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Abstract: This study investigates the concept of perceived value on the customers' intention to revisit Malaysian green resorts. It is a 

cultural case that happened in Malaysia. The perceived value would be assessed in a formative manner based on a multi-dimensional 

scale, which includes the dimensions of functional, social, emotional, and epistemic. This research was applied to a survey method. 

The unit of analysis is the resort customers, with distributed questionnaires to customers who have stayed in one of the selected 

green resorts and have consumed the products and services at these resorts for at least two days. This study provides significant 

insights and pertinent recommendations to the hospitality industry and extends the existing body of knowledge by assessing 

perceived value as an integrated formative construct and examining customers' overall perceived value towards green resorts. This 

study provides an in-depth understanding of the importance of green resorts associated with the communities, groups, and 

individuals from one generation to the next. Also, this study can be a benchmark, provide guidance, and the basis for future directions 

of future studies that are similar. It can contribute to providing a broader perspective on the issue. This study also addresses what 

academicians can do to teach students in the field of hospitality and tourism, create awareness among individual consumers and 

finally, to promote sustainability for tourists, travelers, as well participants in the field of hospitality. Next, attention is also given to 

the teaching of the hospitality and tourism areas in the lodging, meetings and events, and foodservice segments of the industry. 

Sustainability education in lodging operations includes ensuring that students understand that "green" lodging professionals 

participate. The paper estimates the demand for customers' intention to revisit the green resort in Malaysia. The originality of this 

paper comes out to the need to identify the application of green initiatives in the hospitality industry continues to rise in their 

contribution to preserve the environment as well as meeting the demands of environmentally-conscious customers. 
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INTRODUCTION 
The quality of the environment largely influences the hospitality industry as tourists travel over great 

distances to experience exotic and unpolluted environment. Resort hotels are among the fastest-growing 

segments of tourism attractions and are rapidly growing in number, diversity, and popularity. The global resort 
industry, which was previously in the depths of a recession, has steadily recovered and proliferated, particularly 

over the last four years (Ibisworld, 2013). This growth could be observed in the Malaysian tourism industry. Many 
travels to resort hotels located at enthralling destinations to divert themselves from mundane routines and to 

experience enjoyment (Yang & Chan, 2010; Ali et al., 2013). It has contributed to the dominance of resort hotels 

in the accommodation industry (Inkabaran et al., 2004). The customers and their first-rate perceived value are the 
primary focus of this industry to sustain customers' loyalty and favorable behavioral intentions (Hu et al., 2009). 

Meanwhile, the movement towards sustainability propels many businesses to adopt green practices through 
the development of services and products. The term "green" signifies "environmentally friendly" (Shrum, 2005). In 

the context of the hospitality industry, the demands for green establishments among customers have been 
gradually increasing due to the environmental damages and uncontrollable consumption of environmental 

resources such as energy, natural resources, and non-recyclable goods (Dief & Font, 2010). Therefore, customers 

opt for resort hotels that adopt green practices. It compels the hospitality industry to incorporate green practices 
into the services and products provided. Accordingly, these green practices include recycling, reducing waste, 

water conservation, and clean air practices (Bohdanowicz, 2006), which directly affect the operating costs and 
overall performance of these resort hotels.  
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Customers' perceived value reflects the performance of these resort hotels. Hence, providing first-rate 
customer value, particularly in terms of customers' needs and desires, is vital to maintain a competitive advantage. 

Nonetheless, there are various definitions of customer value (Zeithaml, 1988). Customer value could be expressed 

as the mental images or cognitive representations that underlie customers' needs and goals (Wilkie, 1994), which 
ultimately affects customers' responses in specific situations (Schiffman & Kanuk, 1987). Zeithaml (1988) viewed 

perceived value as "consumer's overall assessment of the utility of a product or service based on perceptions of 
what is received and what is given" (p.14). 

