
“Waste not, want not”: fostering
frugality amongst Muslim tourists
in the Malaysian hotel industry
Nur Zulaikha Bt Mohamed Sadom and Farzana Quoquab

Azman Hashim Internal Business School (Ahibs), Universiti Teknologi Malaysia,
Kuala Lumpur, Malaysia, and

Jihad Mohammad
Department of Management and Marketing, Qatar University, Doha, Qatar

Abstract
Purpose – The prevailing overconsumption issue in the hotel industry is attributable mainly to the
irresponsible consumption behaviour of hotel guests. In parallel with Islamic principles, which advocate
abstinence from excess consumption and frugality, the “waste not, want not” notion can be considered as one
of the effective solutions to this problem. However, little is known about the factors that drive frugality
amongst Muslim tourists. In addressing this gap, this study aims to predict the effect of environmental
advertising and green attitude on frugality in the context of theMalaysian hotel industry. The study also tests
the mediating role of the green attitude between environmental advertising and frugality. Furthermore, it
examines the role of price consciousness as a moderator of the green attitude-frugality link.

Design/methodology/approach – The stimulus-organism-response theory was used to develop the
conceptual framework of this study. A cross-sectional method was used to collect 222 usable questionnaires
from Muslim tourists in Malaysia. The hypothesised relationships were tested using the structural equation
modelling, partial least squares approach.
Findings – The study found support for the direct effect of environmental advertising and green attitude on
frugality. It also confirmed the mediating effect of the green attitude in the environmental advertising-
frugality link. However, price consciousness did not moderate the relationship.
Practical implications – The findings of the study provide valuable insight for hoteliers in developing a
green strategy that will foster frugality amongst Muslim hotel guests. It will also help them develop better
strategies for the frugal segment, especially for theMuslim community.
Originality/value – The study is amongst the pioneers in investigating frugality in the tourism industry.
It is also the first to introduce price consciousness as a moderator of the relationship between the green
attitude and frugality. Furthermore, its examination of frugality amongst Muslim hotel guests is a new
contribution to the literature.

Keywords Price consciousness, Frugality, Muslim tourists, Green attitude,
Environmental advertisement, Malaysian hotel industry
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Introduction
The notion of “frugality” is indispensable for the Muslim community as Islam advocates
abstinence from excess consumption and unnecessary waste (Rafikov and Akhmetova,
2019; Yeniaras and Akarsu, 2017). Frugality refers to one’s efforts to consciously reduce
consumption and use products or services more equitably to avoid extravagance and
overconsumption (Holmes et al., 2019). It is suggested that frugality may contribute to
reducing overconsumption and environmental issues plaguing the nation (Wang et al.,
2020).
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Malaysia is considered a Muslim-majority country, where approximately 61.4% of the
Malaysians (constituted by 50.4%Malay and 11% other races) are Muslim (Statistica, 2019;
World Population Review, 2020). There are 2,264 hotels in Malaysia classified by the
Ministry of Tourism and Culture Malaysia as star-rated hotels (one to five), amongst which
672 hotel chains have a “three and above” star rating classification (Malaysian Investment
Development Authority, 2020). The rapid increase in the number of hotels in Malaysia
contributed to the development of the tourism industry but impacted adversely on the
environment owing to the excessive use of natural resources, including energy and water
(Yusof and Jamaludin, 2013). As a remedial measure, many hotels in Malaysia with ratings
of three-star and above have been using various green measures that adhere to the 3Rs
(reduce, reuse and recycle) principle for their hotel operation, namely, energy and water-
saving practices (e.g. energy-efficient lightning, use of low-flow showerheads, towel and
linen reuse programme) and recycling programmes (Yusof et al., 2017). The
overconsumption issue in the hotel industry, however, remains unresolved (Asadi et al.,
2020).

The irresponsible behaviour of hotel guests and their inefficient consumption pattern is
believed to have led to overconsumption in the hospitality industry (Karlsson and Dolnicar,
2016). Although the hotel industry’s green practices can have a substantial positive effect on
the environment (Ahn and Kwon, 2019), it is impossible to address this issue fully unless
hotel guests adopt more sustainable behaviours. It is, therefore, crucial for hoteliers to
encourage the notion of frugality amongst their guests. Frugality can be defined as
abstinence from unnecessary consumption and avoiding waste (Lastovicka et al., 1999; Philp
and Nepomuceno, 2020), which is in line with the 12th goal of the sustainable development
goals (SDG) (United Nations World Tourism Organization, 2019). The significant growth in
the number of domestic visitors in the different states of Malaysia (Mytourismdata, 2019)
has made it essential to understand the notion of frugality, particularly amongst Muslim
hotel guests. To motivate individuals to behave frugally, an efficient strategy is an utmost
necessity. Sahin et al. (2019) proposed that effective communication about hotels’ green
initiatives significantly influences hotel guests’ behaviour. As frugality adheres to 3R
principles (Awais et al., 2020), environmental advertising is expected to help promote
frugality amongst hotel guests.

Environmental advertising has been widely adopted by hoteliers and is known to
encourage sustainable behaviour and eco-friendly consumption (Gil-Soto et al., 2019; Tiago
et al., 2020). In support of this view, past literature found a positive association between
green marketing strategy, i.e. green/environmental advertising and green attitude (Ellison
et al., 2016; Kim et al., 2019; Walia et al., 2019). However, there is a dearth of research
examining this link, especially in the context of the hotel industry. Furthermore, past studies
suggest that the green attitude has a positive effect on sustainable consumption and green
purchasing (Adrita and Mohiuddin, 2020; Ellison et al., 2016). Yet, little attention has been
paid to testing the link between the green attitude and frugality, particularly in relation to
theMuslim community. To address these gaps in the literature, this study developed its first
objective, namely, to examine the effect of green environmental advertising and green
attitude on guests’ frugal behaviour in the hotel industry.

The attitude-behaviour gap is the subject of an ongoing debate in the literature (Juvan
and Dolnicar, 2014; Shaw et al., 2016). This implies that, although consumers hold a positive
attitude towards an object (product or service), it does not necessarily manifest in behaviour.
To minimise this gap, a moderator can be considered. In the existing literature, price
consciousness has been suggested as a moderator in predicting consumer behaviour
(Jayasingh and Eze, 2012; Saleki et al., 2019). However, the moderating effect of price
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consciousness in the green attitude-frugality link has never been examined. As frugality is
associated with the economic aspect (Shoham et al., 2017), price consciousness is expected to
be able to moderate the relationship between green attitude and frugality. Thus, the second
objective of this study is to examine the moderating role of price consciousness.

