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Abstract: Sustainable business in the hospitality sector should be designed and restructured to
offer services meant to satisfy the customers aware of the ethical behavior toward environment.
Green environmental marketing strategies (GES) are based on the desire of the customers to access
hospitality services with zero or a less negative impact with the adaptation of greening activities.
Therefore, this research aims to explore the direct effects of green environmental strategies on
ethical consumption and the indirect influence of green marketing and its mediating effect between
green environmental strategies and ethical consumption links. Additionally, this research also
reveals that psychological aspects play the moderating role in the relationship between GES and
ethical consumption. The data were collected from a sample of 545 respondents with the support of
Saudi tourism companies, and a structural equation model was used to process them. The findings
confirm the positive relationship between green environmental strategy and ethical consumption.
The outcomes also corroborate that green marketing is interplaying between green environmental
strategy and ethical consumption. In addition, this study validates that psychological aspects
strengthen the link between GES and ethical consumption. This study adds to the knowledge
in the literature through emphasizing the crucial role of psychological factors in improving
green environmental strategies and developing ethical consumption habits among members to
increase ethical consumption among tourism companies. The findings support companies from
the hospitality sector implementing green sustainable services, to stimulate ethical consumption
and to use their competitive advantage in green marketing strategies.

Keywords: ethical consumption; green marketing; environmental strategy; psychological aspects;
tourism

1. Introduction

Challenges regarding ethical consumption and environmental sustainability have
received a significant amount of attention recently from consumers, corporations, and
legislators [1]. As a result, academics have started examining the links between different
variables that affect ethical consumption behavior. In order to better understand how these
variables interact, this study examines how green environmental strategy (GES), green mar-
keting, psychological aspects, and ethical consumption (EC) interact. Green environmental
strategies can be highly effective for encouraging ethical consumption through hedonistic
products and services [2]. Similarly, green environmental strategy helps in designing a wide
variety of green products such as eco light bulbs, eco-friendly detergent, organic foods,
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eco-friendly brooms, and recyclable paper, amongst others, for boosting consumers’ ethical
consumption behavior [3]. On the other side, green marketing entails informing customers
about an organization’s green initiatives and promoting its ecologically friendly goods and
services [4]. It acts as a link between the company’s green environmental strategy and how
customers view and comprehend the company’s sustainability initiatives. Green marketing
seeks to improve consumer attitudes, understanding, and awareness of the environmental
advantages of the supplied goods and services [5]. As a result, various tourism firms in
China are also taking initiatives to preserve the natural environment by adopting green
environmental policies and practices [6]. Although green marketing can support us in
designing eco-friendly products for improving consumers’ ethical behaviors through es-
tablishing a connection between green environmental strategy and ethical consumption
practices [4], various researchers have also found that green strategies are the key drivers
of ethical behavior. Green environmental strategy has become a key dynamic strength
behind how firms do green marketing and how this marketing affects consumers’ ethical
consumption behaviors worldwide [7]. All across the globe, green market products have
regained their real, expanding, and growing value at an incredible rate [6]. The concept
of green marketing has been a significant research topic since the 1980s for prominent
marketing professionals and academicians. Through the combined influence of green
environmental strategy and green marketing, green marketing presents various green
products that positively influence consumers’ ethical consumption behaviors [8]. Herein,
there is a substantial fact that shows how developing economies’ markets are influenced
through green environmental strategies and green marketing policies [3]. The population
has experienced increasing concern about issues relating to the damage of the environment
and sustainability of natural resources in recent years [9]. Consumers’ green conscience and
awareness of the importance of preserving the natural environment have increased rapidly,
which has forced an enormous number of firms to offer green eco-friendly products and
services [7]. Hence, the growing use of different eco-friendly products in the tourism sector
can be seen in China, from the detergent to the automobile sector [4,10]. In determining
customers’ attitudes and behaviors towards ethical consumption, psychological factors
are extremely important [11]. Environmental psychological aspects are a multidisciplinary
art that inspects how we as consumers exploit the natural resources of our world and
design ecological surroundings that are in line with our green conscience and ethically
change our consumption behavior [12]. Psychological aspects specify the extent to which
customers protect themselves and their ecological surroundings and are also interconnected
to their social and natural environment [13]. By studying psychological aspects, we can
understand behaviors in which people engage in various environments and situations,
such as minimizing resource waste or developing green cultures to encourage ethical
consumption [14]. Numerous researchers have been found that green environmental strat-
egy can be helpful in supporting ethical consumption behaviors among Saudi consumers
through the encouraging role of psychological aspects [11]. These factors include consumer
values, opinions, environmental concerns, social conventions, and sustainability-related
attitudes [6,13]. They serve as internal drivers that affect consumers’ judgements and
level of involvement with ethical consumption [14]. Prior studies have examined all these
variables separately, or two or more variables in one framework, but to the best of our
knowledge no previous research has been conducted with this empirical model. To fill this
gap in the literature, given the complex nature of the relationships between these variables,
this study aims to explore the following hypotheses: how green environmental strategy is
positively associated with ethical consumption. Secondly, how the relationship between
green environmental strategy and ethical consumption is mediated through green market-
ing. Lastly, we explore empirically whether psychological aspects can influence consumers’
ethical consumption behavior as the antecedent of green environmental strategies. This
study is structured in the following way: firstly, in Section 2 we introduce a literature review
of existing studies based on virtues of empirical model constructs; secondly, in Section 3 we
explain the methodology used for the collection of data; in Section 4 we include the analysis
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and results of the variables; and in Section 5 we explain the discussion and conclusion of
the study.

