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Abstract 

Climate change is a key issue that the earth is facing. With the increasing demands for a more 

sustainable development in the tourism industry, many companies and co-operations are facing the 

choice of whether to adapt to the sustainable tourism environment and change from traditional, 

economic focused tourism marketing to a more sustainable tourism marketing.  Researchers have 

argued that sustainable tourism marketing can offer a competitive advantage to the tourist destination, 

but there is currently a lack of empirical data to support such claims. 

This thesis aims to conduct both quantitative and qualitative data to examine whether sustainable 

tourism marketing can be competitive in the tourism industry by conducting surveys to find out the 

perceived value of sustainable tourism marketing against traditional tourism marketing in a buying 

scenario experiment. In addition, this thesis also includes interviews with Norwegian hotel managers to 

provide insight on how sustainable tourism is perceived among decision makers in the industry. 

The findings of this thesis show that sustainable tourism marketing can be more competitive when 

compared to traditional tourism marketing in terms of perceived value. The result of the buying scenario 

experiment showed consumers perceived sustainable marketing to be significantly higher than 

traditional marketing in terms of emotional response and quality under the perceived value construct, 

and there is potential to use sustainable tourism as a competitive advantage in the tourism industry. 

Further, the interviews with Norwegian hotel managers show that there is a demand and awareness for 

sustainability in Norway, but there are also challenges and obstacles preventing sustainable marketing 

to be implemented further.  

Overall, this thesis contributes to the understanding of sustainable tourism by providing empirical data 

on how consumers perceives sustainable tourism marketing when compared to traditional ones and 

provides insight on how decision makers in the industry views sustainability and its current challenges.   
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 Introduction 

a) Background and Motivation 

Climate change is one of the most serious issues the world is facing today. In recent years there 

has been an increase in demand for a more sustainable economic development (Bramwell & 

Lane, 1993). The World Tourism Organization (2004) gave the definition of sustainable tourism 

development as “the continues development that satisfies the needs of tourist and tourism 

destinations while sustaining and enriching opportunities for the future.” As tourism continues 

to grow into one of the largest drives for economic developments in the world, the need to reduce 

or mitigate the environmental impact caused by tourism also increases (Richards & Hall, 2002). 

With an increasing demand from tourist segments to increase environmental awareness and 

better protect the environment, the tourism industry is in a need to find new ways to meet and 

satisfy those needs in order to remain competitive in the market.  

Researchers have proposed sustainable tourism marketing as a new concept that would offer a 

competitive advantage to the tourist destinations by meeting this increasing demand among 

tourist groups (S. S. Hassan, 2000). Some has argued that there is a shift in the tourism 

marketing paradigm from economic profit focused towards sustainable development (Jamrozy, 

2007). However, there currently lacks any quantitative research that supports or contradicts the 

claim of the market competitiveness of sustainable tourism. This research will aim to fill the void 

in the current tourism research literature by providing empirical data and quantitative analysis to 

examine whether sustainable tourism marketing can help destinations to become more 
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competitive in the market by measuring key indicators such as perceived value of a service in a 

scenario based experiment.   

b) Research Question 

If a sustainable tourism marketing can help destinations to become more competitive by 

generating the same or higher of perceived value in consumers as a traditional campaign focused 

on profit?  

c) Research Method 

This research will incorporate both a qualitive research and a quantitative research method in 

order to provide a more comprehensive approach towards the knowledge area of sustainable 

tourism marketing. The qualitative method consists of interviews of current hotel managers who 

are using sustainable tourism marketing in their hotels. The quantitative method consists of a 

scenario-based experiment to test the perceived value among consumers. 

In order to measure the perceived value of marketing strategies, two hypothetical scenarios were 

constructed for sustainable and traditional tourism services. The hypothetical service that was 

chosen involved a whale watching tour. This choice was made because whale watching has a 

long tradition in Norway, and it is a tourism industry where there have been previous researches 

done to analyse the sustainable measures and its impact on the environment (Finkler & Higham, 

2004).  
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d) Limitations 

This research is limited in that it only uses one buying scenario in the quantitative study. This 

study is also limited in that it only measures the perceived value, which is only one part of the 

key indicators of market competitiveness of the participant. In addition, this research is limited in 

that it only focuses on the demographic of Norway and does not include demographics of other 

nations.  
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I. Literature review  

a) Sustainable tourism 

The concept of sustainable tourism has been well established since the 1980s (Bramwell & Lane, 

1993). Sustainability, sustainable development, and sustainable tourism have all been used 

interchangeably in literature to describe the concept of sustainable tourism (Liu, 2003). In 

addition, some have argued there are currently too many different interpretation of the term 

sustainable tourism in literature and it lacks a concrete definition accepted that is universally 

applied (Stabler & Goodall, 1996). Generally, the term sustainable tourism represents a large set 

of comprehensive ideas, management methods, policies, and resource management of tourism 

development at a destination to make sure that the destination is protected for sustainable, long 

term development (Lane, 1994).    

In most cases, sustainability has been defined as ‘the consumption of goods and services that 

meet basic needs and quality of life without jeopardizing the needs of future generations’ 

(OECD, 2002). As Cooper (2005) indicates, this may be interpreted in a number of ways, but 

chiefly, sustainability is about limiting the extensive usage of resources, while making the 

optimum use of the existing resources currently available. 

