÎÄ !ÃÃÏÍÍÏÄÁÔÉÏÎ ɉȬ!ÃÃÏÍÍÏÄÁÔÉÅȭɊ ÁÒÅ ÏÐÅÎÅÄȢ )Î ÔÈÅ ÏÔÈÅÒ ÆÉÅÌÄÓ 

respondents find standard information that is the same across all the conditions. In the sub-chapters 

below, the manipulation of each variable will be explained. The full dummy webpages can be found 

in chapter 8.1 (Appendix).  

 

Figure 2: Holiday Information 

The holiday packages remained the same over the eight conditions, except for the three variables that 

have been be manipulated as mentioned in table 2. This is to eliminate other factors that might 

influence attitudes and booking intentions, and to put the focus only on the three variables of interest. 

 

3.4.2 Manipulation ÏÆ ÔÈÅ ÖÁÒÉÁÂÌÅ Ȭ#ÁÒÂÏÎ ÆÏÏÔÐÒÉÎÔȭ 
)Î ÔÈÅ ÃÏÎÖÅÒÓÁÔÉÏÎ ×ÉÔÈ 45)ȭÓ ÓÕÓÔÁÉÎÁÂÉÌÉÔÙ ÍÁÎÁÇÅÒ ÉÔ ÃÁÍÅ ÆÏÒ×ÁÒÄ that it most likely for TUI to 

reducÅ ÉÔÓ ÈÏÌÉÄÁÙȭÓ ÃÁÒÂÏÎ ÆÏÏÔÐÒÉÎÔ by using flights that run on biofuel and by providing 

accommodations that are certified as being sustainable. This is also the information that was used in 

this experiment in order to manipulatÅ ÔÈÅ ÖÁÒÉÁÂÌÅ ȬÃÁÒÂÏÎ ÆÏÏÔÐÒÉÎÔ ÏÆ ÔÈÅ ÈÏÌÉÄÁÙȭ. This information 

×ÁÓ ÂÒÏÕÇÈÔ ÔÏ ÔÈÅ ÒÅÓÐÏÎÄÅÎÔ ÉÎ ÔÈÅ ÆÉÅÌÄÓ ÏÆ Ȭ&ÌÉÇÈÔȭ ÁÎÄ Ȭ!ÃÃÏÍÍÏÄÁÔÉÏÎȭ ÔÈÁÔ ×ÅÒÅ ÐÒÏÖÉÄÅÄ ÏÎ 

the webpage. In the conditions where the carbon footprint was kept normal the following information 

was provided to the respondents about flight and accommodation:  

 
Figure 3: Flight and accommodation information in condition 'carbon-normal' 

For flight it gives standard information about the flight: airline company, the place of departure and 

arrival, amount of stops (non-stop flight), and the type of aircraft (Boeing 737). For accommodation 



ÉÔ ÐÒÏÖÉÄÅÓ Á ÂÒÉÅÆ ÄÅÓÃÒÉÐÔÉÏÎ ÏÆ ÔÈÅ ÁÃÃÏÍÍÏÄÁÔÉÏÎȢ &ÏÒ ÔÈÅ ÆÉÒÓÔ ÈÏÌÉÄÁÙȟ ÆÏÒ ÅØÁÍÐÌÅȟ ÉÔ ÓÁÙÓȡ Ȭ! 

holiday at one of the nicest places of Crete: TIME TO SMILE Sundance is the place to be. A good bed, 

ÃÏÆÆÅÅ ÌÉËÅ ÁÔ ÈÏÍÅȟ ÁÎÄ ÔÈÅ ÁÂÉÌÉÔÙ ÔÏ ÒÅÌÁØ ÁÔ ÔÈÅ ÐÏÏÌȢ )Ô ÉÓ Á ÈÏÌÉÄÁÙ ÉÎ ÕÌÔÉÍÁÔÅ ÆÒÅÅÄÏÍȭȢ  

 

For the conditions where the carbon footprint of the holidays has been reduced, the information in 

ÔÈÅ ÆÉÅÌÄÓ Ȭ&ÌÉÇÈÔȭ ÁÎÄ Ȭ!ÃÃÏÍÍÏÄÁÔÉÏÎȭ ÉÓ ÓÌÉÇÈÔÌÙ ÄÉÆÆÅÒÅÎÔȢ &ÏÒ ÔÈÅ ÆÌÉÇÈÔ ÉÎÆÏÒÍÁÔÉÏÎȟ ÁÎ ÅØÔÒÁ ÌÉÎÅ ÉÓ 

added where it gives information about the type of fuel, in this case: biofuel. For accommodation a 

line is added to the accommodation description that tells the respondent that the accommodation of 

ÔÈÉÓ ÈÏÌÉÄÁÙ ÐÁÃËÁÇÅ ÉÓ ÃÅÒÔÉÆÉÅÄ ÁÓ ÓÕÓÔÁÉÎÁÂÌÅȡ Ȭ4ÈÉÓ ÁÃÃÏÍÍÏÄÁÔÉÏÎ ÉÓ ÃÅÒÔÉÆÉÅÄ ÁÓ ÓÕÓÔÁÉÎÁÂÌÅȢ 7ÉÔÈ 

this, it guarantees to take measures regarding water- and energy use and waste rÅÄÕÃÔÉÏÎȭ ɉÆÉÇÕÒÅ τ). 

 
Figure 4: Flight and accommodation information in condition 'carbon-reduced' 

3.4.3 ManipuÌÁÔÉÏÎ ÏÆ ÔÈÅ ÖÁÒÉÁÂÌÅ Ȭ#ÁÒÂÏÎ ÌÁÂÅÌȭ 
In half of the conditions a carbon-label is shown, and in the other half of the conditions there is no 

carbon-label. The holidays presented in the conditions where there is no carbon label look like figure 

1. In the conditions that a carbon-label is presented, it looks like figure 5: in the bottom-left corner a 

label is provided to the respondent. It is a label that has been developed for tour operators in the 

.ÅÔÈÅÒÌÁÎÄÓȢ 4ÈÅ ÔÅØÔ ÉÎ ÔÈÅ ÌÁÂÅÌ ÓÁÙÓȡ ȬÔÈÅ ÆÏÏÔÐÒÉÎÔ ÏÆ ÙÏÕÒ ÔÒÉÐȭȢ  



 
Figure 5: Condition with carbon-label 

When a respondent moves his mouse over the label it provides text about the carbon footprint of the 

holiday package. This information is based oÎ ÔÈÅ ÖÁÒÉÁÂÌÅ ȬÃÁÒÂÏÎ ÆÏÏÔÐÒÉÎÔȭȢ )Æ ÔÈÅ ÃÁÒÂÏÎ footprint 

is ÎÏÒÍÁÌȟ ÔÈÅ ÆÏÌÌÏ×ÉÎÇ ÔÅØÔ ÁÐÐÅÁÒÓ ÆÏÒȟ ÆÏÒ ÅØÁÍÐÌÅȟ ÔÈÅ ÈÏÌÉÄÁÙ ÐÁÃËÁÇÅ ÔÏ #ÒÅÔÅȡ Ȭ4ÈÅ ÆÏÏtprint of 

this trip has been calculated. The carbon emissions of this trip are 391 kilograms: that is equal to 

driving a car for about 3008 kilometrÅÓȭȢ )Æ ÔÈÅ ÃÁÒÂÏÎ ÆÏÏÔÐÒÉÎÔ ÉÓ reduced, a slightly different text 

appears where the carbon footprint is lowÅÒȡ Ȭ4ÈÅ ÆÏÏÔÐÒÉÎÔ ÏÆ ÔÈÉÓ ÔÒÉÐ ÈÁÓ ÂÅÅÎ ÃÁÌÃÕÌÁÔÅÄȢ 4ÈÅ 

carbon emissions of this trip are 352 kilograms: that is equal to driving a car for about 2708 

ËÉÌÏÍÅÔÒÅÓȭ. The carbon footprint of the holidays has been calculated with the CARMACAL carbon 

calculator. In the text there is a comparison of the carbon footprint with the amount of kilometres you 

can drive with a car and having the same carbon emissions. This is done in consultation with TUI to 

make it more comprehensible for people to understand what the number of kilograms really means. 

Without this comparison the number might be too abstract for people. In figure 6, it is illustrated what 

this looks like on the webpage.  



 
Figure 6: Text of carbon label 

3.4.4 Manipulation of the  ÖÁÒÉÁÂÌÅ Ȭ0ÒÉÃÅȭ 
In one half of the conditions, the price shown is the normal price for those holidays: for TIME TO 

3-),% 3ÕÎÄÁÎÃÅ ɉ#ÒÅÔÅɊ ÔÈÅ ÎÏÒÍÁÌ ÐÒÉÃÅ ÉÓ Όςωωȟ ÆÏÒ 4)-% 4/ 3-),% 4ÅÒÒÁÚÁÍÁÒ ɉ'ÒÁÎ #ÁÎÁÒÉÁɊ ÔÈÅ 

ÎÏÒÍÁÌ ÐÒÉÃÅ ÉÓ Ότφςȟ ÁÎÄ ÆÏÒ 4)-% 4/ 3-),% #ÏÒÁÌ $ÒÅÁÍÓ ɉ4ÅÎÅÒÉÆÅɊ ÔÈÅ ÎÏÒÍÁÌ ÐÒÉÃÅ ÉÓ ΌστωȢ )Î 

the other half of the conditions, an adjusted, higher, price is shown based on the price increase when 

the holiday packages was to be carbon-reduced. This number is calculated by using the price increase 

that a flight on biofuel would bring. For accommodation the price difference between normal 

accommodation and certified accommodation is negligible and therefore not included in the 

calculations. Estimations are that biofuel is about twice as expensive as normal fuel. From TUI, the 

estimations on what customers actually pay for fuel on each of the trips were received. That number 

has been doubled in order to get the adjusted price. With this calculation, the following prices have 

been formed: for TIME TO 3-),% 3ÕÎÄÁÎÃÅ ɉ#ÒÅÔÅɊ ÔÈÅ ÁÄÊÕÓÔÅÄ ÐÒÉÃÅ ÉÓ Όσχωȟ ÆÏÒ 4)-% 4/ 3-),% 

4ÅÒÒÁÚÁÍÁÒ ɉ'ÒÁÎ #ÁÎÁÒÉÁɊ ÔÈÅ ÁÄÊÕÓÔÅÄ ÐÒÉÃÅ ÉÓ Όυυωȟ ÁÎÄ ÆÏÒ 4)-% 4/ 3-),% #ÏÒÁÌ $ÒÅÁÍÓ 

ɉ4ÅÎÅÒÉÆÅɊ ÔÈÅ ÁÄÊÕÓÔÅÄ ÐÒÉÃÅ ÉÓ ΌτσωȢ 

 

3.4.5 Respondents 
The respondent sampling technique in this research is convenience sampling: respondents who are 

easy to reach have taken part in this research. In this case, the convenience sampling took place online. 