Recent studies have elucidated the significance of customers' perceived value regarding their satisfaction 
towards the tourism destinations because it influences their choice of destination and their decision to revisit 

(Kozak & Rimmington, 2000; Yoon & Uysal, 2005). Essentially, customers' perceived value primarily determines 

their behavior. There have been various studies to grasp the origin of customers' perceived value towards a 
specific destination of choice. There are various interpretations on the concept of perceived value where (1) it is 

regarded as a prevailing belief towards a specific aspect as more desirable than other aspects; or (2) as evaluation 
criteria; or (3) as a utility, which is acquired from experiencing the consumption. Fundamentally, the value itself 

reflects one's attachment to a specific thing that forms a particular personal judgment, whether it is favored and 

to what extent. In other words, the consumption of services or products creates multi-dimensional outcomes 
(Holbrook, 1999; Sandstrom et al., 2008), which subsequently contribute to various dimensions of consumption 

values for these products or services (Sheth et al., 1991; Williams & Soutar, 2000). As Jamal et al. (2011) 
described, perceived value is a function of the feelings and attitudes of customers about a specific product 

obtained, or service experienced. Overall, it is pivotal to have an improved understanding and prediction of the 
customers' intentions to revisit specific destinations. 

Over the recent years, there has been a growing research interest on the role of customers' perceived value 

in explaining environmental management and practices, the green strategies related to environmental policies, 
and the customers' attitudes and preferences towards green practices. Meanwhile, the customers' perceived 

functional and emotional values during their stay at a green hotel were also explored (Fu & Hu, 2011). However, 
no empirical study has been conducted to develop an in-depth understanding of the concept of perceived value in 

the context of the green resort. 

This study focuses on how perceived value influences customers' intention to revisit green resorts. 
Specifically, this study proposes four consumption values: functional value, social value, emotional value, and 

epistemic values as the antecedents to customers' intention to revisit green resorts. This study also provides the 
ranking of the importance of these value dimensions from the customers' perspective. The evaluation of 

customers' perceived value in the context of green resorts would provide significant insights on these visits to the 

host providers and marketers, which allows them to assess how the customers' experience in green resorts could 
be improved across different dimensions of value. 

The term "green" refers to the actions of reducing negative impacts on the environment, such as eco-
purchasing or recycling (Han et al., 2011). Meanwhile, the term "green resorts" refers to environmentally friendly 

lodgings that adopt various green practices such as energy and water conservation, solid waste minimization, 
recycling practices, and reuse of durable service items for environmental conservation (Green Hotel Association, 

2008). Thus, given the growing awareness on the potential of going green as an added value to gain competitive 

advantages in the hospitality industry, related stakeholders take a proactive approach to develop appropriate 
strategies in creating an environmentally friendly business (Manaktola & Jauhari, 2007). 

The hospitality industry plays a pivotal role in boosting the economy of Malaysia. Undeniably, the industry 
also potentially deteriorates the quality of the environment, which explains the growing environmental concern 

globally. In Malaysia, 7.34 million tons of solid waste are generated annually, where the hospitality industry is one 

of the contributors to this environmental issue (Ramayah et al., 2010). Considering that this industry utilizes a 
substantial amount of both consumer and non-durable goods, the high generation of solid waste is likely to occur. 

As revealed by Pirani and Arafat (2014), a single customer in a green resort generates at least 1 kg of solid waste 
per day, where recyclable materials constitute approximately 50%. Therefore, this has led to an increase in the 

number of green resorts (Hsiao et al., 2014).  
The need to adopt a "green resort" strategy is widely recognized over recent years. This current study 

focuses specifically on green resorts rather than green hotels because this type of resorts is considered one of the 

perfect tropical beach destinations because of their stunning beaches and abundant flora and fauna. All these 
green characteristics often appeal to outdoor explorers and nature lovers. Visitors can engage in various activities 

that bring them closer to nature when staying at these resorts. Resorts are one of the fastest-growing segments 
of tourism attractions and are rapidly growing in number, diversity, and popularity since the economic boom in the 

1960s. Today, a large number of people travel to resorts situated in exotic and beautiful destinations in order to 

enjoy themselves and escape from their daily routine (Yang & Chan, 2010 ). Rahman (2012) mentioned that 
"location has an impact on hotel environmental practice" (p. 722). Location in a natural setting is one of the 
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driving factors for resorts operators to become competitive in minimizing and eliminating their operation 
externalities on the environment. 