In terms of the significance of the concept, sustainable tourism has often been viewed as a way to 

address the crucial problems of negative and harmful tourism impacts and a guide to move 

forward towards a long term viability (Liu, 2003). Cater (1993) identifies three main goals for 

sustainable tourism as meeting the need of the host region’s long term and short living standards, 

satisfying demands of the increase number of visitors, and protecting the natural environment. 
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Researchers have proposed four forces of social change which drives the sustainable tourism 

industry (Prosser, 1994). The four factors include:  

 

1. Dissatisfaction with the current products,  

2. Increase in environmental awareness and culture sensitivity,  

3. Realization of the vulnerability of resources by the possession region,  

4. The change of attitude of tourism developers.  

 

There is a believe among scholars that sustainable tourism should be interpreted differently by 

different stake holders (Byrd, 2007). With regards to the tourist industry, sustainable tourism can 

be interpreted by the managers and decision makers as the development that is adequate to the 

conservation of a destination, while providing a justification and reasoning for the preservation 

of certain key environments from over tourism (Butler, 1999). For policy makers, sustainable 

tourism can be viewed as a new vehicle of encouraging and driving a new form of business 

model, enhancing local development, while promoting the conservation of nature landscape 

(Castellani & Sala, 2010). As for tourists, sustainable tourism offers an alternative drive for 

motivation to travel, as well as satisfying their intrinsic needs and make them feel better about 

the overall tourism experience (Butler, 1999).  
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With regards to the potential and viability of sustainable tourism. Researchers have pondered the 

idea of analyzing the competitiveness of sustainable tourism in the current environment. More 

specifically, using sustainable tourism as a competitive advantage in the tourism industry (S. S. 

Hassan, 2000).  Researchers have argued that there is a clear linkage between market 

competitiveness and sustainable tourism in that tourism often depends on their unique 

environment to remain competitive and sustainability offers a long-term protection to keep the 

environment from being harmed (Hawkins & Roberts, 1994).  

 

As a result of the recent trends of increase in niche tourism phenomenon such as green tourism, 

ecotourism, adventure tourism, and resort tourism, the tourism industry has put more and more 

focus on satisfying the demands of each specific traveler types. Travelers of those niche groups 

are becoming significantly more involved in their decision making on weather their experience 

would harm the environment of the destination as well as feel good about themselves for the 

choice they make (Marshall, 1996). Identifying the needs and drivers of those niche groups has 

become a key issue for tourism researchers to understand the changing motivation and value of 

the environmental travel segment (S. Hassan & Vandermerwe, 1994). To many researchers, this 

concept of demand driven or market oriented sustainable tourism can help destinations to gain a 

competitive advantage by meeting the current needs and demands of supporting the environment 

in a sustainable manner (Eccles, 1995; S. S. Hassan, 2000; Ruhanen, Weiler, Moyle, & 

McLennan, 2015).       
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To conclude, sustainable tourism is a large, comprehensive term that aims to minimize the 

environmental harm caused by tourism itself while also protecting and prolonging the unique 

environmental value of the destinations. The concept of sustainable tourism tries to bring a 

competitive advantage to the tourist destination by meeting the expectation and demands of a 

growing tourist segments that values environmental protection and nature related events. For the 

tourism industry, sustainable tourism brings a new way to position themselves and incorporate 

sustainability to their activities and products in order to satisfy the demands of this growing 

market segment.   
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b) Sustainable marketing 

With regards of marketing in the tourism industry, traditionally, tourism marketing has been 

focused on promoting and selling destination value towards potential consumers. The main 

characteristics of the traditional tourism marketing is that it is market and consumer. The goal of 

traditional marketing is to determine or identify the needs of the customers and create products 

or services to match those needs (Van Dam & Apeldoorn, 1996). Broadly speaking, traditional 

marketing can be defined as the following: 

“Marketing is a comprehensive organizational process or a function for innovating, 

communicating, and sending value to consumers and for controlling customer relationships in 

areas that’s beneficially to the companies and their shareholders” (Keefe, 2004). 

Jamrozy (2007) has categorized this type of market-based marketing as “Economical Marketing” 

because it focuses on achieving economic goals. In this case, marketing functions as an activity 

that promotes the consumption and the growth of destinations. Many believe that this method  of 

market orientation falls into the current social dominant paradigm (DSP), in which people’s 

values is defined by the economic gains (Milbrath, 1989). Some have argued that the 

environmental improvement in tourism as a result in increasing in tourist demand can create a 

win-win situation between company’s profitability and a sustainable environment (Aragón-

Correa & Sharma, 2003; Porter & Van der Linde, 1991). On the other hand, researchers have 

also questioned the sustainability of economical marketing because it only focuses on profit. 