4ÈÅ ÍÁÉÎ ÇÏÁÌ ÉÎ ÓÁÍÐÌÉÎÇ ×ÁÓ ÔÏ ÁÔÔÒÁÃÔ 45)ȭÓ ÔÁÒÇÅÔ ÇÒÏÕÐȢ &ÏÒÔÕÎÁÔÅÌÙȟ 45)ȭÓ ÔÁÒÇÅÔ ÇÒÏÕÐ is very 

broad: people who have experienced a mainstream package holiday once in their life. Therefore, there 

was one prerequisite for respondents to take part in this research: the respondent must have booked 

a holiday package some time in their life through TUI or another, similar, large tour operator.     

 

3.5 Data collection using a q uestionnaire  
In the data collection phase, participants are sitting behind a laptop or computer and the dummy 

products are presented to participants in a website-environment, as such the normal booking process 

ÏÆ Á ÃÏÎÓÕÍÅÒ ÉÓ ÍÉÍÉÃËÅÄȢ 4ÈÉÓ ÅØÐÅÒÉÍÅÎÔ ÉÓ ÌÉÎËÅÄ ÔÏ Á ÑÕÅÓÔÉÏÎÎÁÉÒÅ ÔÈÁÔ ÄÅÁÌÓ ×ÉÔÈ ÒÅÓÐÏÎÄÅÎÔȭÓ 

attitudes and booking intentions.  

 

 



3.5.1 Questionnaire structure and flow  
A questionnaire has been design to measure ÒÅÓÐÏÎÄÅÎÔȭÓ ÁÔÔÉÔÕÄÅÓ ÁÎÄ ÂÏÏËÉÎÇ ÉÎÔÅÎÔÉÏÎÓ ÏÆ ÔÈÅ 

presented holiday packages. Attitudes ɀ ÄÅÆÉÎÅÄ ÁÓ ȬÆÅÅÌÉÎÇÓ ÏÒ ÅÍÏÔÉÏÎÓ ÔÏ×ÁÒÄÓ ÓÏÍÅÔÈÉÎÇȭ 

(Merriam-Webster, 2017) ɀ are measured by using emotion-items provided by NHTV University of 

Applied Sciences (2017). The emotions included are shown in table 3 and can be divided into two 

overarching variables: positive emotions and negative emotions. These variables can be computed by 

adding up the individual emotion-items. The emotion-items are measured on an five-point Liker scale 

ÆÒÏÍ ȬÎÏÔ ÁÔ ÁÌÌȭ ÔÏ ȬÅØÔÒÅÍÅÌÙȭȢ 

Positive emotion -items  Negative emotion -items  

Interested/concentrated/alert  Fearful/scared/afraid  

Positively surprised/amazed/astonished Angry/irritated/mad  

Happy/pleased/joyful  Depressed/sad/miserable 

Loving/affectionate/friendly  Anxious/tense/nervous 

Calm/peaceful Disdainful/scornful/contemptuous  

Excited/thrilled/enthusiastic  Disgusted/turned off/repulsed  
Table 3: Positive and negative emotion-items 

A common way to measure intentions is to measure a straightforward expressed intention to 

purchase using a scale of statement (Hwang et al., 2011; Barber et al. 2012). In this research, 

therefore, booking intentions are measured by using statements that apply to this specific research 

setting. A total of three items are used: intention to book the holiday of choice from the experiment, 

intention to book another holiday than their holiday of choice, and intention to recommend TUI to a 

friend or colleague. The first two items are measured on a five-ÐÏÉÎÔ ,ÉËÅÒÔ ÓÃÁÌÅ ÆÒÏÍ ȬÅØÔÒÅÍÅÌÙ 

ÕÎÌÉËÅÌÙȭ ÔÏ ȬÅØÔÒÅÍÅÌÙ ÌÉËÅÌÙȭȢ 4ÈÅ ÌÁÓÔ ÉÔÅÍ ÉÓ ÍÅÁÓÕÒÅÄ ÁÓ Á .ÅÔ 0ÒÏÍÏÔÅÒ 3ÃÏÒÅȟ ×ÈÉÃÈ ÉÎÄÉÃÁÔÅÓ ÔÈÅ 

ÃÕÓÔÏÍÅÒȭÓ ÌÏÙÁÌÔÙ ÁÎÄ ÓÁÔÉÓÆÁÃÔÉÏÎȟ ÁÎÄ ÉÓ ÔÈÅÒÅÆÏÒÅ ÍÅÁÓÕÒÅÄ ÆÒÏÍ π ÔÏ ρπ ɀ ȬÅØÔÒÅÍÅÌÙ ÕÎÌÉËÅÌÙȭ ÔÏ 

ȬÅØÔÒÅÍÅÌÙ ÌÉËÅÌÙȭ ɉ2ÅÉÃÈÈÅÌÄȟ ςππσɊȢ  

 

Before the questionnaire dives into the items about attitudes and booking intentions, it starts with an 

introduction  where the respondent is thanked for their participation, the goal of the study is made 

clear, and the respondent is assured that their response is anonymous. When the respondent clicks 

ÏÎ ÔÈÅ ȬÎÅØÔȭ-button, Qualtrics, which is the program used to make and distribute the questionnaire, 

randomly assigns respondents into one of the abovementioned eight conditions, while at the same 

time it aims to keep the groups about the same size. The page that follows here is condition-specific. 

/Î ÔÈÉÓ ÐÁÇÅȟ ÔÈÅ ÒÅÓÐÏÎÄÅÎÔ ×ÉÌÌ ÂÅ ÁÓËÅÄ ÔÏ ÄÏ Á ÓÍÁÌÌ ÁÓÓÉÇÎÍÅÎÔȡ Ȱ"ÅÆÏÒÅ ÙÏÕ ÓÔÁÒÔ ×ÉÔÈ ÔÈÅ 

questionnaire, imagine that your boss has given you some days off next month and you are looking 

for a last-minute holiday to book for those days. Suppose you search on the website of TUI, a tour 

operator, and your search brings up three possibilities on the folÌÏ×ÉÎÇ ×ÅÂÐÁÇÅȡ ȬÌÉÎË ÔÏ ÃÏÎÄÉÔÉÏÎ-

ÓÐÅÃÉÆÉÃ ×ÅÂÐÁÇÅȭȢ 0ÌÅÁÓÅ ÐÉÃË ÔÈÅ ÈÏÌÉÄÁÙ ÔÈÁÔ ÙÏÕ ×ÏÕÌÄ ÂÅ ÍÏÓÔ ÌÉËÅÌÙ ÔÏ ÂÏÏË ÆÒÏÍ ÔÈÅ ÔÈÒÅÅȱȢ 4ÈÅ 

link that the respondent clicks on depends on the condition the respondent is randomly assigned to: 

each condition has a different webpage.  

 

After they have visited the webpage and completed the assignment, respondents could click on the 

ȬÎÅØÔȭ-button and from that page on, the actual questionnaire started. Firstly, respondents were asked 

to indicate their choice of holiday. After that, respondents were asked about the emotions that they 



experienced during their visit on the webpage using the abovementioned emotion-items. Following 

this question, if a respondent has been assigned to a condition that includes a carbon label ɀ 

conditions 1, 2, 5 and 6 ɀ some questions were asked regarding the carbon label. These items are 

dealing with the comprehensiveness and usefulness of the label. If a respondent has been assigned to 

a condition that does not include a carbon label ɀ conditions 3, 4, 7, and 8 ɀ these questions are 

skipped by the program.  After this, the respondent was asked about his or her booking intentions 

using the abovementioned items. The questionnaire concludes with questions regarding the 

ÒÅÓÐÏÎÄÅÎÔȭÓ ÄÅÍÏÇÒÁÐÈÉÃ information. The full questionnaire can be found in chapter 8.2 

(Appendix). 

3.5.2 Pre-test  

Before the questionnaire was distributed, a pre-test was done amongst 12 participants. They were 

asked to complete the questionnaire and provide feedback about the clarity of the questions, about 

the survey flow, about issues when filling in the questionnaire and about the overall quality of the 

questionnaire. This pre-test led to some useful feedback that has been taken into account before the 

actual distribution of the questionnaire: the questions in the questionnaire were clear for all the 

participants in the pre-test. Furthermore, the length of the questionnaire was perceived as good. One 

participant, however, encountered a problem with opening the website link that takes the participant 

ÔÏ ÔÈÅ ÄÕÍÍÙ ×ÅÂÐÁÇÅȢ )Ô ÔÕÒÎÅÄ ÏÕÔ ÓÈÅ ÆÉÌÌÅÄ ÉÎ ÔÈÅ ÑÕÅÓÔÉÏÎÎÁÉÒÅ ÏÎ ÔÈÅ ×ÅÂ ÂÒÏ×ÓÅÒ Ȭ-ÉÃÒÏÓÏÆÔ 

%ÄÇÅȭ ÁÎÄ ÔÈÅ ×ÅÂÓÉÔÅ ÁÐÐÅÁÒÅÄ ÎÏÔ ÔÏ ÏÐÅÎ ÉÎ ÔÈÉÓ ÂÒÏ×ÓÅÒȢ 7ÈÅÎ ÄÉÓÔÒÉÂÕÔÉÎÇ ÔÈÅ ÑÕÅÓÔÉÏÎÎÁÉÒÅȟ 

participants have been notified about this issue and they were advised to use another web browser. 

Furthermore, it became clear that participants do not automatically look at the information that is 

provided when you move your mouse over the carbon-label. Therefore, this feature of the website ɀ 

only in the conditions 1, 2, 5 and 6 ɀ has been highlighted in the introduction text.  

 

3.5.3 Distribution  
The questionnaire was distributed online through social network sites, such as Facebook and 

LinkedIn. The questionnaire is distributed in the Dutch language. It has only been translated to 

English for this report. The aim was to have at least 40 people in each condition, and therefore the 

minimum total sample size was initially set at 320. After two weeks of data collection, the total of 

amount of respondents was 401. The amount of respondents per condition is shown in table 4. The 

goal to have at least 40 respondents in each group has been achieved.  