Past studies have found a positive relationship between environmental advertising and
attitude (Ellison et al., 2016) and a positive relationship between attitude and frugality
(Adrita and Mohiuddin, 2020). However, prediction of the mediating role of green attitude
has not been adequately investigated so far. Based on the stimulus-organism-response (S-O-
R) theory, the present study argues that the green attitude is likely to mediate the
relationship between environmental advertising and frugality. In particular, the study
contends that environmental advertising is an external motivating factor that can affect
tourist attitude positively towards green hotels (organism) and ultimately increases their
frugal behaviour (R). Hence, the third objective of the study is to examine the mediating role
of the green attitude in the hotel industry.

The rest of the article is structured as follows. Firstly, the relevant literature is reviewed,
hypotheses are developed and the conceptual framework is presented. Next, the
methodology is outlined and the findings are discussed. The article concludes with a
discussion of the theoretical and managerial implications, limitations and future research
possibilities.

Literature review and hypothesis development
Theoretical underpinning
The S-O-R theory, developed by Mehrabian and Russell (1974), serves as the foundation for the
development of the research framework governing the effect of green marketing strategies on
frugality amongst hotel guests. S-O-R theory proposes that stimulus and individual behaviour are
linked by an organism component (Quoquab et al., 2020a). The S-O-R theory has been applied in the
field of consumer behaviour, as it elucidates the mechanism between environmental stimuli,
customer inputs and action (Gatautis et al., 2016; Zhu et al., 2019).

As this study examines the impact of environmental advertising on green attitude and
frugality, it can be best explained by S-O-R. For this study, environmental advertising
(green marketing strategy) is considered as a stimulus (S), green attitude as an organism (O)
and frugality as a response (R). Past studies have characterised advertising (Min et al., 2019)
as a “stimulus” in S-O-R theory. Moreover, according to Chang and Jai (2015), in S-O-R
theory, the stimulus can consist of both marketing mix and other environmental elements.
Previous studies have also considered attitude as an “organism” (Demangeot and Broderick,
2016). Additionally, sustainable consumption behaviour (green purchasing) has been
proposed as a “response” while using the S-O-R theory (Piligrimien_e et al., 2020). As
frugality represents individuals’ prudent behaviour in regard to purchase and consumption
(Awais et al., 2020), in this study, it is considered as the behavioural response. Hence, it is
deemed appropriate to apply the S-O-R theory in the context of the study.

In the study, green marketing strategy and environmental advertising (stimulus) are
expected to influence hotel guests’ green attitude (organism) positively, resulting in frugality
(response) as their behavioural outcome.

Frugality
Frugality refers to consumers’ behavioural traits marked by the degree to which consumers
tend to adopt restraint in acquiring goods and services and attempt to use them
resourcefully (Holmes et al., 2019; Lastovicka et al., 1999). Frugality advocates caution in
expenditure (Kasser, 2005; Lastovicka et al., 1999) and encourage financial prudence
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(Jagannathan et al., 2020). As frugality encompasses careful use of physical and financial
resources (Naderi and Van Steenburg, 2018) and suggests avoidance of wastage (Lastovicka
et al., 1999), it is posited that frugality can be a promising antidote to overconsumption in the
hotel industry. Studying frugality amongst Muslim hotel guests is in line with the notion of
Islamic teaching, which suggests moderation in consumption and advises against waste
(Yeniaras and Akarsu, 2017). However, as not all Muslim tourists behave frugally, it is most
essential to understand the drivers of frugality amongst Muslim tourists.

In this study, frugality is conceptualised as a multi-dimensional construct that reflects
resource minimisation (RM) and cares for money (CFM). RM refers to the degree to which
hotel guests reuse and reduce the consumption of their own resources and hotel amenities
while staying in the hotel. CFM refers to the degree to which guests adopt restraint in
spending on acquiring products or services while staying in the hotel. In other words,
frugality in this study is considered as the degree to which hotel guests restrain their
consumption of both physical resources (their own resources and hotel amenities) and
financial resources (money) while staying in the hotel.

Antecedents of frugality
Factors or variables to be investigated in this study are decided on the basis of both
theoretical and practical views. In regard to the theoretical view, the literature is reviewed to
better understand the research trends, find gaps, etc. This involves synthesising what was
done and what needs to be done and identifying how the present study contributes to filling
these gaps. In doing so, the authors have compiled key or important past studies on selected
factors/variables. A summary of the important past studies on frugality, environmental
advertising, green attitude and price consciousness is presented in Table 1.

From Table 1, for the frugality construct, past empirical research such as Shoham and
Bren�ci�c (2004) emphasises the build-up of the character or description of frugality, whereas
recent empirical research, such as Wang et al. (2020) and Evers et al. (2018), emphasises the
association of frugality with pro-environmental behaviour. Although it was suggested that
frugality has the potential to address overconsumption issues owing to its inclination
towards consuming less (Wang et al., 2020), the drivers underlying the frugality notion have
rarely been examined in past research. Thus, it creates novelty for the authors to investigate
factors or strategies that drive frugality. In addition, environmental advertising and green
attitude are evidenced to promote green purchase (consuming differently), green purchase
intention and sustainable behaviour intention (Chin et al., 2018; Han et al., 2019; Vergura
et al., 2020). Thus, it is posited that they will also positively affect frugality, which is directed
towards less consumption. Hence, it creates more value and originality for the researcher to
study the impact of environmental advertising and green attitude on the “less consumption”
notion or frugality, which is currently under-researched.

In addition, price consciousness as a moderator focusses more on purchase intention and
behaviour (Jayasingh and Eze, 2012; Saleki et al., 2019). Thus, it brings newness for the
researcher to examine price consciousness as a moderator in the green attitude-frugality
link. In regard to theory, many authors consider the theory of planned behaviour (TPB)
(Chin et al., 2018; Han et al., 2019; Lita et al., 2014) and extended TPB (Saleki et al., 2019) to
understand the sustainable consumption and behaviour phenomenon. However, recent work
such as Sivadasan et al. (2020) and Vergura et al. (2020) used the S-O-R theory in an attempt
to understand the effect of the marketing mix (environmental advertising and green brand
positioning) and environmental stimuli on green attitude and purchase intention. Thus, S-O-
R is more relevant as the theoretical basis for this study as it examines the impact of green
marketing strategy (environmental advertising) and green attitude on frugality.
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In brief, past research trends evidenced that environmental advertising, green attitude and
price consciousness have the potential to stimulate sustainable purchasing and behaviour
(focussing on consuming differently). From a look at these trends, it is clear that there is a
theoretical gap in regard to linking environmental advertising, green attitude and price
consciousness with frugality, which is directed towards consuming less. Also, as frugality
can be considered as a potential remedy for overconsumption, it is relevant to examine the
impact of environmental advertising and green attitude on frugality in the hotel industry,
which is one of the largest consuming industries. Hence, considering the gap and referring to
this perspective, it is essential for the researcher to link environmental advertising, green
attitude, price consciousness and frugality in a unified research framework, guided by S-O-R
theory.