They argue that as demands of consumers change, the environmental benefits of tourism cannot 

always be translate to the market as value accepted by the consumer (Van Dam & Apeldoorn, 

1996). 
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Alternatively, researchers have been arguing for another approach towards sustainable marketing 

in which they define as “Environmental Marketing” (Jamrozy, 2007). It focuses on creating and 

developing a healthier environment, while also promoting recycling, energy preservation, and 

other sustainable objectives. The ultimate goal for environmental marketing is to create 

consciousness among consumers that promotes the conservation and preservation of our 

environment (Fuller, 1999). This environmental marketing approach emphasizes the social and 

environmental responsibilities of the marketers to promote a better environment for the society.  
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c) Social Dilemma 

Despite the benefits of environmental marketing, some have argued the responsibilities it forces 

on companies and marketers could be in conflict with the traditional economical marketing in 

that it might hinder company’s ability to maximize profit (Walley & Whitehead, 1994). 

Researchers believe that there is a social dilemma they refer as the “tragedy of the commons” 

(Hardin, 1968) in which individual’s rational behavior of maximize short term profits will 

ultimately causes he or she to act in a way that’s damaging to the long term sustainability to the 

entire society including the individual. The reasoning for this dilemma is that if the objective is 

to maximize profit, any actor would be tempted to shift from priced or valued resources to non-

priced or undervalued resources, and to externalize the cost of resources away from the 

individual. In context of tourism, this externalization of cost often realized in the form of tourist 

destinations ignoring or harming the environment in order to achieve maximize profit. 

Researchers argue that due to this commons dilemma, individual actors will tend to increase their 

own potential profitability at the cost of society as a whole (Van Dam & Apeldoorn, 1996).  

When looking at the tourism industry from a supply and demand perspective, the individual 

objective of maximize profitability will cause to an increase in the overall demand of a tourist 

destination. If not managed carefully, this increase could lead to a collective overconsumption of 

a destination, causing irreversible damage to the environment. From the supplier side, 

maximizing individual profit comes in conflict with sustainability because there often is a 

premium price associated with environmentally friendly product or services. According to the 

commons dilemma, suppliers are inclined to use cheaper, less environmentally friendly options 

to maximize profit at the cost of the long term environment of the destination (Van Dam & 

Apeldoorn, 1996).      
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d) Paradigm shift in sustainable tourism marketing  

When trying to combat the effects caused by the commons dilemma in the tourism industry, a 

potential solution is to mitigate this negative impact by creating a comprehensive living system 

in which there is a balance between the economic, environmental, and social benefits. 

Researchers have argued that there is a shift of the social dominant paradigm (DSP) from an 

economic perspective towards a sustainability perspective (Jamrozy, 2007). As a result of this 

shift, individual actors from both the supply and demand side would view tourism as an 

interrelated system of all stakeholders. If such shift is in fact happening, it could potentially solve 

the commons dilemma because individual actors would realize their personal profits is 

interrelated to the system as a whole, and in order to maximize the individual’s profit, the entire 

living system must also be protected.  
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Jamrozy (2007), created a sustainable tourism marketing model (STMM) that illustrate shift in 

the social dominant paradigm as below: 

 

Figure 1. (Jamrozy, 2007)  The triangular model represents the three dimensions of 

sustainability, economic viability, social equity and environmental protection. 

The article argues there is a paradigm shift from the current dominant social paradigm (CSP), 

and this suggests moving the objectives of tourism marketing from offering satisfying and 

profitable tourism experiences towards sustaining living systems. 

 For this research, the aim is to test this theory on a local scale with tourists in Norway. The aim 

is to design an experiment to test if a marketing campaign that is using the sustainability model 

would be better or just as effective to the tourist as the traditional campaign. If true, then the 

argument can be made that there is a shift away from CSP on the consumer side and we can and 

should incorporate this new marketing method in tourism to adapt to this shift and remain 

competitive in the market. 
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Perceived Value 

For measuring the competitiveness of sustainable marketing, perceived value is used in this 

research as a key indicator for how consumer views toward the marketing method. Perceived 

value is defined as “a consumer’s overall assessment of the utility of a product based on 

perceptions of what is received and what is given” (Zeithaml, 1988). Further, Zeithaml (1988) 

developed four different meanings of value –  

1. Value is defined as low in price 

2.  Value is what people wants in products 

3. Value is the quality of the products people paid for 

4. Value is what people get for what they give 

Most of the researches today are formed around these four definitions (Bojanic, 1996). Zeithaml 

(1988) in her research via focus groups showed that perceived quality leads to perceived value, 

which leads to purchase intentions. Results of her study also showed both intrinsic and extrinsic 

attributes and price are positively related to perceived quality. 

Based on the above definitions of perceived value, Petrick (2002) developed a multi-dimensional 

scale for measuring the perceived value of a service. In this scale, perceived value is divided into 

the following five dimensions: 

1. Behavioral Price 

2. Monetary Price 

3. Emotional Response 

4. Quality 

5. Reputation 
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As for definitions, Quality is defined as a consumer’s judgment about a product or service’s 

overall excellence (Zeithaml, 1988). Emotional response is defined as a descriptive judgement 

with regards to the joy or happiness that a product or service offers to the consumer (Sweeney & 

Soutar, 2001). Definition used for monetary price is the price of a service as judged by the 

consumer. Behavioral price is defined as the non-monetary price of obtaining a service or 

product, such as time and effort spent searching for it (Jocoby, 1977). Lastly, Reputation is 

defined as the status of a service or product as perceived by the consumer judged by the overall 

image by the supplier (Petrick, 2002). 

