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Abstract

Tourism makes asignificant contribution to climate change and without anyaction the negative
effects will keep growing. Tour operators canplay a substantial role in climate change mitigation.
While tour operators consider to offer carbon-reduced holidays little is known about the consumer
responseto those holidays Therefore, this thesis aims to explore the consumer reaction to carben
reduced holidays.An experimental design exploredthe role of carbon footprint, a carbon label and
price in the booking experienceThe results indicate that the carbon footprint of a holiday dees not
have an effeconA T T O O htiku@eés @nd booking intentions. Individually the carbonlabel and price
do not have an effect either, but in combination they have a sigitént effect ahigher price is less
accepted when there is a carbon label alongside the holidays than when theis no label. This
research shows that consumersccept carbonreduced holidayslike they acceptnormal holidays.
Therefore, our operators can include carbon-reduced holidays in their offer.Using a carbonlabel
should be done with @ution, since its usecan be counterproductive.This thesis contributes to the
literature on the consumerside of carbonreduced holidays by providing new insights into their
attitudes and booking intentions of such holidays.
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1. Introduction

Tourism contribute s substantially to climate change. Without any action from the tourism sector, the

negative dfects on climate change will keep growingAmelunget al, 2007). Tourism has grown and

AEAT CAA A 170 1T0A0 OEA PAOO AT OPI A T &£ ARAAAAO8 4E
luxury good to a basic need of life for most people. Nowadaysyurists 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, 2016T.ourism activities, in particular flights and
accommodation,need structural carbon footprint reduction to be sustainable (Strasdas, 2010) our

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

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

Adriana, 2009).

While tour operators consider to adjusttheir offer by selling carbonreduced holidays, little is known

about the consumer response regarding these carbemeduced holidays. Current research mainly

looks at carbonlabelsh xEEAE AOA OAT 11 O1T EAAQEI T OUOOAI O ET OAT
Ol xAOAO COAAOAO AT 1 OEAAOAOQCEIT 1T &£ AT GEOI TiaAROAT Al
means of communication of carbon reduction on holiday packag€Eijgelaar et d.,2016). The focus

seems to stay on carbo#abels, 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 labddased strategiesEven

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

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

operators need such information to make carboneduced holidays a successful product.

This research will therefore look at attitudes and booking intentions of consumerstvards carbon
reduced holidays With an experimental design, this research will fill the current knowledge gapbout
consumer response to different ways of providing carbommeduced holiday packageskurthermore,
this research is of practical relevance fotour operators: the results on consumer responses towards
carbon-reduced holidays can be used to their advantage when they are introducing carboaduced
holiday packages to their consumersThis paper will show the results of an experiment with a
guestionnaire 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 taclimate change(Amelung et al, 2007). When
looking at global CQ@emissions, tourism plays a substantial role: about 5% of emissions comes from
the tourism industry (WTO & UNEP, 2008)Most of the emissionsfrom 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 fronactivities (Strasdas, 2010)lt is not very surprising
that the tourism industry plays a considerable role in the global CGCemissions, since historically
economic growth z the tourism sector has grown expoentially in last decadesz goes hand in hand
with environmental degradation (Lee & Brahmasrene, 2013). Tdeal with the issue of climate change
climate change mitigation is often put forward as an option.linate change mitigation strategiegefer
to strategies that organisationstake to reduce the C@ emission in their practices (Cadez &
Czerny,2016).Commonmitigation strategies that are heard in the tourism sector include more fuel
efficient air travel, moving towards using alternative energy sources, and lowering thearbon
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 seices

Z like transportation, accommodation and activitiesz into tour packages they have been at the centre

of the tourism industry for a long time now (Sheldon, 1986; Tepelus, 2005; Sigala, 2008jour
operators offer many advantages for both suppliersrad 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 qai (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 growET A A£AOO OAOA(
average growth has been over 10% per year since 2014 (TUIl Group,18). 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 negativ@dimate effects that tourism
practices can have, has led to a critical role @nvironmental sustainability in the tourism sector
(Budeanu, 2005; Sigala, 2008; Adriana, 2009). Moving towards a more responsitderism sectoris

a multi-sectoral and multr-disciplinary goal. In order to achieve this goal, all actors in the tourism
industry need to take theirresponsibility (Sigala, 2008).Tour operators can play an important role,
since they have control over the diffusion of tourist flows and activities (Saja, 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). Tanove towards a responsible
tourism sector, participation of tour operators is vital.

2341 OO0 |/ DBAOAOI 060 #AOAI T - AT ACAI AT O
One way in which tour operators can contribute to climate change mitigation is by reducing the
carbon foaprint of their holidays. Reducing the carbon footprint as a mitigation strategy is often
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term, in carbon management, the main greenhouse gas of interest is8trasdas, 2010). In tablel,
the six steps of implementing cebon managementaccording to Strasdasre summarised.

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

2. Eliminate Avoid emissions by getting rid of energyintensive products

3. Reduce Reducing energy consumption and increasing engy-efficiency

4. Substitute Replace fossil energy sources with renewable energy sources

5. Offset Compensate for remaining emissions by investing in compensatio
projects

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

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

In order to help tour operators with determining the carbon emissionsof their holiday packages
which is step one in carbon management, the CARMAFP®roject has poduced CARMACALa 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 makeheir holidays less carbonrintensive. 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 exalapbe
reduced on flights: offering direct flights instead of flights with a layover, or in the future it could be
possible to fly on flights that are using biefuel. Accommaodation choice could also have an influence
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 sixtepsin

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 holidays. 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 Strasdag2010) 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 influenceonsumer behaviour Buijtendijk et al., 2016).This is an

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

EAZ ET OEA AT A AT 1001 A0OO AIT180 AOGU OEIT Gifluemidg AOAOO
consumer behaviour is therefore not aly 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 carbofreduced holidays raises some concerns:
Eijgelaar et al 016) found that environmental sustainability is ranked as the least important factor
(out of 9 factors) when deciding on a holiday amon@utch tourists. Factors thatare viewed as more
important in holiday choice are provider, travel time, time of arrivaland departure, date of the
journey, mode of transport, accommodation, price, and as the most important factor: thestination
itself (Eijgelaar et al2016). A study in the UKound similar results amongsttourists. Within this study
the five most important factors when booking a holiday areas follows: price was indicated to be the
number one, followed by weather, family and friends, minimal travel time, and activitiegHares et al.,
2010). Hereis also no mention of environmental sustainability as a fdor 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 resuit, but in the research of Chiang & Jang (2007) thénavetaken 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 decisiommaking. Gdéssling etal. (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 thir behaviour in their purchases,
since they do not want to feel restricted in their choice. Lastly, most consumers have the view that
Al Ei AOGA AEAT CA EO 110 OEAEO OAODPI T OEAEI EOU AT A OE/
of personal regponsibility 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)his is a major
concern, since moving towards a more sustainable tourism sector, and miiting 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 carbeeduced