One of the typical strategies adopted by resort hotels globally is the establishment of monitoring systems 

and standards, which are utilized to monitor the consumption of energy and water and the generation of solid 
waste. For instance, the strategy is particularly useful for the resort hotel to identify which facility has the highest 

energy consumption in terms of lighting where the energy use of lighting in that specific facility could be adjusted 
according to a specified target of, for example, 20%, over a specified duration of time or replace these lighting 

with compact fluorescent lighting. The concepts of "environment protection" and "energy saving" encourages 
these resort hotels to adopt green management, which benefits the environment as well as reduces the resort 

hotels' operation costs. Essentially, the concept of green resorts provides immense potential and opportunities to 

not only reduce the environmental impacts and the consumption of energy but also to provide first-rate green 
services and products to customers.  

This current research focuses specifically on green resorts rather than green hotels because this type of 
resorts is considered one of the perfect tropical beach destinations because of their stunning beaches and 

abundant flora and fauna. All these green characteristics often appeal to outdoor explorers and nature lovers. 

Visitors can engage in various activities that bring them closer to nature when staying at these resorts. Resorts are 
among the fastest-growing segments of tourism attractions and are rapidly growing in number, diversity, and 

popularity since the economic boom in the 1960s. Today, a large number of people travel to resorts situated in 
exotic and beautiful destinations in order to enjoy themselves and escape from their daily routine (Yang & Chan, 

2010). Ramayah (2012) mentioned that "location has an impact on hotel environmental practice" (p. 722). 
Location in a natural setting is one of the driving factors for resorts operators to become competitive in minimizing 

and eliminating their operation externalities on the environment. 

Perceived value is considered one of the most integral concepts in understanding customers of the service 
industry. Perceived value distinguishes a specific service or product among the competitors where its value is 

determined accordingly by customers (Zeithaml, 1988). Accordingly, customers relate their previous experiences 
with different types of service or product and envisage these experiences, which subsequently affect their present 

and future experiences of the value-in-context. Cronin et al. (2000) implied that perceived value itself is a 

significant predictor of customer satisfaction and behavioral intentions. Sheth et al. (1991) identified a 5-
dimensional value comprised of functional value, social value, emotional value, epistemic value, and conditional 

value. Following that, Sweeney and Soutar (2001) developed a multi-dimensional scale inclusive of functional 
(economic and quality), emotional, and social dimensions. Meanwhile, Jamal et al. (2011) employed another multi-

dimensional scale to examine perceived value among tourists in homestays, which included dimensions of 

functional (price and establishment), experiential (activity, culture, knowledge, and hotel guest interaction), and 
emotional value. 

On the contrary, Lee et al. (2011), Barber (2012), and Yang & Youngtae (2015) asserted that the four 
dimensions for perceived green benefits (functional, social, emotional, and epistemic benefits) were not significant 

predictors of purchase intention mainly. Besides functional and emotional benefits, monetary and explicit costs are 
significantly associated with purchase intention. Given its situational characteristic, the formation of value 

perception could be influenced by various factors. Holbrook and Corfman (1985) argued that the value referred to 

different things at different times, such as purchasing, preparation, and consumption. In the marketing literature, 
the perceived value has been characterized as the key to explaining customers' behaviour (Petrick, 2004). 

Nevertheless, the perceived value towards the destination of choice remains not well explored (Chen & Tsai, 
2007; Pandža, 2013). Valid and reliable measures of perceived value allow customers to identify the dimensions of 

perceived value they experience. With that, this study proposes a conceptual model for improved understanding of 

the role of these four consumption values (functional value, social value, emotional value, and epistemic value), 
which are expected to influence customers' intention to revisit green resorts.  

Functional value refers to "the perceived utility acquired from an alternative's capacity for functional, 
utilitarian, or physical performance" that reflects the quality of the physical outcome for using a specific service or 

product on a series of salient attributes such as price, reliability, and durability (Sheth et al., 1991). In the context 
of the hospitality industry, the functional value could be acquired from the consumption of physical aspects 

(natural or human-made), services, and products at a specific destination such as souvenirs, food, and various 

activities (Morgan et al., 2010). Comfort, prices, quality, reliability, safety, and variety are some of the primary 
factors associated with functional value. Green practices such as using non-toxic materials, replace plastic utensils 

to glassware, or serving organic food in green resorts, not only reduce the environmental impacts, but also 
provide the first-rate experience for customers in terms of health and safety with improved air quality, eco-friendly 

linens, and considerations for allergy sufferers (Kim et al., 2011; Lee et al., 2011).  