Condition  Amount of Respondents  
Condition 1 48 
Condition 2 47 
Condition 3 44 
Condition 4 59 
Condition 5 47 
Condition 6 42 
Condition 7 54 
Condition 8 60 

Table 4: Respondents per condition 



3.6 Data analysis  
Before the statistical analysis started, the conditions were taken apart and the following three 

variables were created from the conditions:  

¶ Carbon footprint: respondents who were in a condition where the carbon footprint was 

ȬÎÏÒÍÁÌȭ ×ÅÒÅ ÐÌÁÃÅÄ ÉÎ ÔÈÅ ȬÎÏÒÍÁÌȭ-group (0), and respondents who were in a condition 

×ÈÅÒÅ ÔÈÅ ÃÁÒÂÏÎ ÆÏÏÔÐÒÉÎÔ ×ÁÓ ȬÒÅÄÕÃÅÄȭȟ ×ÅÒÅ ÐÌÁÃÅÄ ÉÎ ÔÈÅ ȬÒÅÄÕÃÅÄȭ-group (1).   

¶ Carbon label: respondents who were in a condition where no carbon label was shown were 

ÐÌÁÃÅÄ ÉÎ ÔÈÅ ȬÎÏȭ-group (0), and respondents who were in a condition where a carbon label 

×ÁÓ ÓÈÏ×Î ×ÅÒÅ ÐÌÁÃÅÄ ÉÎ ÔÈÅ ȬÙÅÓȭ-group (1). 

¶ Price: respondents who were in a condition where the price was normal were placed in the 

ȬÎÏÒÍÁÌȭ-ÇÒÏÕÐ ɉπɊȟ ÁÎÄ ÒÅÓÐÏÎÄÅÎÔÓ ×ÈÏ ×ÅÒÅ ÉÎ Á ÃÏÎÄÉÔÉÏÎ ×ÈÅÒÅ ÔÈÅ ÐÒÉÃÅ ×ÁÓ ȬÁÄÊÕÓÔÅÄȭ 

×ÅÒÅ ÐÌÁÃÅÄ ÉÎ ÔÈÅ ȬÁÄÊÕÓÔÅÄȭ-group. 

In this way, three variables were created on which the statistical analysis were based. The variable 

ȬÃÏÎÄÉÔÉÏÎȭ ÈÁÓ ÂÅÅÎ ÔÒÁÎÓÆÏÒÍÅÄ ÉÎÔÏ ÔÈÅÓÅ ÎÅ× ÖÁÒÉÁÂÌÅÓȟ ÓÉÎÃÅ ÉÔ ÉÓ ÏÆ ÉÎÔÅÒÅÓÔ ÏÆ ÔÈÉÓ ÒÅÓÅÁÒÃÈ ÔÏ ÓÅÅ 

which variables have an influence on respondentȭÓ attitudes and booking intentions.  

 

The varÉÁÂÌÅ ȬÐÏÓÉÔÉÖÅ ÅÍÏÔÉÏÎÓȭ ÈÁÓ ÂÅÅÎ ÃÏÍÐÕÔÅÄ ÂÙ ÁÄÄÉÎÇ ÕÐ ÔÈÅ ÓÉØ ÐÏÓÉÔÉÖÅ ÉÔÅÍÓ ÍÅÎÔÉÏÎÅÄ ÉÎ 

ÃÈÁÐÔÅÒ σȢυȢρ ÁÎÄ ÔÈÅ ÖÁÒÉÁÂÌÅ ȬÎÅÇÁÔÉÖÅ ÅÍÏÔÉÏÎÓȭ ÈÁÓ ÂÅÅÎ ÃÏÍÐÕÔÅÄ ÂÙ ÁÄÄÉÎÇ ÕÐ ÔÈÅ ÓÉØ ÎÅÇÁÔÉÖÅ 

items. To see if the booking intention items can be computed into one variable, a Principle Axis Factor 

analysis with a Varimax rotation of the three variables has been performed. A factor analysis is a 

technique for identifying latent variables ɀ meaning not directly observed variables, but inferred from 

observed variables - in the data (Field, 2013).    

 

The sub-questions of this research are answered by performing a factorial MANOVA in SPSS. This 

analysis can be used to examine the effect of two or more categorical independent variables on two 

or more dependent variables (Field, 2013).  4ÈÅ ÖÁÒÉÁÂÌÅÓ ȬÃÁÒÂÏÎ ÆÏÏÔÐÒÉÎÔȭȟ ȬÃÁÒÂÏÎ ÌÁÂÅÌȭ ÁÎÄ ȬÐÒÉÃÅȭ 

were used as the independent variables in this analysis ÁÎÄ ÔÈÅ ÖÁÒÉÁÂÌÅÓ ȬÐÏÓÉÔÉÖÅ ÅÍÏÔÉÏÎÓȭȟ 

ȬÎÅÇÁÔÉÖÅ ÅÍÏÔÉÏÎÓȭȟ ȬÉÎÔÅÎÔ ÔÏ ÂÏÏË ÔÈÉÓ ÈÏÌÉÄÁÙȭȟ ȬÉntent to book another holÉÄÁÙȭȟ ÁÎÄ ȬÉntent to 

ÒÅÃÏÍÍÅÎÄȭ ×ÅÒÅ ÕÓÅÄ ÁÓ ÄÅÐÅÎÄÅÎÔ ÖÁÒÉÁÂÌÅÓȢ $ÅÓÃÒiptive statistics from the analysis were used to 

answer the first to sub-ÑÕÅÓÔÉÏÎÓȡ Ȭ7ÈÁÔ ÁÒÅ ÒÅÓÐÏÎÄÅÎÔȭÓ ÁÔÔÉÔÕÄÅÓ ÔÏ×ÁÒÄÓ ÔÈÅ ÄÉÆÆÅÒÅÎÔ ÈÏÌÉÄÁÙ 

ÐÁÃËÁÇÅÓȩȭ ÁÎÄ Ȭ7ÈÁÔ ÁÒÅ ÒÅÓÐÏÎÄÅÎÔȭÓ booking intentions towards the different holiday packagÅÓȩȭȢ 

Running the actual analysis in SPSS provided an answer to the third sub-ÑÕÅÓÔÉÏÎȡ Ȭ(Ï× ÄÏ ÔÈÅ 

ÄÉÆÆÅÒÅÎÔ ÖÁÒÉÁÂÌÅÓ ÉÎÆÌÕÅÎÃÅ ÒÅÓÐÏÎÄÅÎÔȭÓ ÁÔÔÉÔÕÄÅÓ ÁÎÄ ÂÏÏËÉÎÇ ÉÎÔÅÎÔÉÏÎÓȩȭȢ The analysis examined 

two things: the main effect of each of the independent variables on the dependent variables, and at 

the interaction effect between the variables on the dependent variables.  

 

Below, a visualisation of the data analysis can be found (figure 7). It can be seen that first of all the 

eight conditions are recoded into the three variables: carbon footprint, carbon label and price. After 

that, with a factorial MANOVA the effect of these three variables and the interaction between these 

three variables on the dependent variables is analysed.  



 
Figure 7: Data analysis 

  

4. Results 
4.1 Sample description  
The sample in this research is quite diverse. Of all the respondents, 33,5% is male and 66,5% is female. 

The age of the respondents ranges from 17 years old to 84 years old. The average age of respondents 

is 38. Most respondents ÈÁÖÅ ÓÐÅÎÔ ÍÏÒÅ ÔÈÁÎ Όψππ ÏÎ ÔÈÅÉÒ ÐÒÅÖÉÏÕÓ ÈÏÌÉÄÁÙ ÁÎÄ ÍÏÓÔ ÒÅÓÐÏÎÄÅÎÔÓ 

ÁÌÓÏ ÒÅÐÏÒÔÅÄ ÔÈÅÙ ÁÒÅ ÐÌÁÎÎÉÎÇ ÔÏ ÓÐÅÎÄ ÍÏÒÅ ÔÈÁÎ Όψππ ÏÎ ÔÈÅÉÒ ÎÅØÔ ÓÕÍÍÅÒ ÈÏÌÉÄÁÙ, 39,1% and 

36,3% respectively (Figure 7). 2ÅÓÐÏÎÄÅÎÔÓ ÒÅÐÏÒÔÅÄ ÍÏÓÔ ÆÒÅÑÕÅÎÔÌÙ ÔÏ ÅÁÒÎ ÂÅÔ×ÅÅÎ Όυππ ÁÎÄ 

Όρπππ ÐÅÒ ÍÏÎÔÈȟ ÁÆÔÅÒ ÔÈÁÔȟ ÍÏÓÔ ÒÅÓÐÏÎÄÅÎÔÓ ÒÅÐÏÒÔÅÄ ÔÏ ÅÁÒÎ ÂÅÔ×ÅÅÎ Όρπππ ÁÎÄ Όρυππ ÐÅÒ 

ÍÏÎÔÈ ÁÎÄ Όρυππ ÁÎÄ Όςπππ ÐÅÒ ÍÏÎÔÈ. Most respondents are HBO (Higher Vocational Education) 

or WO (University) educated.  

 

4.2 Attitudes and booking intentions  towards different holiday packages  

4.2.1 Attitudes towards the different holiday packages  
Attitudes towards the different holiday packages were measured by looking ÁÔ ÒÅÓÐÏÎÄÅÎÔȭÓ ÐÏÓÉÔÉÖÅ 

and negative emotions experienced when they examined the three holiday options. In the table below 

(table 5), for each level of the variables the mean score on positive emotions and on negative emotions 

is shown. Tables 6, 7 and 8 show the mean scores on both dependent variables for the interaction 

between the independent variables. 