2. Hypothesis Development and Research Model

Theory of Planned Behavior (TPB): The Theory of Planned Behavior (TPB) is a promi-
nent social psychology theory that aids in explaining and forecasting human behavior. It
contends that three primary aspects primarily impact people’s behavioral intentions [15,16]:
(1) Attitude: This is a reference to a person’s subjective assessment and conviction regarding
the behavior in question. It relates to people’s attitudes towards eco-friendly behaviors
like using sustainable transportation and supporting environmentally friendly housing, for
instance, in the context of green and environmental marketing initiatives. (2) Individual
Norms: The perceived social obligation and influence of others to engage in or resist specific
behavior is reflected in subjective norms. This encompasses the impact of friends, family,
and customs in society. (3) Subjective norms: Subjective norms are the perceived impact
or social pressure from others to engage in or abstain from a specific behavior. Subjective
norms may include green marketing that impacts others in encouraging and discouraging
sustainable travel decisions in the context of ethical tourism consumption. A person’s
perception of their capacity to carry out the targeted behavior is referred to as perceived
behavioral control. People are more inclined to engage in ethical consumption practices,
for example, if they believe that practising green tourism is within their power and doable.
By taking these three elements into account, this study contributes to the TPB via exploring
GES, green marketing, and psychological impacts’ role in comprehending the psychological
processes that underlie people’s intentions and subsequent actions connected to ethical and
environmentally friendly consumption in the tourism industry.

Theoretical Model: Utilising the Theory of Planned Behavior (TPB) as the theoret-
ical foundation, the proposed study attempts to investigate the interactions between
green environmental strategy, green marketing, psychological aspects, and ethical con-
sumption. The study extends the theory by investigating direct and indirect effects
and provides useful insights for encouraging sustainable consumer behaviors through
the use of TPB. According to H1, green environmental strategy is strongly correlated
with ethical consumption. According to TPB, adopting ethical consumption habits is
more likely when one has an encouraging mindset towards behaving in an ecologically
friendly way, such as behaviors motivated by green environmental policies. To bridge
the gap between the two, H2 suggests using green marketing. This approach is consistent
with TPB’s contention that branding and persuasion techniques can enhance the links
between intention and behavior. According to H3, psychological aspects serve as an
effective moderator of this relationship, supporting TPB’s understanding of individual
characteristics impacting attitudes and intentions.