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

1 AAAT 68 #AOAT1T 1 AAAT O AOA AAEET AA AO OAT I 1 O1 EAAC
AAEAOGET 60 O1 xAOAO COAAOAO AT 1T OEAAOAOQGEITT 1T &£ Al OEOI
p.359). Theresearch of Eijgelaar et al. (2016¥tudied the effectiveness of carbordabels on tourism

products in the Netherlands They found that the use of carbotfabels is viewed by consumers as

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

than green ones and offering sustainable holidays asamdard. Reasons for putting carborlabels 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). Gossling and

Buckley (2016) foundsimilar results: in order for carbon-labels to haw the desired effectwork needs

o AA ATTA O1 Ei DOl OA AT 1060i AO8O O1 AAOOOAT AET CcO 1



make sure these labels are reliabldf labels do not comply to these standards, consumers are very
likely to ignore the labd (Gdssling & Buckley, 2016)Even though there are steps to make in
Ei DPOT OET ¢ AAOATT 1 AAAI Oh %EECAI AAO AO Al 8 jc¢mpoQ

suggestion that carbonlabels need to be improved, these studies also indicate that there is meaning
in exploring other approaches than carborlabelling in influencing consumer behaviour.

2.5 Gap in the Literature

The literature review has shavn that consumers do not regard environmental sustainability as
important, while price is viewed as very important. Furthermore,there are many barriers for
conaumers to change their behaviour andt is difficult to communicate carbon management practices
to consumers and change their behaviourCarbon labelsare the main topic ofexisting researchin this
field, but labek are only one way of communication and may not have the desired effect of people
choosing an environmentally sustainable holidayWith this in mind, the question arises if tour
operators should provide theirconsumers with a choice n this matter.

A total of three knowledge gaps can be identified from the literature that will be addressed in this
research. First of allEijgelaar et al(2016) already foundthat consumers thinkthat it is more effective

to only offer green holidays, but what is not known yet is hoveonsumerwould react on such green

holidays. Tour operators are introduced to @GRMACAL and have the abilityo 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 theconsumerand the role of theconsumerin this picture is not clear

yet: will they accept the carborreduced i 1| EAAUO 1T O AT OEAU DPOAEAO OEA
presented now?A distinction is made between normal holidays, as they are provided to the customer

now, and carbonrreduced 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 habeen 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, @ price is important for customers when booking a holiday
(Eijgelaar et al, 2016; Hares et al,2010; Chiang & Jang, 200@&nd Go6ssling et al2012) this will also

be a part of this research: carbomreduced holidaystend to be more @B AT OEOA OEAT O1 1 O A
and it is not yet clear what people will think of this price increaseThis knowledge gap will be
addressed by including normal and adjusted higher prices in this research.

To address these knowledge gapthis research will examine the consumetside of carbonreduced
holiday packages and will aim to explore theibehaviour regarding these holiday packages. In the
design of this research the three knowledge gascarbon footprint of the holiday, the provison of a
carbon label, and pricez will be included.



3. Methodology

3.1 Operationalising consumer behaviour

To investigate abovementionedknowledge gaps, consumer behaviour needs to be operationalised.

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

#1 1 001 AO AAEAOET 00O EO 1 £O0AT Awgbpi i1 OAA AU 1 AAOGOOET
variables are generally seen as predictors of behaviour (Ajzen, 1991; Ajzen & Fishbein, 2000; Hwang

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

measured in the questionnaire in order to explore consumer behaviourChapter 3.5.1about

guestionnaire design will go into more depth about the exact measurement of &tides and booking

intentions in this research.

3.2 Research question

To investigate consumer attitudes and booking intentions regardingcarbon-reduced holiday
packages, consumer responses to different ways of providing carbeaduced holiday packages Wi
be tested in an experiment. The main research question for this research is as follows:

What are consumer® attitudes and booking intentions towards carbon -reduced holiday
packages?

The following sub-questions will help answer the main research quesbin:
1. What are respondend O AOOEOOAAO O xAOAO OEA AEEEAOAT O EI
2. TEAO AOA OA Omg intehtions @abds thé différent holiday packages?
3. How do the different variables z carbon footprint, carbon label and price- influence
OAODIT 1 ditiutle®@ndbooking intentions?

3.3 Research design

The research question is addressed with a betweegroups experimental design(Adler & Clark,
2014). The three knowledge gaps mentioned earlier are included as variables in this experimental
design:

T caAi 1 &1 OPOET O T &£# A EI 1 EAAU PAAEACAd ET OEEO O
holiday and a holiday in which the carbon emissions are reduced in transport and
accommodation.

U Variable: Carbon footprintz Normal versus Reduced
1 The communication of the carbon footprint through a carbonlabel: in this variable a
distinction is made between the communication othe carbon footprint through a carbon
label that has been developed for the Dutch travel industry, and no communication of the
carbon emssions of a holiday.
U Variable: Carbon &belz Yes versus No
9 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 ofdifferent flight fuel and the use of different
accommodation).



U Variable: Pricez Normal versus Adjusted

These three variables make up a total of eightaditions (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

Table2: Conditions of experiment

3.4 Sample definition

3.4.1 Holiday packages
The holiday packages that participants are exposed to are dummy productgopided by TUI
Nederland, a large tour operator in the NetherlandsTogether with TUI Nederland three holiday
packages have been selecteffigure 1 shows the three holiday packages that are presented to the
respondents: TIME TO SMILE Sundance (Crete), TIME 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, theircustomer rating is
approximately the same, and irprice they do not differ too much.

TIME TO SMILE Sundance

TIME TO SMILE Terrazamar TIME TO SMILE Coral Dreams

Appartementen s & % &
Griekenland/Kreta/Kreta Centraal / Koutou...

Appartementen % % % %
Spanje/ Canarische Eilanden/Gran Canaria...

Appartementen % % W W
Spanje / Canarische Eilanden/Tenerife /Play...

@ Bewaard @ Bewaard @ Bewaard

AANBIEDING

.= 2991

per persoon

AANBIEDING

x.= 462}

per persoon

AANBIEDIN(.S
¥z 349,
per persoon

23 juni 2017 - 8 dagen
Amsterdam - Heraklion

25 juni 2017 - 8 dagen 17 juni 2017 - 8 dagen

Amsterdam - Las Palmas Amsterdam - Tenerife

Logies Logies Logies

Figure 1: Dummy Products
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customers can compare different holidays to each othe©n the webpage, repondents 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

EEAT A T /£ &I ECEO jAOGODIAE OB @ AATA i 11 AKIOEAEq AOA 1 DA
respondents find standard information that is the same across all the conditions. In the swhapters

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

in chapter 81 (Appendix).