In order to further develop the scale, 4 to 6 items were later added to each dimension to form the 

construct that measures perceived value and each item was tested for validity and reliability 

(Petrick, 2002). This research will utilize and incorporate Petrick’s perceived multi-dimension 

scale in a scenario-based survey to examine the effect of sustainable marketing and how it affects 

the consumer’s perceived value. 
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e) Quantitative research  

1. Conceptual framework and hypotheses 

Based on the literature reviews conducted, a conceptual framework is developed to examine the 

relationship between the effect of sustainable marketing versus traditional marketing, and the 

consumer’s perceived value.  Variables of Perceived value consist of 5 dimensions - Behavioral 

Price, Monetary Price, Behavior Price, Emotional Response, Quality, and Reputation.  

 

According to previous researches of a paradigm shift toward sustainable marketing in the 

tourism industry (Jamrozy, 2007), there should be an increase in the intrinsic value perceived by 

the consumer. More specifically, the emotional response should be greater when viewing a 

sustainable marketing campaign compared to a traditional one. Therefore, the following 

hypothesis is made in accordance with the research model shown in figure 1:  

 

Hypothesis 1 (H1): Sustainable tourism marketing will have a significantly greater impact on 

consumer’s emotional response to the service compared to traditional marketing 

 

By contrast, Traditional tourism marketing should have an advantage in terms of convincing the 

pure monetary value towards consumers (S. S. Hassan, 2000), and this should lead to a higher 

monetary price in traditional marketing compared to sustainable marketing. Due to the above 

reasons, hypothesis 2 will consist of the following:   
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Hypothesis 2 (H2): Traditional tourism marketing will have a significantly greater impact on 

consumer’s view of the monetary price of the service compared to sustainable marketing. 

 

Lastly, since the research aims to keep other influential factors such as quality, reputation, actual 

price, time, and ease of buying as constant between the two comparisons, the result should also 

reflect that the last hypothesis consists of the following:        

 

Hypothesis 3 (H3): There will be no significant difference in Quality, Behavioral Price or 

Reputation between the sustainable marketing and traditional marketing. 

 

 

   

Figure 1. Research Model  

 

This research model represents the relationship between sustainable marketing, emotional 

response, and perceived value. The model shows that there is a positive correlation between 

sustainable marketing and emotional response, and there is positive correlation between 

emotional response and perceived value. The model suggests that by introducing sustainable 

marketing to consumers, there will be an increase in the emotional response of the consumer that 

leads to a higher perceived value of the serviced he or she receives. 

Sustainable marketing Emotional Response Perceived Value 
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2. Method 

a) Sample 

For sample collection, the method of random assigned sample was used to describe the 

population. Sources for finding participants included university students and tourists visiting 

Norway. A total of 180 people was asked to fill out the survey. 

 

b) Questionnaire 

A self-administered survey was developed to measure the purchase intention as well as the 

willingness to purchase. An 11-point Likert scale was used for the questionnaire. The 

questionnaire uses items established by previous studies to measure theoretical construct of 

perceived value in the tourism service industry (Petrick, 2002). 25 items were used to capture the 

5 dimensions (Behavioral Price, Monetary Price, Behavior Price, Emotional Response, Quality, 

and Reputation of perceived value). Some words were adjusted in order to better fit with the 

scenario of the survey. In addition, there were also background questions (such as gender, age, 

times of travel per year, and nationality) used to get an idea of the demographics of the sample 

population. Participants were given a 7 minutes time limited to complete the survey to ensure the 

validity of the survey.  
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c) Buying scenario 

A buying scenario was used to evaluate how participants view sustainable tourism marketing 

compared to a traditional marketing from a consumer’s perspective. Each participant was 

presented with one of two slightly different types of scenarios, Scenario A and Scenario B. Both 

scenarios consist of a whale watching marketing promotion text in a Norwegian district called 

Loften. In addition, both scenarios included the same controlled factors such as the price of the 

service (496 Norwegian Krone), the duration of the trip (90 minutes), the capacity of the boat (20 

people) and the method to book the trip (online and at the destination).  

The main differences between the two scenarios are the marketing text. Scenario A uses a 

traditional, economical marketing text trying to communicate the value and benefit of the whale 

watching service. On the other hand, Scenario B uses a sustainable marketing message that 

emphasis on protecting the environment and creating a living system. Both scenarios are shown 

below in Buying scenario A and Buying scenario B. 
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Results 

A comparison of traditional and sustainable marketing strategies using a buying scenario  

Buying Scenario A (Traditional marketing) 

 

Buying Scenario B (Sustainable marketing) 
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Descriptive statistics 

Surveys were distributed in a local Norwegian university to students who were willing to 

participate. A total of 180 surveys were obtained. After examining and eliminating unusable 

surveys, A total of 143 surveys were used for data analysis. A majority of the participants was 

female (57.3%), and Norwegian (61.7%), most of them travel between 2 to 4 times a year 

(83.4%) and are between 20 to 25 years old (82.2%).  