2.1. Green Environmental Strategy and Ethical Consumption

The concept of green environmental strategies refers to the pursuit of practices and
awareness campaigns that could result in sustaining green resources for future generations
through eco-friendly environmental decisions and lifestyles [6]. Prior research explores the
link between green environmental strategy and ethical consumption that boosts interest in
sustainable, ethical, and green consumption practices [12]. Many scholars have recognized
that green environmental strategy encourages individuals to act in an environmentally
sustainable and socially responsible manner during the creation and consumption of prod-
ucts [17]. Green environmental strategy is a set of proposals that overcome the influence of
operational activities on the development of natural resources through avoiding wastage
and energy consumption or compensating for their negative impacts with ethical consump-
tion [18]. Green environmental strategy motivates consumers to use green environmental
management structures and sustainable resources to avoid negative impacts through ethical
consumption [19]. Accordingly, these consumers will perform activities that are beneficial
for others’ well-being and sustainable green environment [20]. Consumption that is ethical
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acknowledges responsibility and accountability for both human beings and non-humans
during consumption. It involves the ethical consumption of the products that increase
interest in green natural resources’ growth [4]. On the other hand, some scholars state that
GES and EC have a negative association. According to this viewpoint, despite the reality
that businesses employ green practices, consumers might not view them as sincere and
successful in resolving environmental issues. Customers can question the credibility of a
company’s statements about being green and think their efforts are insufficient [21]. As a
result, this doubt may make consumers less inclined to practise ethical consumption and
support those businesses. However, consumers who are seeking a green environment are
more willing to implement green environmental strategies and avoid unethical behavior to
engage in ethical consumption practices [22]. Based upon the above arguments, we obtain
the hypothesis that

Hypothesis 1 (H1). Green environmental strategy is positively linked with ethical consumption.

2.2. Green Marketing as a Mediator

Nowadays, tourism companies are adopting green marketing strategies in order to
maintain an ethically responsible environment through implementing green environmental
practices [23]. Various research has pointed out that green marketing can help in fostering
consumers’ ethical consumption behavior. However, green environmental strategy’s impact
on ethical consumption is measured through the mediating role of green marketing [24]. In
order to boost consumers’ ethical consumption behaviors, green environmental strategy
helps in designing a wide variety of green products, including eco light bulbs, eco-friendly
detergent, organic foods, eco-friendly brooms, and recyclable paper, among others, through
the use of environmental strategies [6]. The findings explore whether green marketing per-
forms a mediating role in the relationship between green environmental strategy and ethical
consumption. Furthermore, consumers also practically observed how green marketing
acts as a major antecedent to developing ethical consumption behavior [25]. Using green
marketing means making and assisting in exchanges designed to persuade consumers
while minimizing the harmful impact on natural ecology [26]. It also focused on CSR
dimensions through advertising the disadvantages of wastage and green consumption,
and the implementation of prerequisite green environmental strategies by encouraging
patterns that facilitate pollution reduction and support ethical consumption [27]. According
to this viewpoint, customers could still react negatively even if businesses use marketing to
effectively promote their green intentions. While viewed as deceptive and disingenuous,
green marketing can backfire and encourage consumers to behave less ethically while
making purchases [24]. Customers can start to doubt the companies’ promises about being
environmentally friendly and see them as hollow advertisements with inadequate commit-
ment to sustainability [10]. This skepticism might undermine green marketing’s ability to
act as a mediator and increase the tense relationship between GES and EC.

Hypothesis 2 (H2). Green marketing plays a mediating role in the association between green
environmental strategy and ethical consumption.