In addition, identification of the research problem, research objectives and the particular
factors or variables to be evaluated in this study should also be based on a practical view. It
is based on discussions with the industry experts and conducting a pilot survey to draw
insights from views expressed by both industry/practitioners and consumer/hotel guests.
As suggested by Churchill (1995), a preliminary exploratory study is crucial to be able to
formulate more precise problem statements and strengthen the research problem. Thus, to
understand the problem and to verify whether the antecedents/variables for this study are
reflected in the current industry landscape, the authors carried out informal interviews with
the hoteliers in Malaysia. Specifically, they interviewed three managers from three-star,
four-star and five-star hotels, respectively, to understand the practitioners’ point of view on
the topic. The interviews led to the conclusion that it is necessary to study the impact of
environmental advertising on the inculcation of frugality or the “waste not, want not”
principle in the hotel industry.

Also, Sekaran and Bougie (2016) recommend that a pilot study require conducted to
further refine the research instrument and the appropriateness of the variables/construct to
be applied within the study context. Accordingly, a pilot study was conducted to verify the
consistencies of each measurement item in measuring the variables and to gain more insight
into whether the variables under study are critically important from the consumer/hotel
guest point of view. From the pilot study, all the variables/factors are considered reliable,
indicating most consumer or hotel guests understand and agree with the construct and
measurement items (questionnaire).

In summary, from both theoretical and practical viewpoints, all variables and factors
used in this study can be considered valid and suitable for investigation and evaluation in
the context of the hotel industry and conducted from the perspectives of the consumers, i.e.
Muslim hotel guests. Thus, the chosen factors/variables, namely, frugality, environmental
advertising, green attitude and price consciousness within the context of the Malaysian
hotel industry can be considered relevant andworth exploring.

The relationship between environmental advertising and green attitude
In the context of the hotel industry, environmental advertising is a strategy applied by hoteliers to
promote hotels’ green practices and to emphasise eco-friendliness (Chan and Han, 2014).
Environmental advertising has been found to be a good predictor of consumer attitude in the field
of services marketing (Chan and Han, 2014; Chin et al., 2018). In the context of the hotel industry, a
green attitude refers to the guest tendency towards green and sustainable aspects pertaining to their
hotel experience(s).

A significant body of literature has revealed a positive effect of environmental/green advertising
on consumers’ attitude (Ellison et al., 2016; Kim et al., 2019; Troudi and Bouyoucef, 2020). Moreover,
environmental advertising has been studied as a predictor of attitude in the field of consumer
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behaviour and servicesmarketing (Chan andHan, 2014; Chin et al., 2018). However, there is a dearth
of research with respect to the environmental advertising-green attitude link in the tourism and
hospitality industry context. Considering this gap in the literature and guided by S-O-R theory, this
study assumes that environmental advertising positively affects Muslim hotel guests’ attitude
towards sustainable aspects implemented by the hoteliers. On the basis of this assumption, the
following hypothesis is postulated:

H1. Environmental advertising positively affects Muslim hotel guests’ green attitude.

The relationship between green attitude and frugality
In the services and consumer behaviour studies, the positive relationship between attitude
towards the environment and green/sustainable behaviour is well-documented (Adrita and
Mohiuddin, 2020; Hassan et al., 2015; Wai and Bojei, 2015). In addition, Marzouk and
Mahrous (2020) revealed that attitude towards conservation has a positive effect on
sustainable consumption behaviour. Attitude refers to the individual’s favourable or
unfavourable evaluation of a given behaviour andwhether or not he or she wants to perform
this behaviour (Ajzen, 1991). Similarly, this study argued that a Muslim guest with a
positive attitude towards green hotels is likely to restrain his or her consumption of the
physical resources (their own resources and hotel amenities) and financial resources (money)
while staying in the hotel. This argument is in line with the TPB (Ajzen, 1991). According to
this theory, an individual positive or negative attitude about certain objects is a vital factor
in motivating him/her to approach/avoid certain behaviours. On the basis of the previous
discussion, the following relationship is hypothesised:

H2. Green attitude positively affects Muslim hotel guests’ frugality.

The relationship between environmental advertising and frugality
Environmental advertising undertaken by hoteliers is meant to tackle environmental issues
and communicate eco-friendly hotels’ initiatives (Sahin et al., 2019). Likewise, Sahin et al.
(2019) revealed that green advertising is a popular strategy undertaken by marketers to
promote favourable green behaviours and customers’ purchase decisions (Sahin et al., 2019).
Similarly, Awais et al. (2020) contend that environmental advertising may directly result in
reduced consumption and reuse of the product (Awais et al., 2020). Similarly, this study
presumed that the message delivered via environmental advertising might motivate Muslim
hotel guests to reuse and reduce their consumption of hotel resources and/or services. This
assumption is in agreement with past studies that found that green advertising is one of the
major drivers of green behaviour (Kumar and Anand, 2015; Troudi and Bouyoucef, 2020).
As such, the following relationship is developed:

H3. Environmental advertising positively affects Muslim hotel guests’ frugality.

Mediating role of green attitude
According to S-O-R theory, a green attitude can mediate the relationship between
environmental advertising and frugality, which is a new link in the field of Islamic
marketing. In particular, environmental advertising characterised as stimulus (S) is likely to
drive a green attitude (O), leading to frugality on the part of hotel guests (R).

Muslim
tourists

1665



Besides theoretical support, empirical evidence exists. For example, Taufique et al. (2017)
advocate that attitude towards the environment mediates the relationship between eco-
labelling and green advertising knowledge and pro-environmental consumer behaviour.
Similarly, Muniandy et al. (2019) confirmed the mediation effect of attitude on the
relationship between environmental concern and the intention to visit green hotels.
However, less attention was given to testing the mediating effect of green attitude on the
relationship between environmental advertising and Muslim hotel guests’ frugality. As
such, it is expected that the green attitude will mediate the relationship between
environmental advertising and frugality in the hotel industry. On the basis of this
expectation, the following hypothesis is postulated:

H4. Green attitude mediates the relationship between environmental advertising and
Muslim hotel guests’ frugality.