Table 1. Mean score of perceived value factors for the survey questionnaire  

 

 

 

Survey Questions/Scenarios Sustainable Marketing (SD) Traditional Marketing (SD)

1.      I think the Whale watch tour has a good quality 7.83 (1.68) 6.96 (1.69)

2.      I think the Whale watch tour is reliable 7.35(1.97) 6.89 (1.61)

3.      I think the Whale watch tour is dependable 7.29(1.98) 6.65 (1.96)

4.      I think the service in the Whale watch tour is consistent 7.35(1.92) 6.58 (1.69)

5.      I think the Whale watch tour will give me happiness 8.81(1.80) 7.21 (1.68)

6.      I think the Whale watch tour will give me a sense of joy 8.76(1.66) 7.01 (1.81)

7.      I think the Whale watch tour will make me feel good 8.50(1.56) 6.82 (1.91)

8.      I think the Whale watch tour will give me pleasure 8.63(1.57) 6.85 (1.78)

9.      I think the Whale watch tour makes me feel delighted 8.62(1.55) 6.72 (1.75)

10.  I think the Whale watch tour is worth the money 8.51(2.11) 6.27 (2.16)

11.  I think the Whale watch tour is a good buy 6.64(1.99) 6.21 (2.44)

12.  I think the Whale watch tour is fairly priced 6.63(2.16) 6.37 (2.24)

13.  I think the Whale watch tour appears to be a good bargain 6.52(2.09) 6.27 (1.91)

14.  I think the Whale watch tour is reasonably priced 6.41(2.19) 6.20 (2.44)

15.  I think the Whale watch tour is economical 6.22(2.20) 6.42 (2.14)

16.  I think the Whale watch tour required little energy to purchase 6.41(2.13) 7.04 (2.06)

17.  I think the Whale watch tour is easy to shop for 7.86(2.08) 7.30 (2.18)

18.  I think the Whale watch tour is easy to buy 7.73(2.22) 7.41 (1.91)

19.  I think the Whale watch tour required little effort to buy 7.62(1.99) 7.51 (1.85)

20.  I think the Whale watch tour can be easily bought 7.61(1.98) 7.45 (1.96)

21.  I think the Whale watch tour has a good reputation 8.89(2.15) 6.54 (1.90)

22.  I think the Whale watch tour is well respected by others 6.83(2.08) 6.49 (1.82)

23.  I think the Whale watch tour is reputable 7.09(2.05) 6.68 (1.49)

24.  I think the Whale watch tour is well thought of 7.51(2.18) 6.81 (1.92)

25.   I think the Whale watch tour has good status 6.75(2.90) 6.82 (1.77)
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Measures 

For the measurement of perceived value, this survey uses a 11 point multi-scale adapted from a 

multi-dimensional scale by James Petrick (2002). Each dimension was measured with 4 to 6 

items displayed in Table 2. Some words are adjusted in order to better fit in the scenario 

described in the survey.  

Table 2. Factors/Items (Petrick, 2002) 
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d) Measurement of reliability 

The data analyses were performed with SPSS for Windows. Cronbach’s coefficient alpha was used 

for the testing of reliability of the following multi-item constructs included in the survey. The 

constructs include quality, emotional response, monetary money, behavior price, and reputation 

for the two-buying scenario shown in Table 2. The range of the Cronbach’s alpha tested are 

between 0.86 to 0.96 to show that all the multi-item constructs were internally consistent and 

reliable for further testing. 
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Table 2. Reliability 

Reliability Test for Sustainable Model 

  
Variables A Mean SD Number of items 

Quality 0.92 29.8 6.87 4 

Emotional Response 0.96 43.2 7.67 5 

Monetary Money 0.95 38.85 11.71 6 

Behavior Price 0.95 38.04 9.79 5 

Reputation 0.93 35.01 10.2 5 

     
Reliability Test for Traditional Model 

  
Variables A Mean SD Number of items 

Quality 0.86 27.07 5.89 4 

Emotional Response 0.89 34.5 7.52 5 

Monetary Money 0.93 37.73 11.54 6 

Behavior Price 0.95 36.7 9.13 5 

Reputation 0.94 33.32 8.03 5 

 

 

 

 

 

 

 

     



28 
 

Factor analysis 

Factor analysis is conducted to further check for the reliability of the constructs in the survey. 

The results are shown in Table 2.  The result shows in support with the finding in the t-test 

analysis in that there are 5 components with eigenvalues greater than 1 and is ready for further 

testing. 

 

Table 3. Factor analysis 
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e) Results for hypothesis testing 

After analyzing the data, the mean score of the factors of perceived value for sustainable and 

traditional marketing scenario are shown in Table 4. 

 

Table 4. Mean score of perceived value factors 

Factors/Scenarios Sustainable Marketing (SD) Traditional Marketing (SD) 

Quality 7.46 (1.72) 6.76 (1.47) 

Emotional Response 8.50 (1.46) 6.92 (1.50) 

Monetary Money 6.47 (1.96) 6.29 (1.92) 

Behavior Price 7.71 (2.02) 7.34 (1.83) 

Reputation 7.36 (1.80) 6.67 (1.61) 

   

 

In order to test for the hypothesis of the research, an independent t-test was conducted for all the 

construct variables shown in Table 4.  