2.3. Psychological Aspects as Moderator

Nowadays, many firms pay great attention to environmental issues such as global
warming, air/water pollution, and environmental degradation due to the increasing inter-
est of customers in companies’ green environmental strategies, which ultimately affects
and improves the ethical consumption behavior of consumers [28]. Psychological aspects
consist of the views that help in changing the behavior of consumers toward environmental
commitments, the development of green natural resources, concerns, and ethical consump-
tion behavior, and are the antecedent of green marketing strategies [29]. Psychological
aspects encourage consumers to adopt green environmental strategies for solving environ-
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mental issues, redesigning green natural world resources, and increasing people’s positive
ethical consumption behaviors [30].

In the tourism sector, green environmental strategies are designed for the reduction of
wastage and boosting of ethical consumption practices to increase awareness about social
and environmental responsibility that directed toward resource efficiency for future gener-
ations [31]. In order to fulfill environmental demands, psychological aspects emphasize
strategies that increase resource efficiency and change the environment [32]. However,
social psychological aspects are versatile disciplines that study how the behaviors of indi-
viduals or consumers are affected by the implementation of green environmental strategies
and why these strategies influence people’s beliefs, intentions, goals, and thoughts in a way
that helps in adopting ethical consumption behavior [33]. On the other hand, psychological
factors may detrimentally moderate the association between GES and EC. According to
this viewpoint, consumer psychological traits, including concern for the environment, and
individual values and attitudes, may act as roadblocks to the beneficial effects of GES on
EC [30]. Green environmental strategy should develop new green corporate strategies
that could lead to potential transformations throughout the tourism industry in terms
of ethical consumption behavior [34]. Psychological aspects have grown to be the most
significant factor affecting the association between a green environmental strategy that
develops patterns which help in the fulfillment of customers’ requirements and improving
the ethical consumption practices of customers [35].

Hypothesis 3 (H3). Psychological aspects positively mediate the relationship between green
environmental strategy and ethical consumption.

The theoretical framework is shown in Figure 1.
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3. Materials and Methods

This study intends to examine the associations between ethical consumption, green
marketing, and psychological factors in organizations. Due to the exploratory nature of
the study topic, a close-ended questionnaire was developed for gathering data in order
to accomplish this goal. The discussion that follows is concerned with the determination
of the important factors and their measurements, the creation and design of the question-
naire, and the execution of the survey based on the selection of an appropriate sample
for the study.

3.1. Data Collection

A quantitative research method was used for this study’s hypotheses, for testing Saudi
Tourism Firms. For data collection, 545 respondents such as the CEO, owner, and senior
managers, were chosen through e-mail survey. A simple random sampling method was
used for participant selection. The questionnaire was also tested by three Saudi experts and
all discrepancies were settled through discussion. Questionnaires were distributed through
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the help of five research associates via soft form. After 1 months, 373 questionnaires were
returned, in which only 351 fulfilled study requirements, and were thus used for further
analysis. All participants were Saudi, in which total of 33.5% were female and 66.5% were
male. Age was divided in range from 21 to 28, 29 to 36, 37 to 44, 45 to 52, and 53 to 60, and
above 60 years. A total of 75.8% of the participants indicated that they were between 21
and 45 years old, which reflects the strongest influence of this consumer segment on the
development of ethical consumption practices in Saudi Arabia. Participants’ educational
criteria were measured through three groups, comprising (1) high school, (2) Bachelors,
(3) Masters, and all treated using the same variable scale. A total of 78.5% of the participants
were bachelor’s degree holders and 15% of the respondents had master’s degree. The
average income reported annually was 200,000 RMB. We conducted confirmatory factor
analysis (CFA) to examine the variables of green environmental strategy, green marketing,
psychological aspects, and ethical consumption.

Demographic detail of the participants is mentioned in Table 1.

Table 1. Demographic statistics.