Moderating role of price consciousness
Although attitude is suggested to significantly influence consumers’ behaviour (Joshi and
Rahman, 2019; Follows and Jobber, 2000), past literature found a discrepancy between green
attitude and purchasing behaviour (Adrita and Mohiuddin, 2020; Singh and Verma, 2017).
Furthermore, in respect of green and sustainable behaviour, Eldesouky et al. (2020) and
Elhaffar et al. (2020) stated that consumers’ attitude rarely translated into the corresponding
behaviour. Thus, to resolve this conflict of past study findings, it is crucial to consider the
effect of a third variable as a moderator that can strengthen this relationship. As frugality is
generally related to price consciousness (Shoham and Bren�ci�c, 2004; Shoham et al., 2017),
this study posited that price consciousness has the potential to moderate the relationship
between green attitude and frugality. In this study, price consciousness is considered as
hotel guests’ unwillingness to pay higher prices for products or services provided by the
hotels (Lichtenstein et al., 1993).

Past literature has suggested price consciousness as a moderator in services marketing
and consumer behaviour study (Jayasingh and Eze, 2012; Saleki et al., 2019). However, the
moderating effect of price consciousness in the relationship between green attitude and
frugality is yet to be tested. In view of this gap, the following relationship is hypothesised:

H5. Price consciousness moderates the relationship between green attitude and Muslim
hotel guests’ frugality.

Conceptual framework
The proposed relationships amongst the study variables are shown in Figure 1.

Methodology
Measurement
All the items used in this study were adopted and adjusted from the published literature.
Frugality (FR) was measured using 8-items borrowed from Lastovicka et al. (1999).
Environmental advertising (EA) was measured via three-items adapted from Rahbar and
Abdul Wahid (2011). Green attitude (GA) was measured via three-items described by Paul
et al. (2016) and price consciousness (PC) was measured using three-items, suggested by
Campbell et al. (2014). A five-point Likert scale ranging from strongly disagree (1) to
strongly agree (5) was used to measure each construct. To confirm the content validity,
which indicates the extent to which each construct is measured by adequate and relevant
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items (Cavana et al., 2001), the literature was reviewed extensively and the feedback from
three academicians from one reputed public university in Malaysia was obtained. In
addition, face validity, which indicates the extent to which indicators are clear and readable,
was established by interviewing 10 postgraduate students from a public university.

Pilot study and exploratory factor analysis
The questionnaire was piloted by sending it online to 150 respondents who had stayed at a
hotel rated three-star and above in the preceding four months. Around 129 returned
responses were received and found usable. As the construct of frugality was conceptualised
as a multi-dimensional construct that consists of two dimensions, it was crucial to confirm
this conceptualisation statistically. Therefore, exploratory factor analysis was used to
achieve this objective, as advised by Hair et al. (2010). Principal component analysis as the
extraction method and Varimax, as the rotation method (Hair et al., 2010), was used to
explore the factor structure of frugality. This resulted in obtaining a two-factor structure for
frugality, i.e. RM with three items and CFM with five items (Appendix 1). The two factors
explained 69.17% of the variance with an eigenvalue greater than 1. The Kaiser-Meyer-
Olkin was 0.891, indicating sampling adequacy was acceptable and Bartlett’s test of
Sphericity of 2017.61 (p< 0.001) was significant. The two factors were reliable, with
Cronbach’s a greater than 0.70. The other constructs were tested for reliability, and
Cronbach’s a was found to be greater than 0.7 for all the measures used (Sekaran and
Bougie, 2016).

Sample and data collection
A self-administered questionnaire was used to collect data from hotels rated three-star and
above in Klang Valley, Malaysia. This area is the most visited state with the largest number
of hotels in Malaysia (Department of Statistics Malaysia, 2020; Statistica.com, 2018). To
target the right respondents, this study used non-probability judgemental sampling. In
particular, the target population for this study is the Muslim hotel guests who were at least
18 years old, had stayed at hotels with three-star and above ratings within the past four
months and preferred less to more (indicated in the questionnaire as refraining from using/
buying excess or unnecessary products or services). The participants were required to be at
least 18 years old, as this group is generally believed to have good purchasing power and to
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be able to make a proper decision (Quoquab et al., 2019). The respondents should have
stayed at hotels rated three-star and above in Malaysia because many of these rated hotels
are implementing green practice/services (focussing on energy efficiency, water efficiency,
etc.) (Thestar.com, 2014). Hence, the choice of these rated hotels is in line with the frugality
traits that are directed more towards 3Rs practices (Awais et al., 2020) and serves the
present study’s aim of examining the role of green marketing strategies in fostering
frugality amongst Muslim hotel guests in Malaysia.

The respondents were assured that their identity would not be disclosed and that the
information provided would be used only for academic purposes. They were also informed
that their involvement in this survey was voluntary and that they were free to withdraw
from participation at any time. To validate the conceptual framework developed and test the
developed hypotheses, 222 valid responses were received out of 310 questionnaire surveys
distributed. The sample size for this study was determined on the basis of the rule of thumb,
suggested by Hair et al. (2011), i.e. 10 respondents for each observed variable. Accordingly,
the minimum sample size required for this study was 170 respondents (17 * 10).

Profile of the respondents
As Table 2 shows, all respondents are Malays (100%). This is of relevance to this study as
Muslims in Malaysia are mostly from Malay races (Statistica, 2019; World population
review, 2020). More than half of the respondents (59.5%) are female and (52.3%) single.
Nearly half of the respondents (45.5%) were 26–35 years old. In terms of education and
profession, 53.2% of respondents are degree holders, 34.7% hold administrative and
managerial positions and 36% have a monthly income of RM 3,001–4,000.