For hypothesis 1 (H1), it predicts that Sustainable tourism marketing will have a significantly 

greater impact on consumer’s emotional response of the service compared to traditional 

marketing. The t-test shows that the mean of emotional response of consumers who viewed 

sustainable marketing scenario is higher (X=8.50) compared to consumers who viewed 

traditional marketing scenario (X=6.92, t=6.37, p<0.001). Therefore, hypothesis 1 (H1) is 

strongly supported by the findings. 
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For hypothesis 2 (H2), it predicts that traditional tourism marketing will have a significantly 

greater impact on consumer’s monetary price of the service compared to sustainable marketing. 

The t-test shows that the mean of monetary price of consumers who viewed sustainable 

marketing scenario (X=6.47) is not significantly different than consumers who viewed traditional 

marketing scenario (X=6.29, t=0.57, P=0.568). This finding contradicts the hypothesis and 

shows there is no significant difference between traditional and sustainable marketing in terms of 

monetary price of the service perceived by the consumers. 

For hypothesis 3 (H3), it predicts that there will be no significant difference in Quality, 

Behavioral Price or Reputation between the sustainable marketing and traditional marketing. The 

t-test shows that there are no significant differences between traditional and sustainable 

marketing in terms of behavior price (p=0.256), nor reputation (p=0.017) of the service 

perceived by the consumers. However, the mean of quality of consumers who viewed sustainable 

marketing scenario (X=7.46)  is higher (X=8.50) compared to consumers who viewed traditional 

marketing scenario at a significant level (X=6.77, t=2.59, p=0.010). This finding contradicts with 

the hypothesis and shows that even though neither the behavior price nor reputation are effected 

by traditional or sustainable marketing, the quality of the service perceived by the consumer is 

significantly higher for those who viewed the sustainable marketing compared to those who 

viewed the traditional one.         
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Table 5. T-Test 
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In addition to the t-test, a one-way ANOVA test is conducted to compare the means between the 

two scenarios. The result is shown in table 4. The result shows a significant difference (p < 

0.001) in the emotional response between the two groups. This result combined with the t-test 

again is in support of hypothesis 1 (H1) that sustainable has an advantage against traditional 

marketing in terms of emotional responses perceived by the consumer.  

As for hypothesis 2 (H2), the ANOVA analysis shows there is not able to show a significant 

difference between the two groups in terms of monetary money (p=0.568). The same can be said 

for hypothesis 3 (H3) in that the ANOVA analysis again is not able to show a significant 

difference between the two groups in terms of behavior price (p=0.256) and reputation 

(p=0.017). On the other hand, The ANOVA analysis is able to show significant difference 

between the two groups in terms of quality (p=0.010). Overall, the findings of the ANOVA 

analysis support the findings of the t-test.  

 

 

 

 

 

 

 

 

 



34 
 

Table 6. ANOVA analysis 
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Correlation analysis are also been conducted on both scenarios and the results are shown below 

in table 7. 
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Finally, another factor analysis is conducted on both scenarios and the results are shown below in 

table 8. 
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f) Discussion and implications of the result 

The empirical result helps to extend the current literature of sustainable tourism in three ways. 

Firstly, the results show that sustainable marketing is perceived significantly better by the 

consumers in terms of emotional response than traditional marketing in Norway. This means that 

consumers of sustainable marketing are likely to feel happier and have more a sense of joy as a 

result of the sustainable marketing compared to the traditional marketing. 

Secondly, the results also show that sustainable marketing is perceived significantly better by the 

consumers in terms of quality than traditional marketing. The finding is in contrast with 

hypothesis 3 (H3) which predicts there will be no significant difference in the quality because 

both scenarios offers the same service at the same price. The results on the other hand show 

consumers of sustainable marketing are likely to see the service they receive as more dependable 

and reliable compared to traditional marketing. A possible explanation could be that sustainable 

product in general tend to be more expensive compared to ordinary product. For example, an 

eco-friendly jacket tends to sell for more money than an ordinary jacket. It is possible that people 

tend to associate this pricier stereotype with higher quality in sustainable marketing even though 

the actual price of the two service were the same in the scenario. This association between 

sustainable product, higher price and higher quality could be the reason for why a significantly 

higher quality was found in the analysis. Another explanation could be that sustainable 

marketing may sound more convincing and trustworthy than a traditional profit-driven marketing 

strategy, so that customers expect the quality to be higher. Also, other factors not captured in the 

survey could have influenced perceived quality. 
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Thirdly, the results show that there is no significant difference in monetary price between 

traditional and sustainable marketing. The finding is in contrast with hypothesis 3 (H3) which 

predicts traditional marketing would have a higher monetary price perceived by the consumer 

because it focuses on communicating the value of the product to the consumer. The result on the 

other hand show that consumer sees no significant difference between the two types of marketing 

and views both of them as equally fairly priced. One reasonable explanation of the finding could 

be that the marketing message included in the traditional marketing scenario is not strong enough 

or that it did not successfully deliver the message of value to the consumer. Another explanation 

could be that consumers of sustainable marketing sees just as much value in their message 

compared to the traditional one. A further research could be done in the future to test which 

explanation is more accurate in explaining the findings.          