Demographic Category Number of Participants Percentage

Gender
Female 183 33.5%
Male 368 66.5%

Age
21–45 413 75.78%
45–60 132 24.22%

Educational level
Bachelor’s degree 427 78.5%
Master’s degree 81 15%
High school 37 6.5%

3.2. Measurement

To measure this study’s variable items, such as green environmental strategy (inde-
pendent variable), green marketing (mediating variable), psychological aspects (moder-
ating variable), and ethical consumption (dependent variable), a five-point Likert scale
was used that ranged from 1 = strongly disagree to 5 = strongly agree. Each study item
was adapted from previous literature knowledge. Studied variables are presented in
Appendix A Table A1.

3.2.1. Green Environmental Strategy

For the measurement of green environmental strategy, a 4-item scale was adapted
from Claver-Cortés et al. [35]. This construct measures the effectiveness of green environ-
mental policies. The sample item was “Our firm gives training to employees regarding
environmental issues and challenges”.

3.2.2. Green Marketing

Green marketing was measured through a 6-item scale which was adapted from
Juwaheer, Pudaruth and Noyaux [36]. These variable measures firms’ range of different
activities, like product development, alteration in production methods, packaging, and
advertising, etc. The example item is “Show green environmental advertisement and
consumption patterns in a reliable manner”.

3.2.3. Psychological Aspects

Psychological aspects were measured through a 2-item scale which was adapted from
Yoshii et al. [37]. The example question is “Our firm develops social connections to promote
green cultural environment”.
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3.2.4. Ethical Consumption

To measure the ethical consumption in the tourism industry we adapted a 5-item scale
from Chen and Moosmayer [38]. This construct measures the ethical consumption behavior
of employees in a firm. The example item is “We avoid products that increase pollution
and damage the green environment”.

4. Results

The data analysis was conducted using SPSS statistical software packages. These
software tools were utilized for data cleaning, manipulation, and statistical analyses to
derive meaningful insights and draw conclusions from the collected data. To evaluate the
best model, we developed our own hypothesized approach. It was confirmed that models
fitted according to Anderson and Gerbing [39]. The data fit our four-factor model. The fit
keys, CFI = 0.94, GFI = 0.93, RMSEA = 0.05, 2 = 1057.52, Df = 425, 2/df = 2.488, revealed the
overall model fitness.

4.1. Reliability and Validity

Table 2 displays the average variance-extracted, factor loading, and composite-
reliability values. This study employed SEM as its approach to research. Fornell and
Larcker [40] stated that discriminant validity was also achieved. All the established and
confirmed values are shown in Table 2: CR was greater than 0.70, AVE was greater than
0.50, and CR was greater than AVE. Cronbach’s alpha was higher than 0.60 than the
average amount of extracted variance.

Table 2. Shows Composite Reliability (CR), Factor Loading (FL) and Average Variance Extracted
(AVE).

Variable Details Items FL Cronbach’s Alpha CR AVE

Green environmental strategy 04 0.76–0.88 0.83 0.92 0.72
Green marketing 06 0.72–0.84 0.86 0.96 0.76

Psychological aspects 02 0.76–0.82 0.82 0.94 0.78
Ethical consumption 05 0.72–0.86 0.84 0.98 0.74

Source: authors’ results.

4.2. Descriptive Statistics

The results of discriminant and convergent reliability are displayed in Table 3. The
VIF ratings were below the threshold of 10.0, proving that there was no issue with multi-
collinearity. Factor loading was higher than 0.70, Cronbach’s alpha was greater than 0.70,
and convergent validity was greater than 0.60.

Table 3. Results of mean, SD, and correlations.

Variable Mean SD Alpha 1 2 3 4 5 6 7 8

1 Business age 3.05 1.05 0.84 1.00
2 Business size 1.36 0.42 0.88 0.118 ** 1.00
3 Respondent experience 1.74 0.31 0.82 0.217 ** 0.84 * 1.00
4 Respondent education 1.22 0.65 0.88 −0.04 0.06 1.00 1.00
5 Green environmental strategy 3.54 0.44 0.85 −0.03 −0.16 0.02 −0.12 1.00
6 Green marketing 3.45 0.42 0.81 0.02 −0.02 0.092 * −0.03 0.244 ** 1.00
7 Psychological aspects 3.85 0.62 0.80 −0.08 −0.11 −0.02 0.072 * 0.265 ** 0.327 ** 1.00
8 Ethical consumption 0.44 0.44 0.78 0.01 −0.14 −0.02 −0.14 0.280 ** 0.369 ** 0.385 ** 1.00

Notes: * p < 0.005; ** p < 0.000.