Variable  Value 3ÃÏÒÅ ÏÎ ȬÐÏÓÉÔÉÖÅ 

ÅÍÏÔÉÏÎÓȭ 

Standard 

Error  

3ÃÏÒÅ ÏÎ ȬÎÅÇÁÔÉÖÅ 

ÅÍÏÔÉÏÎÓȭ 

Standard 

Error  

Carbon footprint Normal 17,788 0,357 7,386 0,220 

 Reduced 17,932 0,350 7,368 0,215 

Carbon label No 18,017 0,340 7,304 0,209 

 Yes 17,703 0,367 7,450 0,225 

Price Normal 18,100 0,360 7,457 0,221 

 Adjusted 17,620 0,347 7,296 0,214 
Table 5: Mean score on positive and negative emotions 

The minimum score for both variables is 6 and the maximum score for both the variables is 30. It can 

ÂÅ ÓÅÅÎ ÔÈÁÔ ÔÈÅ ÓÃÏÒÅ ÆÏÒ ȬÐÏÓÉÔÉÖÅ ÅÍÏÔÉÏÎÓȭ ÑÕÉÔÅ ÎÅÕÔÒÁÌȡ Á ÓÃÏÒÅ ÂÅÔ×ÅÅÎ ÔÈÅ ρχ ÁÎÄ ρω ÌÉÅÓ ÁÒÏÕÎÄ 

the middle of the range, which would be a score of 18. This number would roughly translate to having 

ÆÅÌÔ ȬÐÏÓÉÔÉÖÅ ÅÍÏÔÉÏÎÓȭ ÄÕÒÉÎÇ ÔÈÅÉÒ ÅØÐÅÒÉÅÎÃÅ ÏÎ ÔÈÅ ×ÅÂÐÁÇÅ ȬÍÏÄÅÒÁÔÅÌÙȭȢ 4ÈÅ ÓÃÏÒÅ ÏÎ ȬÎÅÇÁÔÉÖÅ 

ÅÍÏÔÉÏÎÓȭ ÉÓ ÖÅÒÙ ÌÏ×Ȣ !ÌÌ ÍÅÁÎ ÓÃÏÒÅÓ ÁÒÅ ÂÅÔ×ÅÅÎ ÔÈÅ χ ÁÎÄ ψȟ ×ÈÉÃÈ ÉÓ ÎÏÔ ÈÉÇÈȟ ÓÉÎÃÅ ÔÈÅ ÍÉÎÉÍum 

ÓÃÏÒÅ ÏÎ ȬÎÅÇÁÔÉÖÅ ÅÍÏÔÉÏÎÓȭ ÉÓ φȢ 4ÈÅÓÅ ÓÃÏÒÅÓ ÃÁÎ ÂÅ ÔÒÁÎÓÌÁÔÅÄ ÔÏ ÈÁÖÉÎÇ ÆÅÌÔ ȬÎÅÇÁÔÉÖÅ ÅÍÏÔÉÏÎÓȭ 

ÄÕÒÉÎÇ ÔÈÅÉÒ ÅØÐÅÒÉÅÎÃÅ ÏÎ ÔÈÅ ×ÅÂÐÁÇÅ ÂÅÔ×ÅÅÎ ȬÎÏÔ ÁÔ ÁÌÌȭ ÁÎÄ ȬÁ ÌÉÔÔÌÅȭȢ      

 

Value of 

Ȭ#ÁÒÂÏÎ 

ÆÏÏÔÐÒÉÎÔȭ 

Value of 

Ȭ#ÁÒÂÏÎ 

ÌÁÂÅÌȭ 

3ÃÏÒÅ ÏÎ ȬÐÏÓÉÔÉÖÅ 

ÅÍÏÔÉÏÎÓȭ 

Standard 

Error  

3ÃÏÒÅ ÏÎ ȬÎÅÇÁÔÉÖÅ 

ÅÍÏÔÉÏÎÓȭ 

Standard 

Error  

Normal No 18,021 0,494 7,394 0,304 

Normal Yes 17,556 0,515 7,378 0,317 

Reduced No 18,012 0,467 7,214 0,287 

Reduced Yes 17,851 0,521 7,522 0,321 
Table 6: Mean score on positive and negative emotions for the interaction between 'carbon footprint' and 'carbon label' 

Value of 

Ȭ#ÁÒÂÏÎ 

ÆÏÏÔÐÒÉÎÔȭ 

Value of 

Ȭ0ÒÉÃÅȭ 

3ÃÏÒÅ ÏÎ ȬÐÏÓÉÔÉÖÅ 

ÅÍÏÔÉÏÎÓȭ 

Standard 

Error  

3ÃÏÒÅ ÏÎ ȬÎÅÇÁÔÉÖÅ 

ÅÍÏÔÉÏÎÓȭ 

Standard 

Error  

Normal Normal 17,983 0,521 7,440 0,321 

Normal Adjusted 17,594 0,489 7,332 0,301 

Reduced Normal 18,217 0,497 7,475 0,306 

Reduced Adjusted 17,646 0,492 7,260 0,303 
Table 7:Mean score on positive and negative emotions for the interaction between 'carbon footprint' and 'price' 

Value of 

Ȭ#ÁÒÂÏÎ 

ÌÁÂÅÌȭ 

Value of 

Ȭ0ÒÉÃÅȭ 

3ÃÏÒÅ ÏÎ ȬÐÏÓÉÔÉÖÅ 

ÅÍÏÔÉÏÎÓȭ 

Standard 

Error  

3ÃÏÒÅ ÏÎ ȬÎÅÇÁÔÉÖÅ 

ÅÍÏÔÉÏÎÓȭ 

Standard 

Error  

No Normal 17,762 0,505 7,718 0,311 

No Adjusted 18,271 0,456 6,890 0,280 

Yes Normal 18,437 0,512 7,197 0,315 

Yes Adjusted 16,969 0,524 7,703 0,323 
Table 8: Mean score on positive and negative emotions for the interaction between 'carbon label' and 'price' 



4.2.2 Booking intentions towards the different holiday packages  
BookÉÎÇ ÉÎÔÅÎÔÉÏÎÓ ÒÅÖÏÌÖÅÓ ÁÒÏÕÎÄ ÔÈÒÅÅ ÖÁÒÉÁÂÌÅÓȡ ȬÉÎÔÅÎÔ ÔÏ ÂÏÏË ÔÈÉÓ ÈÏÌÉÄÁÙȭȟ ȬÉÎÔÅÎÔ ÔÏ ÂÏÏË 

ÁÎÏÔÈÅÒ ÈÏÌÉÄÁÙȭ ÁÎÄ ȬÉÎÔÅÎÔ ÔÏ ÒÅÃÏÍÍÅÎÄȭȢ The three variables are treated separately, since they 

seem to address different psychological processes: a Principle Axis Factor analysis with a Varimax 

rotation of the three variables showed that there was no factor that all three variables loaded onto. 

Therefore, the three variables are treated separately.  

 

Table 9 shows the mean scores for the different values of the ÉÎÄÅÐÅÎÄÅÎÔ ÖÁÒÉÁÂÌÅÓ ÏÎ ȬÉÎÔÅÎÔ ÔÏ ÂÏÏË 

ÔÈÉÓ ÈÏÌÉÄÁÙȭ ÁÎÄ ȬÉÎÔÅÎÔ ÔÏ ÂÏÏË ÁÎÏÔÈÅÒ ÈÏÌÉÄÁÙȭ. Table 10 shows the mean scores for the independent 

ÖÁÒÉÁÂÌÅÓ ÏÎ ȬÉÎÔÅÎÔ ÔÏ ÒÅÃÏÍÍÅÎÄȭȢ Tables 11, 12 and 13 show the mean scores on the dependent 

variables for the interaction between the variables. 

 
Variable  Value 3ÃÏÒÅ ÏÎ ȬÉÎÔÅÎÔ ÔÏ 

ÂÏÏË ÔÈÉÓ ÈÏÌÉÄÁÙȭ 

Standard 

Error  

3ÃÏÒÅ ÏÎ ȬÉÎÔÅÎÔ ÔÏ 

ÂÏÏË ÁÎÏÔÈÅÒ ÈÏÌÉÄÁÙȭ 

Standard 

Error  

Carbon footprint Normal 2,893 0,085 3,856 0,081 

 Reduced 2,749 0,083 3,679 0,079 

Carbon label No 2,887 0,081 3,789 0,077 

 Yes 2,756 0,087 3,746 0,083 

Price Normal 2,821 0,086 3,779 0,081 

 Adjusted 2,821 0,083 3,756 0,078 
Table 9ȡ 3ÃÏÒÅ ÏÎ ȬÉÎÔÅÎÔ ÔÏ ÂÏÏË ÔÈÉÓ ÈÏÌÉÄÁÙȭ ÁÎÄ ȬÉÎÔÅÎÔ ÔÏ ÂÏÏË ÁÎÏÔÈÅÒ ÈÏÌÉÄÁÙȭ 

Variable  Value 3ÃÏÒÅ ÏÎ ȬÉÎÔÅÎÔ ÔÏ 

ÒÅÃÏÍÍÅÎÄȭ 

Standard 

Error  

Carbon footprint Normal 6,169 0,155 

 Reduced 6,111 0,152 

Carbon label No 6,106 0,148 

 Yes 6,175 0,159 

Price Normal 6,069 0,156 

 Adjusted 6,211 0,151 
Table 10: Score on 'intent to recommend' 

4ÈÅ ÍÅÁÎ ÓÃÏÒÅÓ ÆÏÒ ȬÉÎÔÅÎÔ ÔÏ ÂÏÏË ÔÈÉÓ ÈÏÌÉÄÁÙȭ ÁÒÅ ÁÌÌ ÃÌÏÓÅ ÔÏ ÔÈÅ ÖÁÌÕÅ σȢ 4ÈÉÓ ×ÏÕÌÄ ÔÒÁÎÓÌÁÔÅ ÔÏ 

ÂÅÉÎÇ ȬÎÅÉÔÈÅÒ ÌÉËÅÌÙ ÎÏÒ ÕÎÌÉËÅÌÙȭ ÔÏ ÂÏÏË ÔÈÉÓ ÈÏÌÉÄÁÙ ÉÎ ÒÅÁÌ ÌÉÆÅȢ 4ÈÅ ÍÅÁÎ ÓÃÏÒÅÓ ÆÏÒ ȬÉÎÔÅÎÔ ÔÏ ÂÏÏË 

ÁÎÏÔÈÅÒ ÈÏÌÉÄÁÙȭ ÁÐÐÒÏØÉÍÁÔÅ ÔÈÅ ÖÁÌÕÅ τȟ ×ÈÉÃÈ ÉÎÄÉÃÁÔÅÓ ÂÅÉÎÇ ȬÌÉËÅÌÙȭ ÔÏ ÂÏÏË ÁÎÏÔÈÅÒ ÈÏÌÉÄÁÙ ÉÎ 

ÒÅÁÌ ÌÉÆÅȢ &ÕÒÔÈÅÒÍÏÒÅȟ ÔÈÅ ÍÅÁÎ ÓÃÏÒÅÓ ÆÏÒ ȬÉÎÔÅÎÔ ÔÏ ÒÅÃÏÍÍÅÎÄȭ ÌÉÅ ÁÒÏÕÎÄ ÔÈÅ ÖÁÌÕÅ φȢ 4ÈÉÓ ÉÓ ÏÎ Á 

scale from 0 to 10 slightly over half, in the neutral zone.   