Data analysis and results
Common method variance
According to Podsakoff et al. (2003), it is crucial to examine common method variance if data is
collected from the same respondents using the cross-sectional method. Podsakoff et al. (2003)
suggested procedural and statistical remedies tominimise the effect of this statistical issue. In terms
of procedural remedies, this study provided respondents with clear descriptions of all variables and
explicit instructions to complete the assessment of the items to avoid any confusion. In addition, the
study ascertained the confidentiality of all respondents’ identities and the information provided.
Statistically, Harman’s single factor with five constructs (environmental advertising, green attitude,
RM, CFM and price consciousness) was carried out. The 5 constructs were then loaded into a single
factor. The result demonstrated that none of the 5 constructs explained more than 50% of the total
variance (Podsakoff et al., 2003). In addition, the full collinearity test was carried out; the results
showed that the variance inflation factor for all constructs was less than the recommended value of
3.3, indicating that the datawas free from commonmethod bias (Kock, 2015).

Structural equation modelling-partial least squares
This study used structural equation modelling-partial least squares [PLS-structural
equation modeling (SEM)] to examine the conceptual framework developed. Compared with
the covariance-based approach, PLS is more suitable because the objectives of the study are
to predict the endogenous constructs and minimise its unexplained variance; develop rather
than confirm theory; and the structural model is complicated, it has direct and indirect
relationships and higher-order construct (Hair et al., 2017). In addition, PLS-SEM can
analyse both measurement and structural models at the same time, making for a more
accurate assessment (Mohammad et al., 2019). The frugality construct is measured as a
higher-order construct in the form of reflective-reflective because its indicators are highly
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correlated, interchangeable and possess common themes and dropping one item will not
affect the conceptual definition of the construct. Following Anderson and Gerbings’ (1988)
recommendation, a two-stage approach assessment was used to analyse the data in the
SmartPLS version 3.2.8 (Ringle et al., 2015). The starting point was to assess the
measurement model (i.e. validity and reliability), followed by the structural model (i.e.
testing the stated hypotheses).

Assessment of measurement model (first-order)
The measurement model was evaluated in terms of construct validity and reliability
(Quoquab et al., 2020b). The construct reliability of all constructs was evaluated on the basis

Table 2.
Demographic

backgrounds of the
respondents

Demographic variables No of respondents = 222 (%)

Gender
Male 90 40.5
Female 132 59.5

Age
18–25 years 61 27.5
26–35 years 101 45.5
36–45 years 48 21.6
46–55 years 10 4.5
56 years and above 2 0.9

Marital status
Single 116 52.3
Married 99 44.6
Divorced 5 2.3
Widow/widower 2 0.9

Education
Secondary school certificate 5 2.3
Technical school certificate/ pre-diploma 5 2.3
Diploma/STPM 55 24.8
Bachelor’s degree 118 53.2
Master’s degree 36 16.2
Doctoral degree 2 0.9
Others 1 0.5

Profession
Administrative and managerial 77 34.7
Technical 45 20.3
Sales and service 21 9.5
Non-executive 17 7.7
Educator 19 8.6
Entrepreneur 8 3.6
Student 33 14.9
Others 2 0.9

Monthly income
Below 2,000 41 18.5
RM2,001–3,000 30 13.5
RM3,001–4,000 80 36.0
RM4,001–5,000 37 16.7
Above RM5,000 34 15.3
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of indicator reliability and composite reliability (Hair et al., 2019). As Table 3 shows, factor
loadings for all constructs exceeded the recommended value of 0.50 (Anderson and Gerbing,
1988), except CFM2 and CFM4 and were dropped from further analysis (Hair et al., 2010).
Besides, composite reliability as a liberal measure of reliability for all constructs surpassed
the suggested value of 0.70 (Hair et al., 2019) (Table 3).

Next, construct validity was evaluated through convergent and discriminate validity
(Quoquab and Mohammad, 2020c). The average variance extracted (AVE) metric was used
to assess convergent validity (Hair et al., 2019), and the Heterotrait-Monotrait (HTMT)
method (Henseler et al., 2015) and Fornell and Larcker (1981) criteria were applied to assess
the discriminate validity. Table 3 shows that the values of AVE for all constructs exceeded
the threshold value of 0.50, indicating that all constructs possess satisfactory convergent
validity (Fornell and Larcker, 1981). As displayed in Table 4, the square root of the AVE of
each construct (diagonal values) was higher than the correlation with other constructs (off-
diagonal values) in row and columns, implying the establishment of discriminant validity
based on Fornell-Larcker criteria. In addition, all HTMT values are below the threshold

Table 3.
Reliability and
validity

Constructs Items Loadings AVE CR

EA EA1 0.729 0.598 0.816
EA2 0.733
EA3 0.851

RM RM1 0.525 0.501 0.755
RM2 0.799
RM3 0.762

CFM CFM2 0.812 0.601 0.854
CFM3 0.780
CFM5 0.730

GA GA1 0.834 0.709 0.879
GA2 0.863
GA3 0.828

PC PC1 0.847 0.582 0.804
PC2 0.810
PC3 0.611

Notes: EA = environmental advertisement; CFM = care for money; RM = resource minimisation; GA =
green attitude; PC = price consciousness

Table 4.
Fornell and Larcker
(1981)

Constructs CFM EA GA PC RM

CFM 0.775
EA 0.198 0.773
GA 0.264 0.496 0.842
PC 0.368 0.174 0.174 0.763
RM 0.303 0.351 0.331 0.222 0.706

Note: Diagonal values represent the square root of AVE, while off-diagonal values represent the correlation
between latent constructs
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value of 0.85 (Kline, 2011), confirming the discriminant validity for all constructs in the
study (Table 5).

Assessment of measurement model (second-order)
To establish the reflective-reflective higher-order construct of frugality, the study used the
repeated indicator approach (Becker et al., 2012). CFM and RM represent the lower order of
the more general higher-order construct frugality, which is measured by RM1, RM2, RM3,
CFM1, CFM3 and CFM5. More clearly, all indicators used to measure the lower-order
constructs are assigned simultaneously to the higher-order construct. The validity and
reliability of the second-order frugality draw on its relationship with its lower-order
components. The PLS algorithm results produce a loading of 0.755 for RM and 0.854 for
CFM, which provides support for indicator reliability (Table 6). Based on these loadings, this
study calculated AVE and composite reliability manually. The AVE, which represents the
shared variance between the higher-order frugality and its lower-order component, was
greater than the threshold value of 0.50. The composite reliability value was 0.787, which
exceeded the advised value of 0.70. These results provide sufficient evidence for the validity
and reliability of the higher-order construct.