4.3. Hypothesis Testing

Table 4 displays the accepted direct hypotheses (H1, H2, and H3). For testing hypothe-
ses, structural equation modelling (SEM) was used (see Table 5). Ethical consumption is
positively and significantly predicted by green environmental strategy (0.34 **, p = 0.00).
H1 was therefore approved. It is demonstrated that ethical consumption has a beneficial
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impact on GES (value = 0.39 **, p = 0.000). Green marketing has a strong impact on moral
consumption (Sig = 0.000, value = 0.39 **). We accept H3.

Table 4. Results of hypotheses.

Model Details Beta-Value F T-Value Sig Remarks

1 GES to Ethical consumption 0.34 22.067 0.128 0.000 Accepted
2 GES to Green marketing 0.39 149.26 12.21 0.000 Accepted
3 Green marketing to Ethical consumption 0.38 140.64 16.54 0.000 Accepted

Table 5. Indirect effect of Green Marketing (GM) between Green Environment Strategy (GES) and
Ethical Consumption (EC).

Model Detail Data Boot Bias SE Lower Upper Sig Remarks

GES→ GM→ EC 0.184 0.12 0.002 0.48 0.2232 0.2675 0.0000 Accepted

The indirect relationship between green environmental strategy and ethical consump-
tion is illustrated in Table 5 through green marketing. We used the guidelines provided by
Preacher and Hayes (2004, 2008) [41,42] to carry out the mediation check. Their approach
confirms the mediation role of green marketing with an extensive degree of indirect influ-
ence. The findings demonstrated that green marketing serves as a mediator (Beta = 0.18,
Lower = 0.2232 to Upper = 0.2675, proving H2, that there is a relationship between green
environmental strategy and ethical consumption).

The mediating effect of psychological factors on the direct relationship between green
environmental strategy and ethical consumption is shown in Table 6. The results show that
psychological factors have a strong positive moderating effect and a statistically significant
negative impact on the association between GES and ES, namely (0.32 **, p = 0.01). H3 was
approved as a result.

Table 6. Hierarchal regression results for moderating effect of psychological aspects.

Ethical Consumption

Detail Beta T-Value Beta T-Value Beta T-Value

Step 1
Business age 0.05 0.22 0.02 1.38 0.02 0.22
Business size 0.06 0.24 0.16 0.74 0.11 0.76

Respondent education 0.12 0.18 0.14 0.12 1.04 1.42
Respondent experience 0.14 0.22 0.11 0.84 0.03 0.18

Step 2
Green environmental strategy 0.34 * 7.84 0.32 * 3.74

Psychological aspects 0.24 * 5.68 0.34 * 4.66

Step 3
GES→ PS 0.32 ** 2.25

F 5.18 ** 16.56 * 16.32 *
R2 0.03 0.27 0.22
R2 0.24 0.01

Notes: * p < 0.01, ** p < 0.05 (two tailed); and results of VIF were below than the threshold level.

5. Discussion

The current study enlightens different aspects that influence the ethical consumption
behavior of the consumers for encouraging use of the eco-friendly products designed
through green environmental strategies. Several key implications regarding ethical
consumption in Saudi Arabia can be obtained from the outcomes of the current study.
However, to achieve the benefits of competitive ethical consumption, tourism firm
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marketers should make sure that sustainable green environmental strategies are designed
and put into practice in both public and private firms. Similarly, our study’s H1 empirical
results are consistent with findings from prior research that explores the link between
green environmental strategy and ethical consumption, finding that the former boosts
interest in sustainable, ethical, and green consumption practices [16]. Many scholars
have recognized that green environmental strategy encourages individuals during the
creation and consumption of products to act in an environmentally sustainable and
socially responsible manner [17]. Green environmental strategy is a set of proposals that
overcome the influence of operational activities on the development of natural resources
through avoiding wastage and energy consumption, or compensating for their negative
impacts with ethical consumption [18].