Value of 

ȬCarbon 

fooÔÐÒÉÎÔȭ 

Value of 

Ȭ#ÁÒÂÏÎ 

labelȭ 

3ÃÏÒÅ ÏÎ ȬÉÎÔÅÎÔ ÔÏ 

ÂÏÏË ÔÈÉÓ ÈÏÌÉÄÁÙȭ 

Standard 

Error  

3ÃÏÒÅ ÏÎ ȬÉÎÔÅÎÔ ÔÏ 

book another 

ÈÏÌÉÄÁÙȭ 

Standard 

Error  

Normal No 2,997 0,118 3,945 0,122 

Normal Yes 2,789 0,122 3,767 0,116 

Reduced No 2,776 0,111 3,634 0,105 

Reduced Yes 2,723 0,124 3,725 0,118 



 

Value of 

Ȭ#ÁÒÂÏÎ 

footprint ȭ 

Value of 

ȬÃÁÒÂÏÎ 

labelȭ 

3ÃÏÒÅ ÏÎ ȬÉÎÔÅÎÔ ÔÏ 

ÒÅÃÏÍÍÅÎÄȭ 

Standard 

Error  

Normal No 6,183 0,215 

Normal Yes 6,156 0,224 

Reduced No 6,028 0,203 

Reduced Yes 6,194 0,226 
Table 11: Mean score on intentions for the interaction between 'carbon footprint' and 'carbon label' 

Value of 

Ȭ#ÁÒÂÏÎ 

ÆÏÏÔÐÒÉÎÔȭ 

Value of 

Ȭ0ÒÉÃÅȭ 

3ÃÏÒÅ ÏÎ ȬÉÎÔÅÎÔ ÔÏ 

ÂÏÏË ÔÈÉÓ ÈÏÌÉÄÁÙȭ 

Standard 

Error  

3ÃÏÒÅ ÏÎ ȬÉÎÔÅÎÔ ÔÏ 

book another 

ÈÏÌÉÄÁÙȭ 

Standard 

Error  

Normal Normal 2,887 0,124 3,931 0,118 

Normal Adjusted 2,900 0,116 3,780 0,110 

Reduced Normal 2,756 0,118 3.627 0,112 

Reduced Adjusted 2,743 0,117 3,731 0,111 
 

Value of 

Ȭ#ÁÒÂÏÎ 

ÆÏÏÔÐÒÉÎÔȭ 

Value of 

Ȭ0ÒÉÃÅȭ 

3ÃÏÒÅ ÏÎ ȬÉÎÔÅÎÔ ÔÏ 

ÒÅÃÏÍÍÅÎÄȭ 

Standard 

Error  

Normal Normal 6,029 0,226 

Normal Adjusted 6,309 0,212 

Reduced Normal 6,109 0,216 

Reduced Adjusted 6,113 0,213 
Table 12: Mean scores on intentions for the interaction between 'carbon footprint' and 'price' 

Value of 

Ȭ#ÁÒÂÏÎ 

ÌÁÂÅÌȭ 

Value of 

Ȭ0ÒÉÃÅȭ 

3ÃÏÒÅ ÏÎ ȬÉÎÔÅÎÔ ÔÏ 

ÂÏÏË ÔÈÉÓ ÈÏÌÉÄÁÙȭ 

Standard 

Error  

3ÃÏÒÅ ÏÎ ȬÉÎÔÅÎÔ ÔÏ 

book another 

ÈÏÌÉÄÁÙȭ 

Standard 

Error  

No Normal 2,796 0,120 3,689 0,114 

No Adjusted 2,977 0,108 3,889 0,103 

Yes Normal 2,846 0,122 3,869 0,116 

Yes Adjusted 2,665 0,125 3,622 0,118 
 

Value of 

Ȭ#ÁÒÂÏÎ 

ÌÁÂÅÌȭ 

Value of 

Ȭ0ÒÉÃÅȭ 

3ÃÏÒÅ ÏÎ ȬÉÎÔÅÎÔ ÔÏ 

ÒÅÃÏÍÍÅÎÄȭ 

Standard 

Error  

No Normal 5,799 0,219 

No Adjusted 6,413 0,198 

Yes Normal 6,340 0,222 

Yes Adjusted 6,010 0,228 
Table 13: Mean scores on intentions for the interaction between 'carbon label' and 'price' 



4.2.3 4ÈÅ ÉÎÆÌÕÅÎÃÅ ÏÆ ȬÃÁÒÂÏÎ ÆÏÏÔÐÒÉÎÔȭȟ ȬÃÁÒÂÏÎ ÌÁÂÅÌȭȟ ÁÎÄ ȬÐÒÉÃÅȭ ÏÎ ÁÔÔÉÔÕÄÅÓ ÁÎÄ 

booking intentions  
! ÆÁÃÔÏÒÉÁÌ -!./6! ×ÁÓ ÕÓÅÄ ÔÏ ÄÅÔÅÒÍÉÎÅ ×ÈÅÔÈÅÒ ÏÒ ÎÏÔ ÔÈÅ ÖÁÒÉÁÂÌÅÓ ȬÃÁÒÂÏÎ ÆÏÏÔÐÒÉÎÔȭȟ ȬÃÁÒÂÏÎ 

ÌÁÂÅÌȭȟ ȬÐÒÉÃÅȭȟ ÁÎÄ ÔÈÅ ÉÎÔÅÒÁÃÔÉÏÎ ÂÅÔ×ÅÅÎ ÔÈÅÓÅ ÖÁÒÉÁÂÌÅÓ ÈÁÖÅ ÁÎ ÉÎÆÌÕÅÎÃÅ ÏÎ ÔÈÅ ÄÅÐÅÎÄÅÎÔ 

ÖÁÒÉÁÂÌÅÓ ȬÐÏÓÉÔÉÖÅ ÅÍÏÔÉÏÎÓȭȟ ȬÎÅÇÁÔÉÖÅ ÅÍÏÔÉÏÎÓȭȟ ȬÉÎÔÅÎÔ ÔÏ ÂÏÏË ÔÈÉÓ ÈÏÌÉÄÁÙȭȟ ȬÉÎÔÅÎÔ ÔÏ ÂÏÏË ÁÎÏÔÈÅÒ 

ÈÏÌÉÄÁÙȭȟ ÁÎÄ ȬÉÎÔÅÎÔ ÔÏ ÒÅÃÏÍÍÅÎÄȭȢ -ÕÌÔivariate tests show that there is no significant main effect 

ÆÏÒ ȬÃÁÒÂÏÎ ÆÏÏÔÐÒÉÎÔȭ ɉ0ÉÌÌÁÉȭÓ 4ÒÁÃÅ1 Ѐ πȟρςȟ Ð Ѐ πȟτυωɊȟ ȬÃÁÒÂÏÎ ÌÁÂÅÌȭ ɉ0ÉÌÌÁÉȭÓ 4ÒÁÃÅ Ѐ πȟππχȟ Ð Ѐ πȟχυπɊȟ 

ÁÎÄ ȬÐÒÉÃÅȭ ɉ0ÉÌÌÁÉȭÓ 4ÒÁÃÅ Ѐ πȟππφȟ Ð Ѐ πȟχωρɊ ÏÎ ÔÈÅ ÄÅÐÅÎÄÅÎÔ ÖÁÒÉÁÂÌÅÓȢ 4ÈÅ ÉÎÔeractions between 

ÔÈÅ ÖÁÒÉÁÂÌÅÓ ȬÃÁÒÂÏÎ ÆÏÏÔÐÒÉÎÔȭ ÁÎÄ ȬÃÁÒÂÏÎ ÌÁÂÅÌȭȟ ÁÎÄ ÂÅÔ×ÅÅÎ ȬÃÁÒÂÏÎ ÆÏÏÔÐÒÉÎÔȭ ÁÎÄ ȬÐÒÉÃÅȭ ×ÅÒÅ 

ÁÌÓÏ ÎÏÔ ÓÉÇÎÉÆÉÃÁÎÔȡ ÆÏÒ ÔÈÅ ÆÉÒÓÔ ÉÎÔÅÒÁÃÔÉÏÎ 0ÉÌÌÁÉȭÓ 4ÒÁÃÅ Ѐ πȟππφȟ Ð Ѐ πȟχωχȟ ÁÎÄ ÆÏÒ ÔÈÅ ÓÅÃÏÎÄ 

ÉÎÔÅÒÁÃÔÉÏÎ 0ÉÌÌÁÉȭÓ 4ÒÁÃÅ Ѐ πȟππυȟ Ð Ѐ πȟψτψȢ 4ÈÅ ÉÎÔÅÒÁÃÔÉÏÎ ÂÅÔ×ÅÅÎ ÔÈÅ ÖÁÒÉÁÂÌÅÓ ȬÃÁÒÂÏÎ ÌÁÂÅÌȭ ÁÎÄ 

ȬÐÒÉÃÅȭ ×ÁÓ ÓÉÇÎÉÆÉÃÁÎÔȡ 0ÉÌÌÁÉȭÓ 4ÒÁÃÅ Ѐ πȟπσςȟ Ð Ѐ πȟπσ ɉ4ÁÂÌÅ ρτɊȢ 

Dependent Variable  F df p Partial Eta Squared  

Positive Emotions 3,904 1 0,049* 0,010 

Negative Emotions 4,698 1 0.031* 0,012 

Intent to book this holiday 2,317 1 0,129 0,006 

Intent to book another holiday 3,921 1 0,048* 0,010 

Intent to recommend 4,722 1 0,030* 0,012 

Table 14: significance of the interaction between 'carbon label' and 'price' (* indicates significance)  

4ÁÂÌÅ ρτ ÉÎÄÉÃÁÔÅÓ ÔÈÁÔ ÔÈÅ ÉÎÔÅÒÁÃÔÉÏÎ ÂÅÔ×ÅÅÎ ȬÃÁÒÂÏÎ ÌÁÂÅÌȭ ÁÎÄ ȬÐÒÉÃÅȭ ÉÓ ÓÉÇÎÉÆÉÃÁÎÔ ÆÏÒ ȬÐÏÓÉÔÉÖÅ 

ÅÍÏÔÉÏÎÓȭȟ ȬÎÅÇÁÔÉÖÅ ÅÍÏÔÉÏÎÓȭȟ ȬÉÎÔÅÎÔ ÔÏ ÂÏÏË ÁÎÏÔÈÅÒ ÈÏÌÉÄÁÙȭȟ ȬÉÎÔÅÎÔ ÔÏ ÒÅÃÏÍÍÅÎÄȭȢ ! ÓÉÍÐÌÅ 

effects analysis was performed in order to determine the nature of the interactions. The following 

paragraphs will describe the nature of the interactions.  