» Ligging Openen

> Vlucht Openen

> Accommodatie Openen
> Faciliteiten Openen

> Restaurant Openen

> 2Zwembad Openen

» Sport Openen

> Diversen Openen

Figure 2: Holiday Information

The holiday packagesemainedthe same over the eight conditions, excepbf the three variables that

have beenbe maripulated as mentioned in table 2 This is to eliminateother factors that might

influence attitudes and booking intentions, and to put the focus only on the three variables of interest.
3.4.2Manipulation | £ OEA OAOEAAI A6 O#AOAT 1T &I 1 OPOET O

Yyl OEA AT 1 OAOOGAOQEIT xEOE 45) 80 thatd onashlikely SoATI t& OU | Al
reducB EOO EIT 1 EAAUGS by usidgOiights thaEiuri énbbidfdl @Gnd by providing
accommodations that are certified as being sustainable. This is also the information that was used in

this experiment in order to manipulatA OEA OAOEAA1T A OA A OAThisinf@matiénd OET O |
xAO AOiI 6CEO O OEA OAOPITAAT O ET OEA EEAIT AO 1T £ 0O¢
the webpage. In the condions where the carbon footprint waskept normal the following information

was provided to the respondents about flight and accommodation:

w Vlucht Sluiten

Vliegmaatschappij TUI fly TUI fly TUI fly

Heen Amsterdam-Heraklion Amsterdam-Las Palmas Amsterdam-Tenerife
Terug Heraklion-Amsterdam Las Palmas-Amsterdam Tenerife-Amsterdam
Tussenstops Mon-stop viucht Mon-stop viucht Mon-stop viucht
Viiegtuigtype Boeing 737 Boeing 737 Boeing 737

v Accommodatie Sluiten

Omschrijving Een vakantie in €én van de leukste Een op en top vakantiegevoel met het In TIME TO SMILE Coral Dreams heb je
plekken van Kreta: TIME TO SMILE comfort van thuis bij TIME TO SMILE een op en top vakantiegevoel en zijn de
Sundance is 'the place to be' Goed bed, Terrazamar. Een moderne keuken, bedden net zo zacht als thuis. Luxe en
koffie zoals thuis, en ontspannen bij het comfortabele bedden en het zwembad comfort kenmerken de ruime
fijne zwembad. Een vakantie in ultieme voor de deur. Genieten in alle vrijheid. appartementen.
vrijheid.

Figure 3: Flight and accommodation information in condition ‘carbenormal’

For flight it gives standard information about the flight: airline compay, the place of departure and
arrival, amount of stops (nonstop flight), and the type of aircraft (Boeing 737). For accommodation



EO DPOI OEAAO A AOEAZE ARAOAOEDPOEITT 1T &£ OEA AAATIT 11T AA(
holiday at one of thenicest places of Crete: TIME TO SMILE Sundance is the place to be. A good bed,
Al £#££AA 1T EEA AO ET T Ah AT A OEA AAEI EOU O OAI Ag AO

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

OEA EEAI AO O&I EGCEO8 AT A O'AAT T 1T AAOCEIT8 EO Ol ECEO
added where it gives information about the type of fuel, in this case: biofuel. For accommodation a

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

OEEO ET1EAAU PAAEACA EO AAOOEAZEAA AO OOOOAET AAIl A4
this, it guarantees to take measures regarding wateand energy use and wasteA AOAOET 1% j A£ZECO

~ Vlucht Sluiten

Wliegmaatschappi) TUI fly

Heen Amsterdam-Heraklion
Terug Heraklion-Amsterdam
Tussenstops Mon-stop viucht
Viiegtuighype Boeing 737
Brandstof Biobrandstof

~ Accommodatie Sluiten

omschrijving Een vakantie in één van de leukste
plekken van Kreta: TIME TO SMILE
Sundance is 'the place to be’ Goed bed,
koffie zoals thuis, en ontspannen bij het
fijne zwembad. Een vakantie in ultieme
wvrijheid. Deze accommodatie heeft een
erkend duurzaamheidskenmerk.
Daarmee garandeert de accommodatie
dat zij maatregelen neemt om water-
en energieverbruik en afval te
verminderen.

TUT fly
Amsterdam-Las Palmas
Las Palmas-Amsterdam

Mon-stop viucht
Boeing 737

Biobrandstof

Een op en top vakantiegevoel met het
comfort van thuis bij TIME TO SMILE
Terrazamar. Een moderne keuken,
comfortabele bedden en het zwembad

voor de deur. Genieten in alle vrijheid.

Deze accommodatie heeft een erkend
duurzaamheidskenmerk. Daarmee
garandeert de accommodatie dat zij
maatregelen neemt om water- en
energieverbruik en afval te
verminderen.

Figure 4: Flight and accommodation information in condition 'carbereduced'

3.4.3Manipul AOET 1

I £ OEA AADEABAI A

TUT fly
Amsterdam-Tenerife
Tenerife-Amsterdam

Mon-stop viucht
Boeing 737

Biobrandstof

In TIME TO SMILE Coral Dreams heb je
een op en top vakantiegevoel en zijgn de
bedden net zo zacht als thuis. Luxe en
comfort kenmerken de ruime
appartementen. Deze accommodatie
heeft een erkend
duurzaamheidskenmerk. Daarmee
garandeert de accommodatie dat zij
maatregelen neemt om water- en
energieverbruik en afval te
verminderen.

O# AOAT 1T 1

In half of the conditions a carboAabel is shown, and in the other half of theonditions 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 carboAabel is presented, it looks like figure 5: in thdottom-left corner a
label is provided to the respondent. It is a label that has been developed for tour operators in the
. AOEAOI AT AG8 4EA OA@O ET OEA

I AAAI

OAUOqg OOEA A1



TIME TO SMILE Sundance TIME TO SMILE Terrazamar TIME TO SMILE Coral Dreams

Appartementen W W & Appartementen dWwdr W % Appartementen wdr % %
Griekenland / Kreta / Kreta Centraal / Koutou... Spanje/ Canarische Eilanden/Gran Canaria... Spanje/ Canarische Eilanden/Tenerife / Play...