Social value refers to the perceived utility acquired through the consumption of an alternative as a result of 
its association with one or more specific social groups, which represent demographics that may be similar to the 
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customers, either in terms of socioeconomic, cultural, or ethnic dimensions (Sheth et al., 1991). Maibach (1993) 
argued that customers would be motivated if their environmental contributions are acknowledged or admired by 

others. Therefore, social value plays a significant role in developing customers' perceptions based on their 

experiences (Williams & Soutar, 2000; Morgan et al., 2010). It is acquired when one is socially approved, feels 
accepted, makes a good impression on others, and improves oneself (Sweeney & Soutar, 2001). In the hospitality 

industry, the social value could also be related to direct social interactions. Examples of factors that contribute to 
social value are the friendliness and hospitality, respectful treatment, genuine care for customers, and the 

willingness of others to help (Noypayak, 2009). Accordingly, customers who display their environmental 
consciousness and expect to be recognized exhibit a type of auto-expression emotion perceived as a "status-

enhancing" benefit (Griskevicius et al., 2010). For some, opting for green resorts creates a positive impression on 

other people (Barber, 2012). 
Emotional value refers to the emotional evaluation of a particular service or product derived from the 

perceived capability of attributes to arouse a specific feeling or affective state, which, in turn, drives the behavior 
(Tapachai & Waryzak, 2000). Green consumption is compatible with environmental conservation, which generates 

positive feelings (Corall-Verdugo et al., 2009). The overall feeling of well-being is associated with altruism (Ritov & 

Kahnemann, 1997), which is said to be doing something good for others without expecting anything in return 
(Jeong & Jang, 2010). A growing desire for improved well-being has emerged as an essential emotional benefit 

among customers who opt for green resorts (Robinot & Giannelloni, 2010). They sensed that their decision 
contributes to environmental sustainability (Hotel Online, 2002). Russell and Pratt (1980) suggested four primary 

emotional states (pleasant, unpleasant, arousing, and sleepy), which help evaluate tourist destinations, whether 
exciting, relaxing, irritating, or dull. To measure the emotional value, Sweeney and Soutar (2001) deployed scale 

items such as feeling relaxed, enjoying consumption, and receiving pleasure. 

Meanwhile, Petrick (2002) noted that the consumption should make customers feel good and delighted, 
provide pleasure and a sense of joy, and bring happiness to create emotional value. In the context of green 

resorts, emotional benefits such as altruism or intrinsic motivation of well-being were proven to be significant 
predictors of environmentally friendly activities (e.g., recycling) and green consumerism (Griskevicius et al., 2010; 

Barber, 2012). Besides, the green certification was also seen as a sign of quality, which contributed to customers' 

tendency to choose or pay (Millar & Baloglu, 2011). 
Epistemic value relates to the surprise or novelty aspect of a service or product provided, which 

subsequently offers customers to experience novelty or satisfies their desire for knowledge (Sheth et al., 1991). 
However, despite the role of green resorts in providing environmental education for their customers, this 

dimension of value has not been sufficiently explored in green resorts (Kotler et al., 1999). Essentially, epistemic 

value is one of the core benefits expected from customers in the hospitality industry (Williams & Soutar, 2009). 
Experiencing diverse lifestyles and socio-cultural environments, meeting new people, trying new food, and 

learning and discovering are among the strongest motivations to travel (Andreu et al., 2006; Kim et al., 2007).  
The formation of value perception is very situational and can be influenced by many factors. Holbrook and 

Corfman (1985) argued that value meant different things at different times, such as at the points of purchase, 
preparation, and consumption. Resort managers need to change and adapt their product and service to create 

new and novel experiences for tourists to ensure they obtain epistemic value. In a green research context, the 

epistemic value can be claimed as a customer's desire for knowledge and experiencing new and different lifestyles 
with the green concept to meet new people, try a green product and service, and learning and discovering the 

green resorts facilities. 
"Intention" indicates one's willingness to engage in the said behavior. The customers' intention to revisit a 

destination may be influenced by the perceived value of the destination along with the performance, the 

promotional efforts, and the information dissemination on the new attractions. Meanwhile, the "intention to revisit" 
refers to customers' previous experiences perceived as highly valuable in terms of costs and efficiency, which 

contribute to their tendency to revisit (Ha & Jang, 2010). 
 In the service sector, Han et al. (2009) and Han et al. (2010) specifically analyzed customers' intention to 

revisit, to recommend, and willingness to pay more for green resorts. Meanwhile, Han and Kim (2010) examined 
the influence of customers' satisfaction on their intention to revisit green resorts. Based on the interrelationships 

of destination image, evaluative factors (trip quality, perceived value, satisfaction), and behavioral intentions, 