Assessment of structural model
The assessment of the structural model includes evaluation of the coefficient of
determination (R2), predictive relevance (Q2) and the path coefficients size, sign and
significance via a bootstrapping procedure with 5,000 resamples (Hair et al., 2019). The
coefficient of determination is a measure of the explanatory power of the inner model. The
acceptable R2 value is highly dependent on the discipline, the number of independent
variables and model complexity (Hair et al., 2017). For example, Falk and Miller (1992)
argued that an R2 value greater than 0.10 is considered sufficient. On the other hand, Cohen
(1988) argued that R2 values of 0.26, 0.13 and 0.02 are considered substantial, moderate and
weak, respectively. As Table 7 illustrates, the R2 value of green attitude was 0.246 and that
of frugality 0.280, indicating moderate to substantial predictive power (Cohen, 1988). Next,
Q2, as a measure of the predictive power of the structural model, was evaluated using a
blindfolding procedure with an omission distance of seven. The results of Q2 for green

Table 5.
HTMT

Constructs CFM EA GA PC RM

CFM
EA 0.27
GA 0.361 0.673
PC 0.567 0.279 0.261
RM 0.505 0.595 0.528 0.394

Table 6.
Assessment of the

measurement model
(second-order)

Construct Dimensions Factor loading CR AVE

FR RM 0.755 0.787 0.650
CFM 0.854
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attitude (0.158) and frugality (0.075) were higher than zero, signifying the small to medium
predictive relevance of this structural model (Hair et al., 2017).

To determine the size, sign and significance of path coefficients (b ), a bootstrapping
procedure with 5,000 subsamples was used. Table 7 summarises the standardised path
coefficient (b ), standard error, t-values, R2 and Q2 for all the relationships. The findings
indicated that environmental advertising has a significant positive impact on green attitude.
Thus, H1 is not supported (b = 0.496, t=8.779). Furthermore, the results indicated that
green attitude has a significant positive effect on frugality, and, hence,H2 is supported (b =
0.208, t=3.195). Moreover, the results showed that environmental advertising has a
significant positive effect on guest frugality behaviour. Therefore, H3 (b = 0.139, t=2.793)
is supported (Figure 2).

Mediating and moderating analysis
To examine H4, which assumed that green attitude mediates the relationship between
environmental advertising and frugality, this study bootstrapped the indirect effect with
5,000 resamples, as suggested by Preacher and Hayes (2008). The results were found
statistically significant (b = 0.103, t=2.985, 95% CI: LL=0.048, UL= 0.162), and hence, H4

Table 7.
Assessment of the
structural model

Hypotheses Relationship Beta SE t-value R2 F2 Q2 Decision

H1 EA! GA 0.496 0.056 8.779 0.246 0.326 0.158 Supported
H2 GA! FR 0.208 0.065 3.195 0.280 0.044 0.075 Supported
H3 EA! FR 0.193 0.069 2.793 0.037 Supported

Figure 2.
Structural model
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is supported (Table 8). As the direct and indirect effects were positive, the mediation type
was complementary (Hair et al., 2017).

To examine H5, which assumed price consciousness can moderate the relationship between
green attitude and frugality, the product indicator approach, using PLS-SEM (Henseler and Chin,
2010), was used. As the nature of the effect between independent and dependent variables differs
with and without the moderator when using the product indicator or two-stage approach, PLS-
SEM analysis should be initially executed without a moderator (Hair et al., 2017). Based on this
recommendation, this study evaluated the measurement model, followed by the structural model
before including the moderator. Next, the moderator variable and its interaction effect were
introduced and the PLS algorithm with a factor weighting scheme was executed. The evaluation
of themoderator variablemeasurementmodel showed that the price consciousness was valid and
reliable (Tables 3–5).

All indicator loadings are above 0.60, providing support for indicator reliability of price
consciousness. Cronbach’s alpha and composite reliability were above 0.70 and 0.80,
respectively, indicating internal consistency reliability. AVE exceeded 0.50, providing
support for convergent validity. In terms of discriminant validity, PC’s HTMT values with
other constructs were less than 0.85, providing support for the measures’ discriminant
validity. To examine the significance of the interaction effect, PLS bootstrapping with 5,000
resamples were carried out. The results indicate that the interaction term representing GA *
PC was found not significant (b = �0.158, t-values=0.861, p > 0.05), and, therefore, the H5
is not supported (Table 8).

Discussion and conclusions
The main purpose of the study was to examine the effects of environmental advertising and
green attitude on frugality amongst Muslim hotel guests in Malaysia. In addition, it
examined the mediating effect of green attitude and the moderating role of price
consciousness. To accomplish these objectives, a theoretical framework was developed on
the basis of the S-O-R theory and tested empirically using structural equation modelling.
The results of partial least squares found support for four out of five hypotheses. In
particular, the findings found that environmental advertising positively affects Muslim
hotel guests’ green attitude and frugality. This implies that environmental advertising
encourages Muslim hotel guests/tourists to develop positive attitudes towards green hotels
and to behave frugally by abstaining from overconsuming the resources of the hotel, as well
as their own money while staying in them. This finding is consistent with past studies that
suggest environmental advertising exerts a positive effect on attitude towards green
behaviour and green purchase behaviour (Ellison et al., 2016; Walia et al., 2019).
Additionally, this finding creates research novelty by demonstrating the positive
association between green strategy and frugality link. Unlike in the case of past studies,
which concentrated more on promoting “consuming differently” (i.e. green purchasing, etc.)
(Chin et al., 2018; Saleki et al., 2019), the results of this study contribute to the least explored
“consuming less”, which actually has a better effect on addressing overconsumption.

Table 8.
Assessment of
mediating and

moderating effect

Hypotheses Relationship Indirect effect SE t-values
95%CI

DecisionLL UL

H4 EA! GA! FR b 1= 0.103 0.034 2.985 0.048 0.162Supported
H5 GA! FR moderated by PC b =�0.158 0.139 0.861 �0.209 0.178Not supported
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Moreover, this study also found support for the positive effect of green attitude on frugality
amongst Muslim hotel guests. This finding implies that when hotel guests have a positive
attitude towards the green aspects of the hotel, they tend to behave more frugally and
practice the “less consumption” behaviour during their stay at the hotel. This result is
consistent with Joshi and Rahman (2019) and Wai and Bojei (2015), which found a positive
relationship between green attitude and sustainable consumption behaviour. The results of
this study also suggest that the green attitude mediates the relationship between
environmental advertising and frugality. This implies that environmental advertising
fosters hotel guests’ green attitude, which consequently leads to Muslim hotel guests’
frugality. The results of this study are in line with those of Taufique et al. (2017), which
proposed that attitude towards the environment mediates the relationship between green
advertising knowledge and pro-environmental consumer behaviour. This result provides a
new understanding of how hoteliers can interpret green marketing strategies, namely,
environmental advertising in driving frugality by nurturing psychological factors such as
green attitude.