@ Bewaard @ Bewaard @ Bewaard
AANBIEDING AANBIEDING AANBIEDING
i i i
¥z 299, g 462,i ¥z 349,
per persoon per persoon per persoon
23 juni 2017 - 8 dagen 25 juni 2017 - 8 dagen 17 juni 2017 - 8 dagen
o Amsterdam - Heraklion . Amsterdam - Las Palmas ) Amsterdam - Tenerife
® s ."';: Logies ® e "' o Logies : Logies
RO | RO
“r010 | MEER INFO & PRIJZEN { “n0i0 | MEER INFO & PRIJZEN. 'MEER INFO & PRIJZEN

Figure5: Condition with carbonrlabel

When a respondent moves his mouse over ¢hlabel it providestext about the carbon footprintof the

holiday package This informationis basedé OEA OAOEAAIT A 80 A A® AdbstArintgl AlOGAD O E
isTT Of AlTh OEA A 111 xETC OAgO APPAAOO A Ofprini O AGAI
this trip has been calculated. The carbon emissions of this trip are 391 kilograms: that is equal to

driving a car for about 3008 kilometA 08 8 ) £ OEA Add@déd| d slighay difererdext O E O
appears where the carbon footprint is lowA Od, O4EA &£ 1 OPOET O 1T £ OEEO OOE
carbon emissions of this trip are 352 kilograms: that is equal to driving a car for about 2708

EEI T i Ar@eQcArtng footprintof the holidays has been calculated with the CARMACAL carbon

calculator. In the text there is a comparisn of the carbon footprintwith the amount of kilometres you

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

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

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

this looks like on the webpage.



AANBIEDING AANBIEDING

per pearsoon per parsoon
23 juni 2017 - € dagen 23 juni 2017 - 8 dagen
Amsterdam - Heraklion Amsterdam - Heraklion
© e & Logies ® 3 "' Logies
E_';‘ _' [ ) E_e‘_‘ ‘__
De voetafdruk van deze reis is berekend. De voetafdruk van deze reis is berekend.
De CO2 uitstoot van deze reis bedraagt De CO2 uitstoot van deze reis bedraagt
I 391 kg: dat staat gelijk aan ongeveer ggi 352 kg: dat staat gelijk aan ongeveer
t' 3008 kilometer autorijden 44 2708 kilometer autorijden
1

Figure 6: Text of carbon label

3.4.4 Manipulation ofthe OAOEAAT A OO0OOEAAS

In one half of he conditions, the price shown $ the normal price for those holidays: for TIME TO

3-), % 301 AATAA j #0A0OAQq OEA 11 Oi Al POEAA EO Ocwwh ¢
TTO0i Al POEAA EO Ototwh#ADAI £5O0AA) Onj 4AT ROoE£EZAQ OEA
the other half of the conditions, an adjusted, higher, price is shown based on the price increase when

the holiday packages was to be carbereduced. This number is calculated by using the price increa

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 expensias 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 TIMET®B - ) , % 301 AAT AA j #0OAOAQ OEA AAEOOOAA b
4A0O0AUAT AO j' OAT #A1 AOEAQq OEA AAEOOOAA DPOEAA EO

3.4.5 Respondents

The respondent sampling techniqueén 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.

4AEA [ AET Ci Al ET OAIDPIEIC xAO O AOOOAAGsvarng) 50 OA
broad: people who have experienced a mainstream package holiday once in their life. Therefore, there

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

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

3.5 Data collection using a g uestionnaire

In the data collection phase, participants are sitting behind a laptop or computer and the dummy

products are presented to participants in a websiteenvironment, as such the normal booking process

T £ A A1 O00I A0 EO T EIi EAEAA8 4EEO AQGDPAOEI AT O EO 1ETI
attitudes and booking intentions.



3.5.1 Questionnaire structure and flow

A questionnaire has been design to measu® A ODT T AAT 060 AOOEOOAAOG AT A AT
presented holiday packages. Attitudegx AAZET AA A0 OAAAT EIT CO 10 Ail OE]
(Merriam-Webster, 2017)z are measureal by using emotionitems provided by NHTV University of

Applied Scienceq2017). 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 emotionitems. The emotioritems are measured on ani¥e-point Liker scale

AOT 1T o611 06 AO A1 86 O OAGOOAI Al UG8

Positive emotion -items Negative emotion -items

Interested/concentrated/alert Fearful/scared/afraid
Positively surprised/amazed/astonished Angryf/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

Table3: Positive and negative emotieitems

A common way to measre 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 specifiesearch

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 wo items are measured on a fivebl ET O , EEAOO OAAI A £&EO
O 1 EEAT U8 O OA@OOAI Al U 1EEAIT UG8 4EA 1 AOO EOAI EO
AOOOI T AOGBO 11T UAT OU AT A OAGEOEAAAOCEDRBOARAAED Q@ERDEA
OA@OOAT AT U 1TEEAIT U8 j2AEAEEAT Ah ¢mnoQs8

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

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

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

I T OE Abutdr, Aual®ids, which is the program used to make and distributéhe quesionnaire,

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

time it aims to keep the groups about the same size. Tpage that follows hereis condition-specific.

/T OEEO DPACAh OEA OAOPITAAT O xEI1T AA AOCGEAA OI Al
guestionnaire, imagine that your boss has given you some days off next month and you are looking

for a lastminute holiday to book for those days. Suppose you search on the website of TUI, a tour
operator, and your search brings up three possibilites onthe folT x ET ¢ x AADACAd- Ol ET E
OPAAEZEA xAADPACAG8 01 AAOA PEAE OEA EI 1T EAAU OEAO U
link that the respondent clicks on depends on the condition the respondent is randomly assigned to:

each condition hasa different webpage.

After they have visited the webpage and completed the assignment, respondents could click on the
O1 Aumt®idand from that page on, the actual questionnaire started. Firstly, respondents were asked
to indicate their choice of holicay. After that, respondents were asked about the emotions that they



experienced during their visit on the webpage using the abovementioned emotieitems. Following

this question, if a respondent has been assigned to a condition that includes a carbon lahel
conditions 1, 2, 5 and & some questions wee 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 labet conditions 3, 4, 7, and & 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
OAODPT T AAT 08 O infArAkationC Tha Bull Fjdestionnaire can be found inchapter 8.2
(Appendix).

3.5.2 Pre-test

Before the questionnaire was distributed, a preest was done amongst 12 participants. They were
asked to complete the questionnaire and provide feedback about théadty of the questions, about
the survey flow, about issues when filling in the questionnaire and about the overall quality of the
guestionnaire. This pretest 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 thiztakes the participant

O0i OEA AOiiT U xAAPACAs )OO OOOT AA 100 OEA &EEI | AA

wACA6 AT A OEA xAAOEOA APBPAAOCAA 110 OF 1T pPAT EI
participants have been notified abouthis 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 carbottabel. Therefore, this feature of the websé z

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

3.5.3 Distribution

The questionnaire wa distributed online through social network sites, such as Facebook and
LinkedIn. The questionnaire is distributed in the Duth language. It has only been treslated 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
Caondition 5 47
Condition 6 42
Condition 7 54
Condition 8 60