In terms of managerial implications, the result of the research can greatly help decisions makers 

in the tourism marketing industry to be better informed when making a decision to employ their 

marketing campaign. With the increase in the demand of a more sustainable environment by the 

general public and the government, companies are often forced to decide on whether to deploy 

new sustainable marketing campaigns in order to adapt toward this increase in demand. One of 

the key factors that is making it harder for managers is that they worry about that they might lose 

the perceived value that a traditional marketing campaign which focused on value conviction 

would bring. The result of this research shows that such worry is not needed as it shows there is 

no significant difference in 3 out of the 5 subconstructs of perceived value between sustainable 

marketing and traditional marketing. The result shows consumers see no difference in the 

reputation, monetary price, and behavior price of the two scenarios. More importantly, the result 
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shows sustainable marketing offers a higher perceived value toward consumers by scoring higher 

in quality and emotional response compared to traditional marketing.  

This comparison between the sustainable and traditional marketing on perceived value is 

significant to decision makers because it informs them directly which marketing strategy is 

perceived to have higher value in which specific constructs. With a growing demand for a more 

sustainable tourism by both the public and the government, the result of this research should 

offer managers more confidence to switch from a traditional marketing method to a sustainable 

marketing strategy. 
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g) Limitations and future research 

This study is limited in that it only examines a sample population in Norway which has one of 

the higher environmental awareness levels when compared to other countries (Higham & Cohen, 

2011). The result cannot be generalized to other countries that might have a lower awareness of 

environmental issues and care less about sustainability. In addition, the result is only limited to 

tourism marketing campaigns and cannot be generalized towards other forms of marketing 

campaigns. In addition, since in this study only one buying scenario of whale watching was used 

to determine the perceived value of consumers with specific marketing messages for both 

traditional and sustainable marketing.   

Due to the limited scope of this design, the finding should thus be interpreted with caution. 

Future researches can expand with alternative buying scenarios with different types of marketing 

messages and examine the possible explanations of the finding. Another potential area for further 

study could be focused on how different demographics values sustainable tourism marketing. 

Past research have shown that young people tend to more engaged in sustainable tourism 

development (Jaafar, Noor, & Rasoolimanesh, 2015), and future research can be done to 

examine if the younger demographics are more susceptible to sustainable tourism marketing.  
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f)  Qualitative Research 

h) Interviews with local hotel managers about sustainable tourism  

Two interviews were conducted with local Norwegian hotel managers, one male (born in 1965) 

and one female (born in 1971), in order to gain insights into how sustainable marketing is viewed 

among decision makers. In the interviews, both managers mention that it is important for 

Norwegians to care about the environment because it is one of the cores beliefs among 

Norwegians. This is in support of previous researches that show Norwegians to have more 

environmentally awareness compared to other western nations (Higham & Cohen, 2011). Both 

managers also mentioned there is a form of governmental mandate to incorporate sustainability, 

sustainable products, and sustainable marketing messages in their company. The male manager 

mentions that there are standards and guidelines set by the Norwegian government to enforce 

hotels to follow to incorporate sustainability in their products and services for tax reductions. 

They both acknowledged that it is essential for every hotel to meet those guidelines to ensure a 

relationship with the government and nearly all of the major hotels in Norway are following the 

same guidelines.  

When asked about whether or not they think sustainable tourism marketing can offer a 

competitive advantage in Norway, both managers were pessimistic about the proposition because 

they believe every hotel in Norway is essentially conducting the same form of sustainable 

marketing set up by the government and there is not enough differentializing between the 

competitors. The female manager also commented that she thinks the reason of doing sustainable 

marketing should not be about gaining a competitive advantage but to do it out of our concern 

for the environment.  Her comment is in contrast with previous researches that advocate for 
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sustainable marketing chiefly for the competitive advantages it offers (S. S. Hassan, 2000). One 

possible explanation for this contrast is that the Norwegian hotels are all working closely with 

the government in terms of sustainability. Due to this close collaboration, Norwegian hotels are 

unable to further develop and utilize sustainable marketing to differentiate and create a 

competitive advantage despite been keenly aware of the importance of sustainability.  

Another question was asking about whether they think sustainable marketing is just a marketing 

ploy to drive up sales. In both cases, mangers disagreed with the premises and claimed 

sustainability is part of their companies’ core believes. The female manager talked about the 

triple bottom-line of the company and how they view corporate social responsibility (CSR) as 

one of their main duties in the society and not for profit. The question of how using sustainability 

as part of corporate social responsibility (CSR) may conflict with using sustainability for gaining 

competitive advantage is complex and beyond the scope of this research. There have been 

researches done to show companies often conduct cost and benefits analysis to determine the 

ideal level of CSR, and argues for a neutral relationship between CSR and companies financial 

performances (McWilliams & Siegel, 2001). However, further study is needed in order to 

analyze how viewing sustainability as part of CSR might hurt company’s potential to implement 

sustainability as a way to gain competitive advantage in the tourism industry.       