H2 outcomes have revealed that green environmental strategy is concerned with the
respondents’ ethical consumption behavior in Saudi Arabia. This study’s H2 emphasizes
the significance of green marketing’s mediating role in motivating consumers to implement
green environmental strategy through workshops and group discussions to achieve pos-
itive ethical consumption behavior. This study suggests that tourism firm management
should systematize seminars to educate people about and make them aware of eco-friendly
products’ benefits for current as well as future generations. These research results support
scholars’ prior findings that in the contemporary world, where people are more concerned
with and aware of the environment, tourism firms are taking steps towards green marketing
to maintain an ethically responsible approach to the environment through implementing
green environmental strategies. Using green marketing means making and assisting in ex-
changes designed to persuade consumers while minimizing the harmful impact on natural
ecology [26]. Green marketing also focuses on CSR dimensions through advertising the
disadvantages of wastage and green consumption, and the implementation of prerequisite
green environmental strategies by encouraging patterns that facilitate pollution reduction
and support ethical consumption [27]. The H2 outcomes confirm that green environmen-
tal strategy provides dynamic advantages to tourism firms through the green marketing
mediating role, which contributes to consumers’ ethical consumption behavior.

The H3 of the current study contributes to prior literature knowledge on the emergent
field of ethical consumption regarding how psychological aspects mediate between green
environmental strategy and ethical consumption links. The findings of the study show that
psychological aspects are a significant factor in increasing ethical consumption through the
antecedents of green environmental strategy. The H3 results corroborate that nowadays,
many firms pay great attention to environmental issues such as global warming, air/water
pollution, and environmental degradation challenges due to the increasing interest of
customers in corporations’ green environmental strategy, which ultimately affects and im-
proves the ethical consumption behavior of consumers [28]. Psychological aspects consist
of the views that help in changing the behavior of consumers toward environmental com-
mitments, the development of green natural resources, concerns, and ethical consumption
behavior; they are the antecedent of green marketing strategies [29]. Psychological aspects
encourage consumers to adopt green environmental strategies for solving environmental
issues, redesigning green natural world resources, and increasing people’s positive ethical
consumption behaviors [30].

In the tourism sector, green environmental strategies are designed for the reduction
of wastage and boosting of ethical consumption practices to increase awareness about
social and environmental responsibility, with the goal of obtaining resource efficiency for
future generations [31]. In order to fulfill environmental demands, psychological aspects
emphasize strategies that increase resource efficiency and change the environment [32].
Our research also highlights that encompassing green environmental strategy is not enough.
The management of tourism firms should provide awareness and information through
green marketing practices so that the challenges and issues of environmental protection
and ethical consumption become the responsibility of all consumers. Through green
marketing, tourism firms’ managers can enhance the ethical consumption practices of
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people via favorable green environmental strategy. This study’s findings also prove that
psychological aspects have sustainable competitive benefits that allow us to implement
green environmental strategy for encouraging ethical consumption behaviors.

5.1. Contribution to the Theory

From a theoretical point of view, in this research all hypotheses are supported. The
current study gives empirical facts relating to mediating role of green marketing and
moderating role of psychological aspects, particularly in the context of environmental
management and ethical consumption in Saudi Arabia as a developed nation. Secondly,
this study suggests that green environmental strategy has a positive impact on the ethical
consumption behavior of consumers. Thirdly, this study also suggests that link between
green environmental strategy and ethical consumption is mediated through green market-
ing and through psychological aspects. Moreover, our research explores the psychological
aspects that mediate between green environmental strategy and ethical consumption. Our
study also corroborates prior findings.