Table4: Respondents per condition

ET
OEE



3.6 Data analysis
Before the statistical analysis started, the conditions were taken apart anthe following three
variables were creaed from the conditions:
9 Carbon footprint: respondents who were in a condition where the carbon footprint was
O1T1 01 A1d8 xAOA bl -4rdup ©), dd respdadientsthihd viie Anl adcondition
xEAOA OEA AAOAIT A1 6DPOE] BA x BOADDRRADEAASR x AOA
9 Carbon label: respondents who were in a condition where no carbon label was shown were
Pl AAAA Edroupd®,And@bporilents who were in a condition where a carbon label
xAO OET x1 xAOA @oubBAA ET OEA OUAOS
9 Price: respondents who were in a condition where the price was normal were placed in the
611 6CAI 6D j mqh AT A OAOPI T AAT 60 xEi xAOA ET A A
xAOA Pl AAAA EgloupOEA OAAEBOOAAS
In this way, three variables were created onvhich the statistical analysis were based. The variable
OAIT T AEOQCET 1868 EAO AAAT OOAT O& OI AA ET O1 OEAOA 1 Ax 0O
which variables have an influence on respondent&ltitudes and booking intentions.
ThevaE AAT A OPT OEOEOA Ai 1T OET 108 EAO AAAT AT i1 POOGAA A
AEAPOAO o8u8p AT A OEA OAOEAAT A O1 ACAOEOA Ai1 OGEIT
items. To see if the booking intention items can be computed imbne variable, a Principle Axis Factor
analysis with a Varimax rotation of the three variables has been performed factor analysis is a
technique for identifying latent variablesz meaning not directly observed variables, but inferred from
observed variables- in the data (Field, 2013).

U
@)

The subquestions of this research are answered by performing a factorial MANOM® SPSSThis

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

or more dependent varidles (Field, 2013).4 EA  OA OEGQAIT 1A GEIGAOD OET OB8ME DARA OA
were used as the independent variables irthis analysis AT A OEA OAOEAAI AO ODbPI OF
O1T ACAOGEOA AiT OET 1T 068h OEtenOtd bddk abdther AJEIARA U O mterdhtd BT 10FEA A
OAAT I 1T AT A6 xAOA OOAA AOiptkdstatfsiiciidbm the abalySddredlusell @8 $ A OA
answer the first to sSubNOAOOET 1 6 O7EAO AOA OAODPI 1T AAT 660 AOOE!
DAAEACAOed AT A O7todkidg ikedtidns hatdd ihd difdrénthdliday packad Oe & 8
Running the actual analysisn SPSS provided an answer to the third sutSOAOOET 1 ¢4 O(1T x A
two things: the main effect of each of the independent variablesn the dependent variables and at

the interaction effect between the variableon the dependent variables

Below, a visualisation of the data analysis can be found (figure 7). It can keen 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 depedent variables is analysed.
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Figure 7: Data analysis

4. Results

4.1 Sample description
The sample in this research is quite divers@f all the respondents, 33,5% is male and 66,5% is female.
The age of the responderstrangesfrom 17 years old to 84years old. The average age of respdants

is 38. Most respondentE AOA OPAT O 11 OA OEAT ©oOynm 1T 1T OEAEO POAO
Al 01 OADPI OOGAA OEAU AOA PIATTEIC O OPABYM%md OA OEA
36,3% respectively (Figure 7).2 AOBT 1 AAT 6O OAPIT OOAA 11 006 AEOANOAT O1
Opnnn DAO 111 O0EhR AZEZOAO OEAOHh 11 00 OAOGDPIT AAT OO OA;:

iTTOE AT A Opunmn Al Most@Gespormdents Brd KBO i(Highe@deational 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 O OAODBT 1T AAT 6060 b
and negative emotions experiencethen they examined the three holiday optiondn 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 8show the mean scores on botldependentvariables for the interaction

between theindependentvariables.



Variable Value 3AT OA 11 |Standard |3 AT OA 11 Standard
Ai T OET 1 O8 | Error Ai T OET 1T O8 | 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

Table5: Mean score on positive and negative @tons

The minimum score for both variables is 6 and the maximum score for bothe variables is 30. It can
AA OAAT OEAO OEA OAI OA £ O O6bi OEOEOA Aii1 OET 1 06 NOE

AA1 O Obi OEOGEOA Ai 1T OEiI 1 08 AOOEI ¢ OEAEO AGPAOEAT AA

Ai T OETT0O68 EO OAOU 11 x8 111 1 AAT OAT OAOG AOAmMAAOxAAT
OAT OA 11 O1T ACAGEOA AiTOGEI 108 EO ¢8 4EAOA OAT OAO A
AOOET ¢ OEAEO AgPAOEAT AA 11 OEA xAAPACA AAOGxAAT O1
Value of [Value of [3AT OA 11 |Standard |3 AT OA 111 Standard
O#AOAT 1|O#AOAT|Al T OET 1 O8 | Error AT 1T OET 1T O8 |Error
A1 OPOEI AAAT &
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
Table6: Meanscore on positive and negative emotions for the interaction between 'carbon footprint' and ‘carbon label’
Value of [Value of [3AT OA 11 |Standard |3 AT OA 11 Standard
O#AOAT T/O0OCEAA|AI T OET 1 OB | Error AT 1T OET 1T 06 | Error
£l T OPOE
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
Table7:Mean score on positive and negative emotions for the interaction betwearbon footprint' and 'price’
Value of [Value of |3AT OA 11 |[Standard |3 AT OA T 1 Standard
O#AOAT 1|O0OEAA/AT T OET 1 O8 | Error Ai 1T OET 1 OB |Error
1 AAAT &
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

Table8: 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

BookET ¢ ET OAT OETT O OAOI 1 OAO AOI OT A OEOAA OAOEAAI AO
AT T OEAO ET 1 EAAUS8 Al Ahelnict @habl€s ar® freat€dlsdphratdlyAsindedr@y

seem to address dferent psychological processes: a Principlédxis 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 9shows the mean scores for thdifferent valuesoftheET AADAT AAT O OAOEAAIT AO 11
OEEO EI 1 EAAUS AT A OET!. TaAlé 10shdvk thefniednBcorAsifar thefindependehti E A A U &
OAOEAAT AO 11 OEIiTabkes O, 10 hnd CBAsHoiv thé Mdari\st@es on the dependent

variables for the interaction between the variables.

Variable Value 3AT OA 11 Standard |3 AT OA 11 OE]| Standard
AT TE OEEO]Error AT TE A1 1 OEA]| Error
Carbon footprint | Normal 2,893 0,085 3,856 0,081
Reduced | 2,749 0,083 3,679 0,079
Carbonlabel 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
Table9d, 3 AT OA 11 OETI OAT O O1 AT E OEEO Eil EAAUS AT A OEI OAT O O A
Variable Value 3AT OA 11 Standard
OAAT I 1 AT A 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

Table10: Score on 'intehto recommend'

4EA 1T AAT OAT OAO &I O OET OAI O AiTE OEEO ET 1 EAAUS
ARET ¢ O1 AEOEAO TEEAIT U 1710 OT4EEAITANS OOATAOAE AEE OOE
AT T OEAO EiIl EAABA AAPORCERA®EEAE ET AEAAOAO AAET ¢ C

OlNe)

OAAT 1T EAZA8 &OOOEAOI T OAR OEA 1 AAT OAIT OAO &I O OEI1T OA
scale from 0 to 10 slightly over half, in the neutral zone.