Chen and Tsai (2007) concluded that "perceived value does play an important role in affecting the level of 
satisfaction and future behavioral intentions of customers" (p. 1,121).  

Meanwhile, Um et al. (2006) identified the relative weight of tourist evaluation constructs to the customers' 
intention to revisit. Based on the survey on the pleasure tourist in Hong Kong, they found that the intention to 

revisit was primarily determined by what they perceived from the performance of the destination compared to 

their satisfaction level. The utilization of perceived value in predicting customers' intention to revisit contributes to 
improved understanding of customers' after-decision-making behaviors. On the other hand, Kuo et al. (2009) 
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constructed a model to evaluate the mobile service quality in the value-added services provided and explored the 
interrelationships of customer service quality, perceived value, satisfaction level, and post-purchase intention. The 

perceived value was found to influence customers' post-purchase intentions positively. On the other hand, Yang 

and Youngtae (2015), who investigated the perceived value in the pre-purchase stage, found that their 
behavioural intention was only reflected by their willingness to choose a green resort. 

Fundamentally, the customers' intention to revisit is affected by various factors, and the customers' 
perceived value plays a crucial role in determining customers' intention to revisit and their decision to revisit. In 

short, customers' perceived value is expected to be positively related to customers' intention to revisit green 
resorts, given that they would re-evaluate the value of green resorts after experiencing them. The majority of 

customers depend on their past experiences on whether they intend to revisit green resorts. 

Based on the previous literature, a research framework is proposed concerning the objectives of this study 
with the consideration of four independent variables (functional value, social value, emotional value, and epistemic 

value) and one dependent variable (customers' intention to revisit green resorts), as illustrated in Figure 1. In this 
context, functional value, social value, emotional value, and epistemic value are expected to influence customers' 

intention to revisit. 

 
 

 
 

 
 

 

 
 

 
 

 

 
Figure 1. The research framework of Multi-Dimensional Values on Customers' Intention to Revisit Green Resorts 

 
Because of the reviewed literature, the following hypothesis is developed for the study. 

H1: Multi-dimensional value would influence customers' intention to revisit green resorts. 

H1a: Functional value would influence customers' intention to revisit green resorts.  
H1b: Social value would influence customers' intention to revisit green resorts.  

H1c: Epistemic value would influence customers' intention to revisit green resorts.  
H1d: Emotional value would influence customers' intention to revisit green resorts.  

 

METHODS 
The research design refers to a plan, structure, or strategy to acquire answers to the objectives or research 

questions. This study employed a questionnaire survey design to observe the trend of a large population of 
individuals based on their attitudes, opinions, and behaviors. The subsequent section describes the employed 

research design, including the development of the instrument. Accordingly, this study considered the quantitative 

method as the most appropriate method to assess the relationships between measurable constructs. The 
quantitative approach is deemed to be essential in analyzing and proving theories and identifying potential 

constructs and relationships. Most importantly, the quantitative method applies legal validity and reliability tests 
and appropriate statistical procedures. Besides, using a quantitative approach is deemed appropriate in testing the 

proposed conceptual model across a more comprehensive sample of the population of interest. 
 

Participants 

The population refers to the whole group of people or organizations of interest in a study. The targeted 
population serves as the source from which the data should be gathered, influencing the quality of results and 

findings. Accordingly, this study targeted the green resort guests in the selected green resorts, namely Frangipani 
Beach Resort and Spa Langkawi (Kedah), Shangri-La's Rasa Sayang Resort and Spa (Penang Island), and Holiday 

Inn Resort (Penang Island). This study selected these three green resorts because these resorts were awarded the 

ASEAN Green Hotel Award for three consecutive years (2016–2018) at the ASEAN Tourism Forum in Manila, 
Philippines.  