Finally, when asked about to choose between the traditional marketing method focused on profit 

and the sustainable marketing method as their main strategy, both managers ultimately decided 

to choose traditional marketing over sustainable marketing. The male manager explained that he 

still views sustainable marketing as a form of “side marketing” that functions as a value added 

towards the main product or service the hotel provide.  
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Conclusion 

To conclude, this research provided both qualitative and quantitative knowledge towards 

sustainable tourism marketing and how it compared against the traditional, profit driven 

marketing. For quantitative analysis, based on researchers and theories from previous studies, a 

buying scenario experiment was conducted to measure the perceived value of sustainable tourism 

marketing against the traditional marketing. The findings showed sustainable tourism marketing 

can be a competitive strategy in the tourism industry and there is potential for further 

development for decision makers to adopt to the sustainable tourism marketing strategy. The 

result shows that sustainable tourism marketing has a significant higher score in terms of 

emotional response and the quality of the service perceived. This is in support with the idea that 

sustainable tourism marketing can offer a competitive advantage in the industry (S. S. Hassan, 

2000).  

On the other hand, the qualitative research indicates there is a strong awareness and demand for 

sustainability in Norway, as represented by the Norwegian hotel managers. This shows potential 

for further developing and using sustainability as a competitive advantage in the market. 

However, the research also shows that there currently lacks the drive for Norwegian hotels to 

push for more sustainable marketing because the industry is in a co-operation with the local 

government. This resulted in a lack of differentiation between the competitors in terms of their 

sustainable marketing method. The finding of this research shows that even though there are a lot 

of potential for sustainable marketing in the tourism industry. There are still obstacles and 

decision makers are still somewhat reluctant to fully embrace the shift in the sustainable tourism 

marketing paradigm.  
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This research contributed to the knowledge area in the sustainable tourism by providing 

empirical data on how consumers perceive sustainable tourism marketing messages compared to 

traditional, economic focused ones. In addition, the interviews conducted with Norwegian hotel 

mangers provided valuable insights on how sustainable marketing is currently viewed in the 

industry. It also showed some of the potential and challenges of sustainable marketing in 

Norway. The findings of this study can give value information to decision makers in the tourism 

industry whom are trying to adopt sustainable marketing strategy in their companies or 

organizations.  
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Appendix  

Survey Introduction 

This is survey conducted by the master students at UiS. The survey is designed to help students 

to have a better understanding of Tourism in Norway. Please circle the answer that’s appropriate 

for you. The survey will take approximately 5 minutes. 

Buying Scenario  

Please read the following scenario. You and your family are visiting the town Lofoten in Norway 

and you are considering attending a whale watch tour near you.  

 

The tour company called “Lofoten Whale Watch” is a whale watch tour owned by the local 

communities and market their whale watch tour as a form of sustainable tourism. Their tour boat 

uses green energy and produces no CO2 and their boat is silent, so it won’t disturb the whales 

during the whale watch tour.  

The aim of the Lofoten Whale Watch tour is not only to make profit, but also trying to create a 

sustainable environment where tourism and whales can co-exist.  

The company charges 495NOK per person for the whale watch tour. The tour boat has the 

capacity of 20 people and the whale watch tour last 90 minutes. You can book the tour online at 

their website or purchase the ticket at the destination.  
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Questions  

After reading the text above, on a scale between 1 to 11, how much do you agree with the 

following statement based on the scenario you read? 1 means you strongly disagree with the 

statement, 11 means you strongly agree with the statement. 

 

1. I’m willing to purchase the whale watch tour from the “Lofoten Whale Watch”. 

 

2. I think the Whale watch tour has a good quality 

 

3. I think the Whale watch tour is reliable

 

4. I think the Whale watch tour is dependable
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5. I think the service in the Whale watch tour is consistent

 

6. I think the Whale watch tour will give me happiness

 

7. I think the Whale watch tour will give me a sense of joy 

 

8. I think the Whale watch tour will make me feel good

 

9. I think the Whale watch tour will give me pleasure

 

10. I think the Whale watch tour makes me feel delighted
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11. I think the Whale watch tour is worth the money

 

12. I think the Whale watch tour is a good buy

 

13. I think the Whale watch tour is fairly priced

 

14. I think the Whale watch tour appears to be a good bargain 

 

15. I think the Whale watch tour is reasonably priced

 

16. I think the Whale watch tour is economical 
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17. I think the Whale watch tour required little energy to purchase 

 

18. I think the Whale watch tour is easy to shop for

 

19. I think the Whale watch tour is easy to buy

 

20. I think the Whale watch tour required little effort to buy

 

21. I think the Whale watch tour can be easily bought 

 

22. I think the Whale watch tour has a good reputation
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23. I think the Whale watch tour is well respected by others

 

24. I think the Whale watch tour is reputable 

 

25. I think the Whale watch tour is well thought of

 

26. I think the Whale watch tour has good status

 

Background Questions 

1. What is your gender? 

A. Male    B. Female 

2. How old are you? 

I am _______ years old 

3. Are you a Norwegian? 
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A.  Norwegian  B. No, I’m from __________  

4. How often do you travel? 

 

I travel around ___________ time per year. 

Thank you for taking the survey! 
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