Value of | Value of [3AT OA 11 Standard |3 AT OA 11 Standard

@arbon O# AOAT|AT T E OEEO]|Eror book another | Error

fooOD OE 1 { labeld ET 1 EAAUB

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

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




Table13: Mean scores on iettions for the interaction between 'carbon label' and 'price’

Value of [ Value of [3AT OA 11 Standard
O#AOAT 1|OAAOQAT |OAAT T 1 AT A(Eror
footprint 6 label 6
Normal No 6,183 0,215
Normal Yes 6,156 0,224
Reduced No 6,028 0,203
Reduced Yes 6,194 0,226

Table11: Mean score on intentions for the interaction between 'carbon footprint' and 'carbon label'
Value of [ Value of |3AT OA T1 Standard |3 AT OA 11 Standard
O# AOAT 1|00 OEAA|AT T E OEEO]Eror book another | Error
£l 1T OPOE ET 1 EAAUS
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 | Value of |3 AT OA 11 Standard
O#AOAT 1|00 0OEAA|{OAAT I 1 AT A{Error
Al T OPOE
Normal Normal 6,029 0,226
Normal Adjusted 6,309 0,212
Reduced Normal 6,109 0,216
Reduced Adjusted 6,113 0,213

Table12: Mean scores on intentions for the interaction between ‘carbon footprint' and 'price’
Value of [ Value of |[3AT OA 11 Standard |3 AT OA 11 Standard
O# AOAT 1|O0OCEAA|AT T E OEEO]Error book another | Error
I AAAT & ET T EAAUS
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 | Value of [3AT OA 11 Standard
O#AOAT 1|00 O0EAA|OAAT I 1 AT A{(Error
I AAAT &
No Normal 5,799 0,219
No Adjusted 6,413 0,198
Yes Normal 6,340 0,222
Yes Adjusted 6,010 0,228




4234EA ET £ OAT AA T £ BDAAOATT &1 OPbOET 66h OAAOAI
booking intentions

I EAAOT OEAT -1 ./76! xAO OOAA OI AAOAOI EIOB hx BAGHAD 1
1 AAA1 8h OPOEAABh AT A OEA ET OAOAAQGEI T AAOxAAT OEA
OAOEAAT AO OPT OEOEOA Ai 1T OETT108h O1 ACAOEOA AiT OEITT O¢
ET T EAAUBHh AT A OET Oiafia@ tefid sholy AnAtitheré i8 hoAsigrificant hirdeffect

Al O OAAOAT T Al 1 &b GHhip@éh D0 El MAEG@hOORKAOAT T 1 AAAT 8
AT A OPOEAAG jOEITAEB8O 40AAA E mh mmngeactidns detweeh x wp q |1
OEA OAOEAAI AO OAAOATT mi 1 OPOET 68 AT A OAAOATT 1 AAA
Al 6 110 OECIEZEAAT O & O OEA EZEOOO EIT OAOAAOQEII
ET OAOAAQEIT T O0EIDI EE&GO pa @BAA ER EH OAOAAOCET T AAOxAAI
OPOEAAS xAO OECIEZEAAT O OEI 1 AEBO 40AAA E nhnoch
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 'pri¢&‘indicates significance)

A4AAT A pt ET AEAAOAO OEAO OEA ET OAOAAOGETT AAOxAAT C
Ai 1T OGETT106h O1ACAOGEOA AiT OET1086h OETOAT O O61 AITE
effects analysis was perfamed in order to determine the nature of the interactionsThe following

paragraphs will describe the nature of the interactions.

Figue9OET xO OEA ET OAOAAOQEIT 1 &£ OEA OAOEAAI AO OAAOAI
Obi OE OE 0 AThelsimpledafidcts &nadlyis indicated that there is a significant difference in the

i AATO 11 Obi OEOGEOA Ai 1T OET 108 AAOxAAT OAODPI T AAT OO
price, and respondents who were shown a label and an adjusted price (B875, p =0,044). The mean

OAT OA 11 ODPi OEOGEOGA Ai T OEI 108 A O OAOPITAAT 0O xEI

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

16,969. The other means in the figure are natignificantly different from each other. In figure 10the

ET OAOAAOGEIT 1T &£ OEA OAOEAAI AO OAAOATT 1 AAAT & AT A (
AEEAAOO AT A1 UOEO OEI xO OEAO OEA AEEEAOAT AdtsET OEA
who were shown no label and a normal price and respondents who were shown no label and an

adjusted price is significanf & E ohwc¢yh B E mnhntydgs8 4EA [T AAT OF
significantly higher for respondents who were shown no labelad anormal price z 7,7181 z than for

10EI 1 AEGO 40AAAGQAOAOOAREOCHBNAAI EDO 1 s #rbss@AOI786l p<A x AO OE
0,001.



respondents who were shown no label and an adjusted pricg6,89. The other means in the figure are
not significantly different from each other.

Means of Positive Emotions Means of Negative Emotions
18.50- _Pl‘i c:m] 7 80 _Pl‘i c:ml
. ﬁ:l;uste . ) ﬁ?l;\\sted
7 60
18,001
c. \ 740
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7,20 !.'_,.,.,.,. l:]
17 00 v /
7,00 /
16,50 6,80
" Carbon label - Carbonlabel
Figure 8: Interaction between 'carbon label' and 'price’ on 'positiveFigure 10: Interaction between 'carbon label' angtice' on
emotions' 'negative emotions’
Infigure 11h OEA ET OAOAAOQEI T AAOxAATI GARNOANITT B AMAITGE AD AE
be seen. The factorial MANOVA showed the interaction to be significant (F = 3,921, p = 0,048). The
OEi PI1 A AEEAAOO AT Al UOGEOh ET xAOAOh OET xAA 11 OECIE
AT A OPOEAAAITE AEI OBRO Bil EAAUG8 4EEO AAT AA AOA (

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

an overall nonsignificant result even thoughthe difference is signifcant. In this case, the results from

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

OAAOAT 1T (@rideBlAll 6OBTGAT O O1T OAAT I 1 AT AG8 4EA OEI PI A A/
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

I AAAT AT A A 1101 Al POEAA OAT OAA OECT EZEAAbwI U 11 x/
no carbon label and an adjusted price.