 

Figure 9 ÓÈÏ×Ó ÔÈÅ ÉÎÔÅÒÁÃÔÉÏÎ ÏÆ ÔÈÅ ÖÁÒÉÁÂÌÅÓ ȬÃÁÒÂÏÎ ÌÁÂÅÌȭ ÁÎÄ ȬÐÒÉÃÅȭ ÏÎ ÔÈÅ ÄÅÐÅÎÄÅÎÔ ÖÁÒÉÁÂÌÅ 

ȬÐÏÓÉÔÉÖÅ ÅÍÏÔÉÏÎÓȭȢ The simple effects analysis indicated that there is a significant difference in the 

ÍÅÁÎÓ ÏÎ ȬÐÏÓÉÔÉÖÅ ÅÍÏÔÉÏÎÓȭ ÂÅÔ×ÅÅÎ ÒÅÓÐÏÎÄÅÎÔÓ ×ÈÏ ×ÅÒÅ ÓÈÏ×Î Á ÃÁÒÂÏÎ ÌÁÂÅÌ ÁÎÄ Á ÎÏÒÍÁÌ 

price, and respondents who were shown a label and an adjusted price (F = 4,075, p = 0,044). The mean 

ÓÃÏÒÅ ÏÎ ȬÐÏÓÉÔÉÖÅ ÅÍÏÔÉÏÎÓȭ ÆÏÒ ÒÅÓÐÏÎÄÅÎÔÓ ×ÈÏ ×ÅÒÅ ÓÈÏ×Î Á ÃÁÒÂÏÎ ÌÁÂÅÌ ÁÎÄ Á ÎÏÒÍÁÌ ÐÒÉÃÅ ÉÓ 

significantly higher ɀ 18,437 ɀ than respondents who were shown a label and an adjusted price ɀ 

16,969. The other means in the figure are not significantly different from each other. In figure 10, the 

ÉÎÔÅÒÁÃÔÉÏÎ ÏÆ ÔÈÅ ÖÁÒÉÁÂÌÅÓ ȬÃÁÒÂÏÎ ÌÁÂÅÌȭ ÁÎÄ ȬÐÒÉÃÅȭ ÏÎ ȬÎÅÇÁÔÉÖÅ ÅÍÏÔÉÏÎÓȭ ÉÓ ÐÌÏÔÔÅÄȢ 4ÈÅ ÓÉÍÐÌÅ 

ÅÆÆÅÃÔÓ ÁÎÁÌÙÓÉÓ ÓÈÏ×Ó ÔÈÁÔ ÔÈÅ ÄÉÆÆÅÒÅÎÃÅ ÉÎ ÔÈÅ ÍÅÁÎÓ ÏÎ ȬÎÅÇÁÔÉÖÅ ÅÍÏÔÉÏÎÓȭ ÂÅÔ×ÅÅÎ ÒÅÓÐÏÎÄents 

who were shown no label and a normal price and respondents who were shown no label and an 

adjusted price is significantɉ& Ѐ σȟωςψȟ Ð Ѐ πȟπτψɊȢ 4ÈÅ ÍÅÁÎ ÓÃÏÒÅ ÏÎ ȬÎÅÇÁÔÉÖÅ ÅÍÏÔÉÏÎÓȭ ÉÓ 

significantly higher for respondents who were shown no label and a normal price ɀ 7,7181 ɀ than for 

                                                           
1 0ÉÌÌÁÉȭÓ 4ÒÁÃÅ ×ÁÓ ÕÓÅÄ ÓÉÎÃÅ "ÏØȭÓ 4ÅÓÔ ÏÆ %ÑÕÁÌÉÔÙ ÏÆ #ÏÖÁÒÉÁÎÃÅ ×ÁÓ ÓÉÇÎÉÆÉÃÁÎÔȡ &(105, 167651,904) = 1,756, p < 
0,001. 



respondents who were shown no label and an adjusted price ɀ 6,89. The other means in the figure are 

not significantly different from each other. 

 

In figure 11ȟ ÔÈÅ ÉÎÔÅÒÁÃÔÉÏÎ ÂÅÔ×ÅÅÎ ȬÃÁÒÂÏÎ ÌÁÂÅÌȭ ÁÎÄ ȬÐÒÉÃÅȭ ÏÎ ȬÉÎÔÅÎÔ ÔÏ ÂÏÏË ÁÎÏÔÈÅÒ ÈÏÌÉÄÁÙȭ ÃÁÎ 

be seen. The factorial MANOVA showed the interaction to be significant (F = 3,921, p = 0,048). The 

ÓÉÍÐÌÅ ÅÆÆÅÃÔÓ ÁÎÁÌÙÓÉÓȟ ÈÏ×ÅÖÅÒȟ ÓÈÏ×ÅÄ ÎÏ ÓÉÇÎÉÆÉÃÁÎÃÅ ÆÏÒ ÔÈÅ ÉÎÔÅÒÁÃÔÉÏÎ ÂÅÔ×ÅÅÎ ȬÃÁÒÂÏÎ ÌÁÂÅÌȭ 

ÁÎÄ ȬÐÒÉÃÅȭ ÏÎ ȬÉÎÔÅÎÔ ÔÏ ÂÏÏË ÁÎÏÔÈÅÒ ÈÏÌÉÄÁÙȭȢ 4ÈÉÓ ÃÁÎ ÂÅ ÄÕÅ ÔÏ ÔÈÅ ÆÁÃÔ ÔÈÁÔ ÔÈÅ ÉÎÔÅÒÁÃÔÉÏÎ ÉÎ ÆÉÇÕÒÅ 

9 is a crossover interaction (the lines cross over each other) and therefore, the outcome can indicate 

an overall non-significant result even though the difference is significant. In this case, the results from 

the simple effects analysis should not be interpreted. Figure 12 shows the interaction between 

ȬÃÁÒÂÏÎ ÌÁÂÅÌȭ ÁÎÄ Ȭpriceȭ ÏÎ ȬÉÎÔÅÎÔ ÔÏ ÒÅÃÏÍÍÅÎÄȭȢ 4ÈÅ ÓÉÍÐÌÅ ÅÆÆÅÃÔÓ ÁÎÁÌÙÓÉÓ ÉÎÄÉÃÁÔÅÓ Á ÓÉÇÎÉÆÉÃÁÎÔ 

difference between respondents who were shown no carbon label and a normal price and 

respondents who were shown no carbon label and an adjusted price. Respondents shown no carbon 

ÌÁÂÅÌ ÁÎÄ Á ÎÏÒÍÁÌ ÐÒÉÃÅ ÓÃÏÒÅÄ ÓÉÇÎÉÆÉÃÁÎÔÌÙ ÌÏ×ÅÒ ÏÎ ȬÉÎÔÅÎÔ ÔÏ ÒÅÃÏÍÍÅÎÄȭ ÔÈÁÎ ÒÅÓÐÏÎÄÅÎÔÓ Óhown 

no carbon label and an adjusted price.  

Figure 8: Interaction between 'carbon label' and 'price' on 'positive 
emotions' 

Figure 10: Interaction between 'carbon label' and 'price' on 
'negative emotions' 



 

4.3 Booking factors and carbon -label perceptions  
Respondents were also asked about the importance of the following booking factors: price of their 

holiday and carbon footprint of their holiday. Following those factors, the question was posed if they 

were willing to pay a higher price in order to reduce the carbon footprint of their holiday. Price is 

considered to be very important when booking a holiday: most respondents, 53,8%, answered the 

ÑÕÅÓÔÉÏÎ Ȭ) ÃÏÎÓÉÄÅÒ ÐÒÉÃÅ ÔÏ ÂÅ ÁÎ ÉÍÐÏÒÔÁÎÔ ÆÁÃÔÏÒ ×ÈÅÎ ÂÏÏËÉÎÇ Á ÈÏÌÉÄÁÙȭ ×ÉÔÈ ÓÔÒÏÎÇÌÙ ÁÇÒÅÅȢ 

34,9% of the respondents answered this question with somewhat agree, and only 1,8% answered this 

question with strongly disagree. The carbon footprint of a holiday seems to be of less importance 

×ÈÅÎ ÂÏÏËÉÎÇ Á ÈÏÌÉÄÁÙȡ ÍÏÓÔ ÒÅÓÐÏÎÄÅÎÔÓȟ ςωȟτϷ ÁÎÓ×ÅÒÅÄ ÔÈÅ ÑÕÅÓÔÉÏÎ Ȭ) ÃÏÎÓÉÄÅÒ ÔÈÅ ÃÁÒÂÏÎ 

ÆÏÏÔÐÒÉÎÔ ÏÆ ÍÙ ÈÏÌÉÄÁÙ ÔÏ ÂÅ ÁÎ ÉÍÐÏÒÔÁÎÔ ÆÁÃÔÏÒ ×ÈÅÎ ÂÏÏËÉÎÇ Á ÈÏÌÉÄÁÙȭ ×ÉÔÈ ÎÅÉÔÈÅÒ ÁÇÒÅÅ ÎÏÒ 

disagree. This category is followed by respondents who answered the question with somewhat 

disagree and strongly disagree, 25,9% and 24,1% respectively. A small number of respondents 

indicated to find the carbon footprint of a holiday an important factor when booking a holiday: 16,8% 

answered this question with somewhat agree, while 3,8% answered this question with strongly agree. 

Most respondents are not willing to pay a higher price for a holiday in order to reduce the carbon 

footprint: 27,4% answered this question with strongly disagree, 23,4% with somewhat disagree, and 

25,1% with neither agree nor disagree.  