Contrary to expectation, price consciousness did not moderate the green attitude-
frugality link. The possible reason for this result may be that frugality considers both price
and value consciousness in regard to their consumption (Shoham and Bren�ci�c, 2004). In
other words, Muslim hotel guests may find a balance between the price and value of services
in their decision-making. Thus, it may offset the moderation effect of price consciousness in
promoting frugality in this context. Also, the results obtained may be because of the
demographic characteristics of the respondents/Muslim hotel guests. For example, more
than 60% of the hotel guests/respondents were working in administrative/managerial
positions and at a professional level, such as educators, in technical fields, with a monthly
income exceeding RM3,000. In addition, nearly 70% of them had a good educational
background. These groups of educated persons with professional jobs generally have a
greater awareness of environmental issues and their impact on the environment and nation.
They are also generally more receptive to environmental messages and may act accordingly
if they think the message would benefit them and the community and nation. This is
supported by Akehurst et al.’s (2012) findings, namely, that consumers with a higher level of
education and socio-economic status are more sensitive to the cause and tend to act in
accordance with it. Also, Nguyen et al. (2019) mentioned that education is one of the key
determinants of sustainable consumption. Thus, environmental advertising that promotes
“less consumption” or the frugality principle, may have a greater effect on these groups of
people. Additionally, as they have high incomes, they may be willing to pay higher prices
for products or services provided by hotels if they are of good quality. This may be the
reason that the moderating effect of price consciousness is not supported for this study.
Additionally, nearly 70% of the respondents are 26–35 years and 36–45 years. The people
within this age range are generally more frugal than those in their early 20 s and 50 s, and
thus, better results may be expected from fostering frugality in this group of people. This is
supported by Sung (2017), who suggests that the effects of frugality were significant for
people in their 30 s and 40 s but not for those in their 20 s and 50 s. Table 9 presents a
summary of the relationship, hypotheses and results.

Overall, the study provides a greater understanding of the marketing strategy that can
be used to foster frugality or the “waste not, want not” principle amongst Muslim hotel
guests in Malaysia. The frugality notion, which is in line with the 12th goal of the SDGs, can
be considered as one of the important concepts that industries that tend to waste resources,
such as the hotel industry, should take into account. More importantly, the findings of this
study indicate that environmental advertising to foster frugality amongst Muslim hotel
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guests is worth exploring. Without a proper understanding of frugality and its drivers, the
overconsumption issue plaguing the nation and the hotel industry will remain. Besides,
frugality and conscious consumption may be a relevant trend for years to come owing to
economic instability and trends towards “the less, the better”. Thus, the frugality notion is
crucial for social researchers, hoteliers, tourism council and non-governmental organisations
(NGOs) to better understand.

Theoretical contributions
This study produced both theoretical and managerial implications. From the theoretical
viewpoint, the findings of this study contributed to the understanding of a theoretical model
by explaining new relationships between environmental advertising, green attitude and
frugality behaviour. More concretely, it developed new relationships that have received less
attention in the literature. For example, the study examined the direct effect of
environmental advertising on green attitude and frugality. The findings also confirmed the
crucial effect of environmental advertising adopted by green hotels in boosting Muslim
guests’ attitude and frugal behaviour. Additionally, the study proposed the mediating effect
of green attitude in the relationship between advertising and frugality, which is a
comparatively new link in the Islamic marketing field. Understanding this new link could
elucidate the psychological factors and inner feelings that foster the frugality notion
amongst Muslim hotel guests. Thus, the contribution of the study has been to link
environmental advertising to frugal behaviour through the mediation of guests’ green
attitude in the context of the hotel industry. Furthermore, the study has contributed to the
green attitude and behaviour literature by exploring the moderating effect of price
consciousness on the green attitude-frugality link. However, the non-significant moderating
effect of price consciousness on the relationship between green attitude and frugality is a
sign that the inclusion of this latent construct does not have an impact on the green attitude-
frugality link amongst hotel guests in Malaysia. Nevertheless, the literature has indicated
that there is a lack of research on testing the moderating effect of price consciousness on
frugality. Thus, the results of the moderating effect of this study are a unique contribution to
the literature.

The other theoretical contribution of the study is that it has provided a better
understanding of the S-O-R theory in tourism marketing literature. More clearly, our

Table 9.
The summary of the

relationship,
hypotheses and

result

Relationship Hypotheses Result/decision

EA-GA Environmental advertisement positively affects
Muslim hotel guests’ green attitude

Supported

GA-FR Green attitude positively affects Muslim hotel
guests’ frugality

Supported

EA-FR Environmental advertisement positively affects
Muslim hotel guests’ frugality

Supported

Mediating effect of green
attitude (EA-GA-FR)

Green attitude mediates the relationship
between environmental advertisement and
Muslim hotel guests’ frugality

Supported

Moderating effect of price
consciousness in GA-FR

Price consciousness moderates the relationship
between green attitude and Muslim hotel guests’
frugality

Not supported

Notes: EA = environmental advertisement; GA = green attitude; FR = frugality; PC = price consciousness
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findings have confirmed the usability and relevance of the S-O-R theory in the non-Western
context such as Malaysia. This theory suggested that environmental advertising (stimuli)
boosts Muslim hotel guests’ favourable green attitude (organism) and eventually drives
frugality (response). A further theoretical contribution of the study is treating frugality as a
multinational construct in the form of the reflective-reflective model. The results of the study
have confirmed the validity and reality of this construct at first and second-order. This is
expected to contribute significantly to the theory of frugality in regard to the measurement
of this construct.

Managerial/practical implications
The findings of this study provide several valuable insights for hoteliers to better formulate
their green marketing strategy, namely, environmental advertising aimed at promoting
frugality amongst Muslim hotel guests.

Firstly, the study showed that environmental advertising is one of the important
predictors of frugality amongst Muslim hotel guests. It is, thus, recommended that hoteliers
design a message that incorporates both tangible (money) and intangible (less consumption)
benefits. Specifically, hoteliers should emphasise how efficient consumption and avoidance
of waste provide monetary gain for Muslim hotel guests.