5.2. Contribution to Practical Management

This study has several valuable practical contributions that are helpful for manage-
ment, administration, and policy makers. Firstly, our study’s empirical model offers
comprehensive consideration of the management of tourism firms who would like to
improve the ethical consumption behavior of their members. This study’s findings propose
that tourism firms’ administration must stimulate the green marketing role in their firms
for the achievement of high ethical consumption practices. Secondly, in the current era,
society is environment-conscious; thus, tourism firms’ management wants to design a green
environmental strategy, though they also require recognizing that having just strategy is
not enough to directly enhance ethical consumption behaviors. Thus, management should
find approaches such as green marketing to encourage high ethical consumption behaviors
from stakeholders. Accordingly, our study suggests that tourism firms in Saudi Arabia
should design green environmental strategies and they ought to reflect green marketing
and psychological aspects’ role; thereby, firms could improve the ethical consumption
behaviors of consumers and contribute to better green environmental resources, which is
growing to be the concern of the globe.

5.3. Contribution to Society

Seeing that environmental challenges have grown to be a serious issue for the globe,
current study findings offer an approach that demonstrates how to accomplish better
green environment management, which gives more benefits to society and the whole
world. Tourism firms are key contributors to environmental damage. This empirical model
provides evidence of the significance of ethical consumption and its precursors, specifically,
green environmental strategy, green marketing, and psychological aspects. When tourism
firms implement this pragmatic model for solving environmental issues and dealing with
societal challenges, they will obtain more advantages in terms of the availability of green
programs and products, environmental degradation reduction, economic development,
and resource efficiency, as well as the improvement of quality of life.

5.4. Limitations and Future Directions

The current research has the following limitations, which can be addressed in future
works. Firstly, this study tests hypotheses through a SEM approach, which could raise
questions about causality, so in the future researchers must identify this issue using case
studies and experimental approaches to corroborate the results. Secondly, even though
the antecedents of ethical consumption were investigated, our research did not examine
its consequences. As a result, future studies would need to explore the impact of ethical
consumption in the terms of nonfinancial or financial. A third limitation of this study is
the small sample size and restrictions to Saudi Arabia’s tourism firms. Thus, in future,
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testing the approach in numerous countries is necessary due to the limited generalizability
of and focus on Saudi Arabia’s tourism businesses. Furthermore, the lack of clarity in
the study’s setting regarding hotel kinds and reasons for stays highlights the need for
the additional development and analysis of these issues as potential future research areas.
The understanding of green marketing, green strategy, psychological factors, and ethical
consumer behavior in the tourism business will improve as these constraints are addressed.
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Appendix A

Table A1. Variables construct.

Variables Items Construct

Green environmental strategy

GES1 Our firm quantifies natural resources costs and use measure for environmental savings.

GES2 Our firm gives training to employees regarding environmental issues and challenges.

GES3 Our firm adopts ecological, water saving policies in green marketing campaigns.

GES4 Our firm used latest measure for protecting environmental resources.

Green marketing

Our firm

GM1 Present eco-friendly labeling and identification tools for green products development.

GM2 Green products and eco-labels are marketed in using approach which I actually
thought relevant to my way of life.

GM3 Eco-labels provide information regarding green products, green packaging and
biological customers.

GM4 Provide information relating to reuse and recycling of natural resources.

GM5 Show green environmental advertisement and consumption patterns in
a reliable manner.

GM6 Adopt attractive green purchasing advertisement patterns.

Psychological aspects
PA1 Our firm develops social connections to promote green cultural environment.

PA2 Our firm stays active in processes that improve green practices.

Ethical consumption

EC1 We encourage all those practices that are involved in ethical consumption.

EC2 We prefer to consume all wastage in ethical manner.

EC3 We avoid products that increase pollution and damage green environment.

EC4 We try to hire people from companies that focus on green marketing.

EC5 We used products/services that minimize green environment damages.
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