 

In half of the conditions, respondents were shown a carbon-label on the webpage they visited. In total 

184 people were in a condition with a carbon-label presented on the webpage. Of those people, 32,1% 

actually took a look at the information provided by the carbon-label, while the majority, 67,9%, did 

not take a look at the information under the carbon-label. The 59 people who did take a look at the 

carbon-label were presented a couple of statements about the carbon-label. According to the 

respondents the label is comprehensible: 50,8% of the respondents who had taken a look at the 

Figure 9: IÎÔÅÒÁÃÔÉÏÎ ÂÅÔ×ÅÅÎ ȬÃÁÒÂÏÎ ÌÁÂÅÌȭ ÁÎÄ ȬÐÒÉÃÅȭ ÏÎ ȬÉÎÔÅÎÔ ÔÏ 
ÂÏÏË ÁÎÏÔÈÅÒ ÈÏÌÉÄÁÙȭ  

Figure 12: Interaction between 'carbon label' and price on 'intent to 
recommend' 



carbon-label answered with somewhat agree and 35,6% answered with strongly agree. Respondents 

also found the label useful: 50,8% answered to this statement with somewhat agree and 25,4% with 

strongly agree. The label is viewed as reliable to some respondents - 28,8% somewhat agrees and 

11,9% strongly agrees ɀ but most respondents, 55,9%, are not sure about the reliability and answered 

to the statement with neither agree nor disagree. For the respondents who took a look at the 

information on the carbon-label, the label does help in making them more aware of the carbon 

footprint of their holiday: 49,2% somewhat agrees and 15,3% strongly agrees. But, the label does not 

influence the choice of their holiday for most respondents: 54,2% of respondents answered either 

with strongly disagree of somewhat disagree. 22% answered with neither agree nor disagree and 

another 22% answered with somewhat agree. Respondents who looked at the carbon label were also 

asked to indicate if the carbon-label influenced their views on TUI, ranging from negatively to 

positively. 50,8% of respondents indicated that it did not influence their views, neither positively nor 

negatively. 23,7% indicated that in influenced their views in a slightly positive way and 22% indicated 

that it influenced their views quite positively. In total, 3,4% of the respondents indicated that it 

influenced their views on TUI in a negative or slightly negative way.  

5. Discussion 
This research looked at consumer attitudes and booking intentions towards different holiday 

packages. In the previous section, the main results of the questionnaire are put forward. This section 

wi ll go into the interpretation and implications of these findings. It will answer the main research 

ÑÕÅÓÔÉÏÎ ÏÆ ÔÈÉÓ ÓÔÕÄÙȡ Ȭ7ÈÁÔ ÁÒÅ ÃÏÎÓÕÍÅÒȭÓ ÁÔÔÉÔÕÄÅÓ ÁÎÄ ÂÏÏËÉÎÇ ÉÎÔÅÎÔÉÏÎÓ ÔÏ×ÁÒÄÓ ÃÁÒÂÏÎ-

reduced holiday packages?ȭȢ &ÕÒÔÈÅÒÍÏÒÅȟ ÔÈÅ ÃÏÎÔÒÉÂÕÔÉÏÎÓ ÏÆ ÔÈis research to the literature are 

discussed, as well as the limitations this research has.  

 

5.1 Interpretation and implications of main results  
The three knowledge gap that this research aimed to address were the role of carbon footprint in 

consumer behaviour towards carbon-reduced holidays, the role of carbon labels in consumer 

behaviour towards carbon-reduced holidays, and the role of price in consumer behaviour towards 

carbon-reduced holidays.  

 

In the literature review of this study, the question was put forward whether or not tour operators 

should provide their customers with a choice regarding environmentally sustainable (carbon-

reduced) holidays. Previous research already found that carbon-labels may not have the desired 

effect of people choosing an environmentally sustainable holiday and a far more important factor 

where people base their holiday choice on is price (Eijgelaar et al. 2016, Hares, Dickinson & Wilkes, 

2010). The descriptive questions in this research confirmed this: people say to attach more value to 

the price of a holiday than the carbon footprint of their holiday, and often indicate that they are not 

prepared to pay a higher price for a carbon-reduced holiday. This research also confirmed in an 

experimental setting that carbon-labels may not have the desired effect: the majority of people ɀ 

about two-third - do not bother to look at what information the label has to give. The one-third that  

did look at the label did find it comprehensible, useful and quite reliable, and it made them somewhat 

aware of their carbon footprint, but in the end it does not have the desired effect: overall, they indicate 



that it does not influence their choice of holiday. Therefore, the question posed in the beginning, if 

tour operators should leave their consumers with a choice in this matter, is still valid.  

 

Overall, when looking at the results, they show that respondents experience little to no negative 

emotions when looking at the webpage, while they experience average positive emotions and 

respondents are more likely to keep looking for another holiday, which might not be surprising, since 

they only got to choose from three holidays in this experiment - which made the choice limited - , but 

they also somewhat consider to book the holiday that they have chosen from the webpage. The 

statistical analysis showed that the three separate independent variables ɀ carbon footprint , carbon 

label, and price - have no significant effect on the dependent variables. This means, when looking at 

these variables one by one, ÔÈÅÙ ÈÁÖÅ ÎÏ ÉÎÆÌÕÅÎÃÅ ÏÎ ÃÏÎÓÕÍÅÒȭÓ ÁÔÔÉÔÕÄÅÓ ÏÒ ÂÏÏËÉÎÇ ÉÎÔÅÎÔÉÏÎÓȢ 4ÈÅ 

statistical analysis did find a significant interaction between the variables carbon label and price: 

there is an effect on consumer attitudes and booking intentions when looking at the combination of 

the variables carbon label and price. The other combinations of variables were also found not 

significant. Thereforeȟ ÔÈÅ ÖÁÒÉÁÂÌÅ ȬÃÁÒÂÏÎ ÆÏÏÔÐÒÉÎÔȭ ÈÁÓ ÎÏ ÅÆÆÅÃÔ ÁÔ ÁÌÌ ÉÎ ÔÈÅ ÓÔÁÔÉÓÔÉÃÁÌ ÍÏÄÅÌ ÉÎ ÔÈÉÓ 

research. The existing literature already suggested that environmental sustainability is not high on 

ÔÈÅ ÌÉÓÔ ÏÆ ÃÏÎÓÕÍÅÒȭÓ ÐÒÉÏÒÉÔÉÅÓ ɉ%ÉÊÇÅÌÁÁÒ ÅÔ ÁÌȢȟ ςπρφȠ (ÁÒÅÓȟ $ÉÃËÉÎÓÏÎ Ǫ 7ÉÌËÅÓȟ ς010), and this 

research is in line with this suggestion, since it shows that consumers do not seem to notice the 

difference between carbon-normal and carbon-reduced holidays, or do not seem to be influenced by 

that at all. In the literature review the lack of interest of consumers in environmental sustainability 

ÈÁÓ ÂÅÅÎ ÐÕÔ ÆÏÒ×ÁÒÄ ÁÓ Á ȬÃÏÎÃÅÒÎȭȟ ÂÕÔ Én reality it may not be: a lack of interest does not only mean 

that they would not automatically opt for a polluting holiday, it does also mean that when only carbon-

reduced holidays were on offer, their attitudes or booking intentions are not influenced either. In the 

existing literature on consumer behaviour regarding carbon-reduced holidays, there is no strong 

argument that supports this statement. However, in other fields of green consumer behaviour 

supporting arguments to this statement can be found: Lin & Huang (2012) found in their research on 

influence on choice behaviour regarding green products that 48% of their respondents did not know 

whether or not they have bought a green product. Other researchers found that pro-environmental ɀ 

or green - behaviour is often undertaken based on non-environmental goals (Gifford & Nilsson, 2014). 

These two studies support the statement made that a lack of interest in environmental sustainability 

does not automatically mean that people purposely choose the environmental unsustainable product. 

People without interest in environmental sustainability can still choose the environmental 

sustainable option: they only do not choose the environmental sustainable option on purpose, or for 

an environmentally sustainable goal.  

 

These findings implicate that consumers do not react differently to carbon-reduced holidays than to 

normal holidays. These carbon-reduced holidays, therefore, seem to be accepted by consumers. This 

means that if tour operators start offering carbon-reduced holidays, their customers are very likely 

to accept these holidays, just as they accept the normal holidays on offer now. On the other hand, 

consumer do not like to pay more for a holiday in order to reduce the carbon footprint. This is not 

only shown by asking people that specific question, but also by looking at the interaction between 

ȬÃÁÒÂÏÎ ÌÁÂÅÌȭ ÁÎÄ ȬÐÒÉÃÅȭȡ ×ÈÅÎ ÐÅÏÐÌÅ ÓÅÅ Á ÌÁÂÅÌ ÁÎÄ Á ÎÏÒÍÁÌ ÐÒÉÃÅ ÔÈÅÙ ÅØÐÅÒÉÅÎÃÅ ÓÉÇÎÉÆÉÃÁÎÔÌÙ 

more positive emotions than when people see a label and an adjusted price. This can be due to the 



fact that the label invokes the thought that they are paying a higher price due to the carbon-reduction 

on the holiday, which they indicated they did not want to do. When people know, or think they know, 

that they are paying a higher price for a holiday because they carbon footprint has been reduced, they 

seem to be less accepting of the holidays presented. In this case, the carbon label is counterproductive: 

it makes people less likely to feel positively towards the holiday. This adds to Eijgelaar et al. (2016) 

who looked at the effectiveness of carbon labels by showing that a carbon label ɀ the carbon label that 

is used in this experiment - is not very effective at the individual product-level. The statement that 

carbon labels could contribute to the sustainable development of tourism (Eijgelaar et al. 2016) could 

still be valid, but is not confirmed in this experiment that deals with a specific carbon-label at the 

individual product -level.  