Secondly, the findings of the study showed that environmental advertising is one of the
important factors or strategies for fostering frugality as it drives a green attitude and, eventually,
promotes frugality amongst Muslim hotel guests. It signalled the importance to the hoteliers of
incorporating elements that may enhance the inculcation of green attitude in the designation of
messages/environmental advertising aimed at promoting frugality amongst Muslim hotel guests.
Thus, in consideration of these findings, hoteliers should promote environmental advertising
towards the inculcation of green attitude amongst Muslim hotel guests. To nurture the green
attitude, hoteliers should convey a message that stresses the beneficial aspects of green practices
and educateMuslim hotel guests on the environmental problems that green practices can solve.

Implications for other relevant stakeholders
The findings of the study not only provide managerial implications for hoteliers but are also
of potential benefit to other stakeholders, namely, the tourism council, government and
NGOs. As the findings of the study demonstrate that environmental advertising inculcates
the green attitude, which eventually leads to frugality, it may serve as a panacea in
addressing the problem of overconsumption not only for the hotel industry but also for the
country and other relevant/related stakeholders. Specifically,

(1) For the tourism council
� The tourism council could execute a specified campaign for designing a more

effective and targeted set of environmental advertisements to promote the notion of
frugality or “waste not, want not” principle amongst tourists, especially the frugal
ones. For example, the message of the campaign or advertisement should
emphasise how the positive impact of frugal consumption, specifically, reducing
the consumption of unnecessary goods and services; reusing bottles, storage
containers and towels; and participating in recycling programmes while travelling
may address the problem of overconsumption in the tourism industry.

(2) For the government
� Government could design a message and campaign to encourage frugal

behaviour in the community and nation. For instance, by designing a green
message/campaign to generate awareness and focus on the what, when, why
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and who and how of 3Rs practice in daily life. Also, these messages and
campaign should stress the need for preservation and protection. Eventually, it
may contribute to the development of a community and nation that habitually
practises less consumption in their lives.

(3) For the NGOs

� By better understanding the frugality concept, NGOs could better design the
message and embed more precise information in the media encouraging less
consumption for a better world. This may increase environmental stewardship and
promote frugality by inculcating the green attitude in the community and nation.

Limitations and future research directions
Although the study offers significant insights into the promotion of frugality amongst
Muslim hotel guests, it is not without certain limitations. However, the limitations may serve
as a direction for future research. For example, the study used a quantitative method, and
hence, future studies may consider a mixed-method approach to gain a better understanding
of frugality amongst hotel guests. Moreover, the study used the cross-sectional survey
design, whereas future studies can consider the use of the longitudinal design to better
understand behavioural change. Furthermore, the study adopted the non-probability
sampling technique, whereas future research may consider the use of a probability sampling
technique such as stratified random sampling or cluster sampling to understand the
phenomenon of interest in other groups of people or population. Additionally, price
consciousness was considered as the moderator, whereas future research can consider
including demographic variables such as age and gender as the moderators. Finally, a cross-
cultural study can be conducted to compare and contrast the frugality pattern of hotel
guests from developed and developing country perspectives.
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Table A1.
Measurement items

Construct Items

Frugality Resource minimisation
1. There are many things that are normally thrown away in the hotels that are still
quite useful (e.g. food during breakfast, shampoo bottle and leftover soap, old
electronics and furniture)
2. Making better use of resources while staying at the hotels makes me feel good (e.
g. reducing water and energy consumption, not using all towels and toiletries, take
only food that I can finish during breakfast buffet)
3. While staying at the hotel, if I can re-use and reduce the item I already have (e.g.
towel and toiletries), there’s no need to ask for something new
Care for money
1. If I carefully chose the hotel to stay, I will definitely save money in the long run (e.
g. only choose the hotels that reasonably priced)
2. I believe in being careful in how I spend my money while staying at the hotel (e.g.
eat food in cheaper restaurant instead of buying food at hotel)
3. I discipline myself to get the most from my money when staying at the hotels (e.g.
restraining from ordering room services and additional charges facilities)
4. I am willing to wait to choose a hotel that I want, so that I can save money (e.g.
wait for online booking promotion, MATTA fair, etc.)
5. While staying at the hotel, there are things I resist buying (e.g. expensive food
and laundry services), so I can save for tomorrow

Environmental
advertisement

1. Environmental advertisement enhances my knowledge about hotels green
practice
2. I enjoy watching broadcast environmental advertisement broadcasted by hotels
(e.g. posted on social media, company website, poster and banner, etc.)
3. Environmental advertisement by hotels guide customers to making an informed
purchase decision

Green attitude 1. I like the idea of staying at hotels that follows green practices
2. Staying at hotels that follows green practices is a wise choice
3. I have a favourable attitude towards staying at hotels that follows green practices

Price consciousness 1. When it comes to hotel, I rely heavily on price
2. I am a price-conscious traveller
3. I choose the lowest priced hotels that will suit my needs

Muslim
tourists

1683

mailto:nurzulaikhamohamedsadom@yahoo.com


Quality, Social Responsibility Journal, Journal of Indian Business Research, Journal of Management,
Economic and Industrial Organisation and Management Decision. She is also a member of several
national and international professional bodies.

Jihad Mohammad (Dr) is an Assistant Professor at the Department of Management and Marketing,
Qatar University, Qatar. He has received his DBA degree from Universiti Kebangsaan Malaysia. He
has published several articles in peer-reviewed international journals. He has versatile career
exposure. He has conducted several workshops for postgraduate students regarding research
methodology and structural equation modelling. His area of research interest includes organisational
citizenship behaviour, psychological ownership, psychological capital, leadership, innovation and
Islamic work ethics.

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

JIMA
13,8

1684


	“Waste not, want not”: fostering frugality amongst Muslim tourists in the Malaysian hotel industry
	Introduction
	Literature review and hypothesis development
	Theoretical underpinning
	Frugality
	Antecedents of frugality
	The relationship between environmental advertising and green attitude
	The relationship between green attitude and frugality
	The relationship between environmental advertising and frugality
	Mediating role of green attitude
	Moderating role of price consciousness

	Conceptual framework
	Methodology
	Measurement
	Pilot study and exploratory factor analysis
	Sample and data collection
	Profile of the respondents

	Data analysis and results
	Common method variance
	Structural equation modelling-partial least squares
	Assessment of measurement model (first-order)
	Assessment of measurement model (second-order)
	Assessment of structural model
	Mediating and moderating analysis

	Discussion and conclusions
	Theoretical contributions
	Managerial/practical implications
	Implications for other relevant stakeholders
	Limitations and future research directions
	References