Means of intent to book another holiday Means of intent to recommend
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Figure9: 1 OAOAAOET T AAOxAAT OAAOAIT Figurel2: Interaction between ‘carbon label' and price on ‘intent to
ATTE AT T OEAO ET 1 EAAUG recommend'

4.3 Booking factors and carbon -label perceptions

Respondents werealso 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 holidayPrice is

considered to be very important when booking a holiday: most respondent3,8%, answered the
NOAOGOEI EADY BOEDA O AA Al EIi bl OOAT O AEZAAOT O xEAI
34,9% of the respondents answered this question ith somewhat agree, and only 1% answered this

guestion with strongly disagree.The carbon footprint of a holiday seems to & of less importance

xEAT ATTEETC A EITITEAAUqg Ii100 OAOPITAAT 6Oh cqwhtb |
A1 OPOET O T £ U EITEAAU OF AA Al EIi bl OOAT O AZEAAOQDI «
disagree. This category is followed by respatents who answered the question with somewhat

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

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

answered this guestionwith somewhat agree, while3,8% 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% witlsomewhat disagree, and

25,1% with neither agree nor disagree.

In half of the conditions, respondents were shown a carbelabel on the webpage they visitedIn total
184 people were in a condition with a carborabel presented on the webpage. Of those pple, 32,1%
actually took a look at the information provided by the carborabel, while the majority, 67,9%, did
not take a look at the information under the carborabel. The 59 people who did take a look at the
carbon-label were presented a couple of staments about the carbonrlabel. According to the
respondents the label is comprehensible: 50,8% of the respondents who had taken a look at the



carbon-label answered with somewhat agree and 35,6% answered with strongly agree. Respondents
also found the labé useful: 50,8% answered to this statement with somewhat agree and 25,4% with
strongly agree. The label is viewed as reliable to some respondent28,8% somewhat agrees and
11,9% strongly agreesg but most respondents, 55,9%, are not sure about the relidlty and answered

to the statement with neither agree nor disagree. For the respondents who took a look at the
information on the carbonlabel, the label does help in making them more aware of the carbon
footprint of their holiday: 49,2% somewhat agrees ad 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% ansvered with somewhat agree. Respondents who looked at the carbon label were also
asked to indicate if the carborabel influenced their views on TUI, ranging from negatively to
positively. 50,8% of respondents indicated that it did not influence their viewseither 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, 34% of the respondents indicated that it
influenced their views onTUI in a negativeor slightly negative way.

5. Discussion

This research looked at consumerattitudes and booking intentions towards different holiday
packages. In the previous section, the main results of the questionnaire are put forward. This section

will go into the interpretation and implications of these findings. It will answer the main research
NOAOGOGEIT T &£ OEEO OOOAUd O7EAO AOA AiI 1 O0OI Ao A
I

reduced holiday package® 8 & OOOEAOI T OAh O&rdsealch o e kidkafufeEafel O
discussed, as well as the limitations this research has.

OC
K

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 behavour towards carbon-reduced holidays, the role of carbon labels in consumer
behaviour towards carbonreduced holidays, and the role of price in consumer behaviour towards
carbon-reduced holidays.

In the literature review of this study, the question was pt forward whether or not tour operators
should provide their customers with a choiceregarding environmentally sustainable (carbon-
reduced) holidays. Previous research already found that carbetabels may not have the desired
effect of people choosing arnvironmentally sustainable holiday and a famore important factor
where people base their holiday choice on is pricéijgelaar et al. 2016, Hares, Dickinson & Wilkes,
2010). The descriptive questions in thisresearch confirmed this: peoplesay toattach more value to
the price of a holiday than the carbon footprintof their holiday, and oftenindicate that they are not
prepared to pay a higher price for a carbommeduced holiday. This research also confirmed in an
experimental setting that carba-labels may not have the desired effect: the majority of people
about two-third - do not bother to look at what information the labelhas to give. The onghird that
did look at the label did find it comprehensible, useful and quite reliable, and it made them semhat
aware of their carbon footprint, butin the endit doesnot have the desired effect: overalthey indicate



that it does not influence their choice of holiday. Therefore, the question posed in the beginnifif
tour operators should leave their consmers with a choice in this matteris still valid.

Overall, when looking at the results, they show that respondents experience little to no negative
emotions when looking at the webpagewhile they experience averagepositive emotions and
respondents aremore likely to keep looking for another holiday,which might not be surprising, since
they only got to choose from three holidays in this experimentwhich made the choice limited-, but
they also somewhat consider to book the holiday that they have cken from the webpage. The
statistical analysis showed that the three separate indepemsht variablesz carbon footprint, carbon
label, and price- have no significant effect on the dependent variables. This means, when looking at
these variablesonebyond) EAU EAOA 11 ET &£ OATAA 11 Al 10061 Addo A
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 #te combination of
the variables carbon label and price. The other combinations of variables were also found not
significant. Thereforcn OEA OAOEAAI & BDAAORT 1 AAERDOOEDOATT ET O
research. The existing literatue already suggested that environmental sustainability is not high on
OEA T EOCO T &£ Ai1060I AO6O DOEI OEOEAO | waBDChdtAAO A0 /
research is in line withthis suggestion, since it shows that consumers do not seera hotice the
difference between carbonnormal and carbonreduced 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
EAO AAAT DOO Al Ox AceAlity X Day Aot e AallatkdiAntetedt toesmb 6nly Fean
that they would not automatically opt for a polluting holiday, it does also mean that when only carben
reduced holidays were on offer, their attitudes or booking intentions are not influencediter. In the
existing literature on consumer behaviour regarding carborreduced 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: In & 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 producOther researchers found that preenvironmental z

or green- behaviour is often undertaken based on norenvironmental goals (Gifford & Nilsson, 2014).
These two studies support the statement made that a lack of interest in environmental sustainability
does notautomatically mean that people purposely choose the environantal unsustainable produd.
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 carbereduced holidays than to

normal holidays. These carbofreduced holidays, therefore, seem to be accepted by consumers. This

means that if tour operators start offering carbonreduced holidays, their customers are very likely

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

consumer do not liketo 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
OAAOATT 1 AAAT 8 AT A OPOEAAGY xEAT DAIBI A OAA A 1 AR
more positive emotions than when people see a label and an adjustpdce. This can be due to the



fact that the label invokes the thought that they are paying higherprice due to the carbonreduction
on the holiday, which theyindicated they did not want to do. When people know, or think they know,
that they are payinga higher price for a holiday because they carbon footprint has beendeced, they
seem to bdess acceptingf the holidays presentedin this case, the arbon label is counterproductive

it makes people less likely to feegpositively towards the holiday. This adds to Eijgelaar et al. (2016)
who looked at the effectiveness of carbon labels by showittigat a carbon labelz the carbon label that
is used in this experiment- is not very effective at the individual productlevel. The statement that
carbon labels could contribute to the astainable development of tourism (Eijgelaar et al. 2016) could
still be valid, but is not confirmed in this experiment that deals witha specific carbonlabel at the
individual product-level.

