
Effective communication strategies in
tourists’ pro-environmental behavioral

intention: A moderated mediation model

Item Type event;event

Authors Zhao, Xinxin;Yao, Yanbo

Download date 2026-03-17 08:57:04

Link to Item https://hdl.handle.net/20.500.14394/49515

https://hdl.handle.net/20.500.14394/49515


Effective communication strategies in tourists’ pro-environmental behavioral 

intention: A moderated mediation model 

 

Message framing is an effective way in encouraging consumer behavior (Kim et 

al., 2017). It has been studied extensively in communication, health, and environment 

fields. In the tourism and hospitality field, existing literature has explored the role of 

message framing in environmental behavior in hotels (Grazzini et al., 2018; Kim et al., 

2017), carbon offsetting behaviors (Chi et al., 2021), food waste (Huang et al., 2021), 

destination image formation (Zhang et al., 2018), little research pays attention to 

message framing strategies in tourists’ pro-environmental behavioral intention. 

Furthermore, there are asymmetrical effects in different message frames (gain vs. loss) 

and message appeals (rational vs. emotional) (Albers‐Miller & Royne, 1999; Lee & Oh, 

2014). The results of the role of message framing in sustainable tourism is mixed 

depending on the target actions (Chang & Wu, 2015) the research context (Dolnicar et 

al., 2017). Drawing on the construal level theory, the social distance of the message 

influence the perception of the same message (Trope & Liberman, 2010). However, 

these message components have been examined separately. The existing literatures 

about message were within a certain framework (e.g., loss frames vs. gain frames; 

moderate fear appeals vs. low fear appeals) rather than explored interactions across 

different message components (Keller & Lehmann, 2008). Thus, this research focus on 

the interaction between social distance and message frame as well as the interaction 

between social distance and message appeal. Another research gap is method related. 

Previous studies examined the absolute level of behavior intention, which is hard to 

examine the effectiveness of message framing and indicates the casual relationship 

between message framing and behavior intention because the time order of the cause 

and effect is blurred (Shadish et al., 2002).  

This research examines the change of tourists’ pro-environmental behavioral 

intention to provide strong evidence to effectiveness of message framing and the casual 

relationship between the message framing and the change of behavior intention. 

Additionally, we examine the mediating mechanism and boundary conditions of the 

main effect by looking into the role of perceived effort worthiness and green 

involvement. Therefore, this study conducted two experiments to test the casual 

relationship between the message framing strategies and changes in pro-environmental 

behavioral intention and proposed a moderated mediation model to examine the 

underlying mechanism and boundary condition behind the main effect. More 

specifically, this research investigated the interactive effects of message frame and 

social distance as well as the interactive effects of message appeal and social distance, 

and how they lead to varied changes in pro-environmental behavioral intentions. This 

study advanced the knowledge of message framing strategies in pro-environmental 

behavior in tourism. 

 



References 

Albers‐Miller, N., & Royne S M. (1999). An international analysis of emotional and 

rational appeals in services vs goods advertising. Journal of Consumer Marketing, 

16(1), 42–57. https://doi.org/10.1108/07363769910250769 

Chang, M. C., & Wu, C. C. (2015). The effect of message framing on pro-environmental 

behavioral intentions. British Food Journal, 117(1), 339–357. 

https://doi.org/10.1108/BFJ-09-2013-0247 

Chi, O H., Denton G., & Gursoy D. (2021). Interactive effects of message framing and 

information content on carbon offsetting behaviors. Tourism Management, 83, 

104244. https://10.1016/j.tourman.2020.104244 

Dolnicar, S., Cvelbar, L., & Grün, B. (2017). Do pro-environmental appeals trigger pro-

environmental behavior in hotel guests? Journal of Travel Research, 56(8), 988–997. 

Grazzini, L., Rodrigo, P, Aiello, G., & Viglia, G. (2018). Loss or gain? The role of 

message framing in hotel guests’ recycling behaviour. Journal of Sustainable Tourism, 

1–23. https://10.1080/09669582.2018.1526294 

Huang, Y., Ma, E., & Wang, D. (2021). Message framing strategies, food waste 

prevention, and diners’ repatronage intentions: the mediating role of corporate social 

responsibility. Journal of Sustainable Tourism. 

https://doi.org/10.1080/09669582.2020.1867151\ 

Kim, K., Lee, S., & Choi, Y. K. (2017). Image proximity in advertising appeals: Spatial 

distance and product types. Journal of Business Research, S0148296317302904–. 

https://doi.org/10.1016/j.jbusres.2017.08.031  

Kim, K., Zhang, M. & Li, X. (2008). Effects of Temporal and Social Distance on 

Consumer Evaluations. Journal of Consumer Research, 35(4), 706–713. 

doi:10.1086/592131   

Lee, S., & Oh, H. (2014). Effective Message framing strategies for Hotel Guests' Green 

Behavior. Cornell Hospitality Quarterly, 55(1), 52–63.         

https://doi.org/10.1177/1938965513504029   

Trope, Y., & Liberman, N. (2010). Construal-level theory of psychological distance. 

Psychological Review, 117, 440–463. https://doi.org/10.1037/a0018963 

Zhang, M., Zhang, G., Gursoy, D., & Fu, X. (2018). Message framing and regulatory 

focus effects on destination image formation. Tourism Management, 69, 397–407. 

doi:10.1016/j.tourman.2018.06.025   

 

https://doi.org/10.1108/07363769910250769
https://10.0.3.248/j.tourman.2020.104244
https://10.0.4.56/09669582.2018.1526294