 

TÈÅ ÉÎÔÅÒÁÃÔÉÏÎ ÂÅÔ×ÅÅÎ ȬÃÁÒÂÏÎ ÌÁÂÅÌȭ ÁÎÄ ȬÐÒÉÃÅȭ ÉÓ Á ÌÉÔÔÌÅ ÄÉÆÆÅÒÅÎt for the effect on negative 

emotions and intent to recommend. For these variables, showing a carbon label does not make a 

difference, regardless of price, but showing no label does make a difference: it was found that with an 

adjusted price, negative emotions are lower and intent to recommend is higher. This, again, indicates 

that people are willing to pay a higher price, and are satisfied with a higher price, as long as they are 

not reminded of the idea that they are paying a higher price because the holiday has been carbon-

reduced. Even though the existing literature placed price high on the list of priorities of consumers 

booking a holiday (Eijgelaar et al., 2016; Hares et al., 2010), this experiment shows that the 

importance of price is dependent on the carbon label. Despite people indicating that they are not 

willing to pay a higher price for a carbon-reduced holiday, they are in reality willing to pay a higher 

price until it becomes clear to them ÔÈÁÔ ÔÈÅÙ ÁÒÅ ÐÁÙÉÎÇ Á ÈÉÇÈÅÒ ÐÒÉÃÅ ÔÈÁÎ ȬÎÏÒÍÁÌȭȢ Even though not 

all the interactions were proven to be significant, the general trend that can be seen, is that in a 

scenario with a carbon-label and an adjusted price consumer attitudes and booking intentions are 

lower than a scenario where no carbon-label is shown with an adjusted price. This adds to Gössling 

et al. (2012) who stated that leisure travellers are price sensitive by showing that leisure travellers 

ÁÒÅ ÉÎÄÅÅÄ ÐÒÉÃÅ ÓÅÎÓÉÔÉÖÅȟ ÂÕÔ ÏÎÌÙ ×ÈÅÎ ÔÈÅÙ ÁÒÅ Á×ÁÒÅ ÏÆ ÐÁÙÉÎÇ ÍÏÒÅ ÔÈÁÎ ȬÎÏÒÍÁÌȭȢ 4ÈÉÓ ÉÓ ÉÎ ÌÉne 

with  Chiang & Jang (2007) and their findings about the ȬÁÐÐÒÏÐÒÉÁÔÅÎÅÓÓ ÏÆ ÐÒÉÃÅȭ ÔÈÁÔ ÉÓ ÉÍÐÏÒÔÁÎÔ ÉÎ 

the consumer booking process. Paying a higher price for carbon-reduction on a holiday is not 

perceived as appropriate in this case. What this means for tour operators, especially for TUI in this 

case, is that they can offer their consumers carbon-reduced holidays, since they will be accepted as 

long as the consumers do not get the idea that they are paying more than they normally would pay 

for a Ȭnormalȭ holiday. 

 

5.2 Recommendations  
For the future direction of the tourism sector it has been said in the literature review that it is 

important to have tour operators willing to offer carbon-reduced holidays, as well as  consumers 

willing to book carbon-reduced holidays. This research shows that consumers are willing to book 

carbon-reduced holidays. Even though the goals of both parties differ ɀ tour operators strive for a 

more environmentally sustainable offer of holidays, while their customers are looking for a holiday 

that has good value for money -, the end result remains the same: when tour operators offer carbon-

reduced holidays, consumers are willing to book those holidays just as much as they are willing to 

book the normal holidays on offer right now. Therefore, tour operators should seriously consider to 



include carbon-reduced holidays in their offer. Assuming that the offer of carbon-reduced holidays 

goes alongside with an increase in price, it would be best for tour operators to be cautious with using 

carbon labels, since this research suggest them to be counterproductive at the individual product-

level. However, more research is needed ɀ for different tourism products and on different 

presentation-levels - to determine the productiveness or counter-productiveness of the carbon label. 

 

5.3 Contribution s of this research  
This research has contributed to the academic literature by shedding light on the consumer-side of 

carbon-reduced holidays. This research supplements earlier studies that examined consumer 

behaviour regarding carbon-reduced holidays and offers a more nuanced understanding. Through 

the experimental design in this research, insight has been gained in consumer attitudes towards 

carbon-reduced holidays and consumer booking intentions in different scenarios. Therefore, through 

ÔÈÉÓ ÒÅÓÅÁÒÃÈȟ ÖÁÌÕÁÂÌÅ ÉÎÓÉÇÈÔÓ ÉÎÔÏ ÐÅÏÐÌÅȭÓ ÁÔÔÉÔÕÄÅÓ ÁÎÄ ÂÏÏËÉÎÇ ÉÎÔÅÎÔÉÏÎÓ ÒÅÇÁÒÄÉÎÇ ÔÈÅÓÅ ÈÏÌÉÄÁÙ 

packages are put forward. Furthermore, this research has a practical value for tour operators by 

showing that, even though existing literature is mainly focussed on label-based strategies for tour 

operators (Eijgelaar et al., 2016; Gössling & Buckley, 2016),  carbon labels may not be the optimal tool 

for transforming consumer behaviour and other options should be explored. It also showed that the 

carbon footprint  of a holiday has no effect on consumer behaviour, which indicates that an offer of 

carbon-reduced holidays would not be perceived differently as an offer of normal holidays. With these 

findings, tour operators can introduce carbon-reduced holiday packages to their consumers.  

 

5.4 Limitations of this research  
The limitations of this research are important to highlight and the interpretation and use of the results 

of this research should be done in light of these limitations. Due to time constraints, this research 

ÍÅÁÓÕÒÅÄ ÐÅÏÐÌÅȭÓ ÁÔÔÉÔÕÄÅÓ ÁÎÄ ÂÏÏËÉÎÇ ÉÎÔÅÎÔÉÏÎÓ ÔÈÒÏÕÇÈ Á ÑÕÅÓÔÉÏÎÎÁÉÒÅ ÃÏÎÓÉÓÔÉÎÇ ÏÆ ÅÍÏÔÉÏÎ-

items and booking intention-items. It is known for these kinds of methods where respondents rate 

themselves on certain items that there are some issues regarding accuracy of the answers (Paulhus 

& Vazire, 2007). In these kinds of methods it can be questioned why we should trust what people say 

about themselves. Furthermore, in this research it was decided to expose respondents to a webpage 

that provided three sun-based holiday packages. The choice for respondents was very limited and the 

holidays provided might not match with their normal choice of holiday: if you normally book a winter 

sports vacation, these holidays to the sun might not be interesting or relevant for you. Therefore, this 

possible mismatch for some respondents between their normal holiday of choice and the options 

available may have had an influence on the outcomes of this research. It should also be taken into 

account that the questions in this research were based on a hypothetical situation: people might have 

ÄÉÆÆÅÒÅÎÔ ÏÐÉÎÉÏÎÓ ÉÎ ÁÎ Ȭ×ÏÕÌÄȭ-choose scenario, then in a situation where they actually have to 

choose a holiday, in a real booking process.    

 

5.5 Suggestions for future research  
It is suggested that future research in this field will learn from this research and its limitations. This 

ÒÅÓÅÁÒÃÈ ÍÅÁÓÕÒÅÄ ÐÅÏÐÌÅȭÓ ÅÍÏÔÉÏÎÓ ÉÎÄÉÒÅÃÔÌÙ ÔÈÒÏÕÇÈ Á ÑÕÅÓÔÉÏÎÎÁÉÒÅȢ ! ÍÏÒÅ ÒÅÌÉÁÂÌe method of 

ÃÏÌÌÅÃÔÉÎÇ ÄÁÔÁ ÏÎ ÐÅÏÐÌÅȭÓ ÅÍÏÔÉÏÎÓ ÉÓ ÂÙ ÍÅÁÓÕÒÉÎÇ ÔÈÅÉÒ ÅÍÏÔÉÏÎÓ ÄÉÒÅÃÔÌÙȢ 4ÈÅÒÅÆÏÒÅȟ ÆÕÔÕÒÅ 

ÒÅÓÅÁÒÃÈ ÓÈÏÕÌÄ ÆÏÃÕÓ ÏÎ ÍÅÁÓÕÒÉÎÇ ÐÅÏÐÌÅȭÓ ÅÍÏÔÉÏÎÓ ÄÉÒÅÃÔÌÙ by using for example physiological 



measures, like: facial expressions, heart rate, breathing, and skin conductance. This eliminates the 

question of accuracy of this research using an indirect approach. Besides that, future research should 

ÅØÐÁÎÄ ÔÈÉÓ ÅØÐÅÒÉÍÅÎÔ ÂÙ ÏÆÆÅÒÉÎÇ ÒÅÓÐÏÎÄÅÎÔȭs a broader choice of holidays, possibly tailored to 

their normal holiday needs: a respondent that usually books a holiday to the sun should be exposed 

to these kinds of holidays, while a respondent that usually books a winter sports vacation should be 

exposed to those holiday packages.  

 

Furthermore, more research is needed to determine the whether or not carbon labels are effective 

and productive in different scenarios. This research showed labels to be counterproductive for sun-

based holidays on the individual product-level. Future research could focus their attention to the use 

of labels on different products and on different levels.    

6. Conclusion  
In this research the following question took a central place: Ȭ7ÈÁÔ ÁÒÅ ÃÏÎÓÕÍÅÒȭÓ attitudes and 

booking intentions towards carbon-ÒÅÄÕÃÅÄ ÈÏÌÉÄÁÙ ÐÁÃËÁÇÅÓȩȭ. Consumer attitudes and booking 

intentions have been measured in an experimental design with eight conditions, where respondents 

were exposed to a webpage and had to answer questions about their experiences on that webpage 

regarding their attitudes and booking intentions. In the eight conditions three variables were 

manipulated: carbon footprint of the holiday, provision of a carbon label, and price. This research 

found that the individual variables - carbon footprint, carbon label and price - do not have a significant 

effect on consumer attitudes and booking intentions. The carbon footprint does not have an effect at 

all on consumer attitudes and booking intentions. It was found that the interaction between a carbon 

label and price had a significant effect on consumer attitudes and booking intentions. This experiment 

shows that a carbon label at the individual product-level does more harm than good when it goes 

along with a higher adjusted price for carbon-reduced holidays. Consumer attitudes and booking 

intenti ons for normal holidays and carbon-reduced holidays do not differ, but the carbon-label does 

seem to achieve a counterproductive effect when in combination with price: people are less likely to 

book the holiday. Even though consumers stated that they were not willing to pay a higher price for 

a carbon-reduced holiday, in the experiment it was shown that they in fact are willing to pay a higher 

ÐÒÉÃÅȟ ÁÓ ÌÏÎÇ ÁÓ ÔÈÅÙ ÁÒÅ ÎÏÔ Á×ÁÒÅ ÏÆ ÔÈÅ ÆÁÃÔ ÔÈÁÔ ÔÈÅ ÐÒÉÃÅ ÉÓ ÈÉÇÈÅÒ ÔÈÁÎ ȬÎÏÒÍÁÌȭ. It is suggested 

that tour operators should include carbon-reduced holidays in their offer, since consumers do accept 

these holidays, but they do need to be cautious with providing a carbon label. This research 

contributed to scientific literature  of consumer behaviour regarding carbon-reduced holidays 

(Eijgelaar et al., 2016; Hares et al., 2010; Gössling et al., 2012; Gössling & Buckley, 2016; Chiang & 

Jang, 2007) by examining consumer attitudes and booking intentions towards carbon-reduced 

holidays are in an experimental design. This information does also have a practical value, since it can 

be used by tour operators when they are starting to introduce more carbon-reduced holidays to their 

customers.  
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8. Appendi ces 
8.1 Conditions of Experiment  
Condition 1: 
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