TEA ET OAOAAOGEIT AAOGxAAT OAAOAT Tt forl the feebt on nkdatve OD OE A /
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 emdbns are lower andintent 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 hddly has been carbon

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

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

importance of price isdependent on the carbon label. Despite people indicatinghat they are not

willing to pay a higher price for a carborreduced holiday, they are in reality willing to pay a higher

price until it becomes cleartotherDEAO OEAU AOA DPAUET C HBenth&ugEndtO D OE A/
all the interactions were proven to be significant, the general trend that can be segis that in a

scenario with a carbonlabel and an adjusted price consumer attitudes and booking intentions are

lower than a scenario where no carbonlabel isshown with an adjusted price.This adds to Gdssling

et al. (2012) who stated hat leisure travellers are pricesensitive by showing that leisure travellers

AOA ET AAAA DPOEAA OAT OEOGEOAR AOO 1171 U xEAT mEAU AO
with Chiang & Jang (2007) and thiefindings abouttheOAB D OT DPOEAOAT AGO 1T £ DPOEAAS
the consumer booking processPaying a higher price for carborreduction on a holiday is not

perceived as appropriate in this caséWhat this means for tour operators, especially for TUI in this

case,is that they can offer their consumers carbofreduced holidays since they will be accepted as

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

for a @ormaléholiday.

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 carbonreduced holidays, as well as consumers
willing to book carbonreduced holidays.This research shows that consumers are willing to book
carbon-reduced holidays.Even though the goals of both parties differ tour operators strive for a
more environmentally sustainable offer of holidays, while their customes are looking for a holiday
that has good value for money, the end result remains the same: when tour operators offer carben
reduced holidays, consumers are willing to book those holidays just as much as they are willing to
book the normal holidays on dfer right now. Therefore, tour operators shouldseriously consider to



include carbonreduced holidays in their offer. Assuming that the offer of carborreduced holidays
goes alongside with an increase in price, it would be best for tour operators be caitious with using
carbon labels, since this research suggest them to be counterproductive at the individual product
level. However, more research is needed; for different tourism products and on different
presentation-levels - to determine the productiveness or counterproductiveness of the carbon label.

5.3 Contribution s of this research

This research has contributed to the academic literature by shedding light on the consumside of
carbon-reduced holidays. This research supplements earlier studies thiaexamined consumer
behaviour regarding carborreduced holidays and offers a more nuanced understandin@hrough
the experimental design inthis research,insight has been gained in consumeattitudes towards
carbon-reduced holidays and consumeibooking intentions in different scenarios Therefore, through
OEEO OAOAAOAER OAlI OAAT A ET OECEOO ET OI DPAI PI A0 AOC
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 labdlased strategies for tour
operators (Eijgelaar et al., 2016¢Gdssling & Buckley, 2016)carbon labels may not be the optimal tool
for transforming consumer behaviour and oher options should be explored.t also showed that the
carbon footprint of a holiday has no effect on consumer behawur, which indicates that anoffer of
carbon-reduced holidays would not be perceived differently as an offer of normal holidays. With these

findings, tour operators can introduce carbonrreduced holiday packages to their consumers.

5.4 Limitations of this research

The limitations of this researchare important to highlight and the interpretation and use of the results
of this research should be done itight of these limitations. Due to time constraints, this research

i AAOOOAA DPAT PI AGO AOOEOOAAO AT A ATTEETC ET OAT OEIT I
items and booking intentiorritems. It is known for these kinds of methods where respondentsate
themselves on certain items that there are some issues regarding accuracy of the answ@aulhus

& 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 wphge
that provided three sun-basedholiday 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 interestingr 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 resehrlt should also be taken ito
account that the questions irthis research were based on a hypothetical situation: people might have
AE A£AFAOAT O 1 PET EHods®scehdrio, #hdn in@ositu@libnAwdere they actually have to
choose a holiday, in @aeal booking process

5.5 Suggestions for future research

It is suggested that future researclin this field will learn from this research and its limitations. This
OAOAAOAE I AAOOOAA DPAT PI ABO AiTOEIT O Eleketod Ol U OE
AT 11 AAGET ¢ AAOCA 11 DPATPIAGO AiITOEITO EO AU 1 AAOC
OAOAAOAE OEIT OI A &£ AOO 11 I AhpGBiogEdr exantpldhyibldgisad Al T OE



measures, like: facial expressions, heart rate, bathing, and skin conductance. This eliminates the
guestion of accuracy of this researchising an indirect approach. Besides thatfuture research should
AGPAT A OEEO A@DPAOEI( Alsh brddder thdw@A ivkdhy§, passhol milofeAd T O 6
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 reseach 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 productlevel. Future research could focus theirtéention to the use
of labels on different products and on different levels.

6. Conclusion

In this researchthe following question took a central place:07 EAO A OA akiludeOdhdl A0S O
booking intentions towards carbonrOAAOAAA EIT | EAChsumd attAubes @nl dgoking
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 tabpage
regarding their attitudes and booking intentions. In the eight conditions three variables wee
manipulated: carbon footprint of the holiday, provision of a carbon label, and pricé his research
found that theindividual variables - carbon footprint, carbon label and price do not have a sigificant

effect on consumer attitudes and booikg intentions. The carbon footprintdoes not hare an effect at

all on consumer attitudes and booking intentionslt was found that the interaction between a carbon
label and price had a significant effect onansumer attitudes and booking intentionsThis experiment
shows that acarbon labelat the individual product-level does more harm than good when it goes
along with a higher adjusted price for carborreduced holidays. Consumer attitudes and booking
intenti ons for normal holidays and carborreduced holidays do not differ, but the carborabel does
seem to achievea counterproductive effect when in combination with price: people are less likely to
book the holiday.Even though consumers stated that they weraot willing to pay a higher price for

a carbonreduced holiday, in the experiment it was shown that they in fact are willing to pay a higher
DOEAAR AO 1117 ¢C¢c AO OEAU AOA 110 AxAOAItisgmggesed EAAO
that tour operators should include carbonreduced holidays in their offer, since consumerdo accept
these holidays, but they do need to be cautious with providing a carbon labérhis research
contributed to scientific literature of consumer behaviour regarding cdoon-reduced holidays
(Eijgelaar et al., 2016; Hares et al., 2010; Gdssling et al., 2012; Gdssling & Buckley, 2016; Chiang &
Jang, 2007) by examiningconsumer attitudes and booking intentions towards carbon-reduced
holidays are in an experimental design. Tik information does also have a practical value, since it can

be used by tour operators when they are starting to introduce more carbereduced holidays to their
customers.
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8. Appendi ces

8.1 Conditions of Experiment
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De voetafdruk van deze reis is berekend.
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Condition 2:
