Social value  Intention to 

revisit  

Functional value 

Epistemic value 

Emotional value 
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This study selected Langkawi Island and Penang Island as the sampling locations because these locations 
are popular beach resort destinations in Malaysia, rich in cultures, and the hotspot for prominent green resorts. 

Conducting the study in these sampling locations was deemed feasible as the obtained results and findings were 

expected to benefit the current and future hotel and resort operators in their efforts to go green for their business 
operation. Meanwhile, selecting these sampling locations for this study would facilitate other resorts to attain the 

standards of green resort, strengthen their competitiveness in environmental protection measures, and enhance 
the green aspects of their business operation.  

 
Instrument 

The scale design for the questions adopted the Likert-type scale. This practice is widely utilized by 

consumer-related and tourism-related studies, particularly in those that require perception responses. Notably, 
using a Likert-type scale with five and seven points is expected in tourism-related studies, particularly those 

related to destination evaluation. Arguably, the seven-point scale offers more possibility for the respondent to 
select the answers, and it provides a broader range of magnitude for the answers. Hence, the selections of 

answers are made more manageable, and the chances of obtaining more reliable answers are increased. 

Due to these reasons, this study decided to implement a seven-point scale measurement in the 
questionnaire.  A multi-item seven-point scale was adopted: Score of "1" was depicted as strongly disagree up to 

"7" as strongly agree. Five variables presented for measurement the revisit intention were environmental 
awareness, functional value, social value, emotional value, and epistemic value. The items were adopted from 

Yang and Youngtae (2015), Sweeney, and Soutar (2001). 
 

Data Collection 

The data for this study were collected using a questionnaire survey and distributed to 450 customers who 
have stayed in one of the selected green resorts and have consumed the products and services at three green 

resorts in Langkawi and Penang Island, Malaysia for at least two days. A structured questionnaire was designed to 
measure the variables to capture the necessary information for the research question and relevant hypotheses. 

This section explains the details of the questionnaire designed for this study. The main objective of the 

questionnaire was to discover what the respondents thought or felt about certain situations, conditions, and 
issues.  

There were two phases in the distribution and collection of the questionnaires. The first phase of the data 
collection was the pilot test, to reduce the risk of missing possible alternative answers and to adjust any 

inappropriate words, statements, or description in the questionnaire. In the second phase, the primary method to 

collect the data was to distribute questionnaires at the beach resort in the morning and the evening during the 
period when guests were generally more relaxed. Since it was relatively less hot, many took this time to enjoy 

flora and fauna. Due to that, the customers were assumed to be more willing to answer the questionnaires. The 
opportunity was also apt to establish if the customers had stayed for at least two nights. 

 
Data Analysis 

This study primarily focused on the direct relationship between perceived value and revisit intention. This 

study conducted reliability analysis, descriptive analysis, factor analysis, and regression analysis using IBM SPSS 
(version 22) for the objectives of the study and the related research questions. Table 1 summarises the main 

statistical techniques considered in this study. 
 

Table 1. Data Analysis Techniques of Study 

Data analysis Purpose 

Descriptive analysis To obtain the demographic profile of the respondents 

Reliability analysis To measure the internal consistency between the measurement items 

Factor analysis To assess the construct validity of data and to measure the degree to which the 
measurement items gauge similar construct of interest 

Regression analysis To assess the influence of independent variables on the dependent variable and to 
examine the relationships of different constructs 

 

RESULTS AND DISCUSSION 
This study tested Hypothesis 1 on the relationship between the dimensions of perceived value and revisit 

intention to the green resorts using simple regression analysis. The results revealed that 55.7% of the total 

variation in the revisit intention was explained by functional value (β = 0.0456, t = 10.706, p = .000) and 
epistemic value (β = 0.0285, t = 5.781, p = .000). Among all the constructs in this study, the functional value 
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demonstrated the biggest influence in predicting the revisit intention where the obtained standardized beta 
recorded 0.456. Thus, the functional value was deemed as an important predictor of revisit intention, which was 

followed by the epistemic value (standardized beta of 0.285). The findings also showed social value (β = 0.080, t 

= 1.689, p = .092) and emotional value (β = 0.037, t = 1.058, p = .291). In this study, only H1a and H1c 
(functional value and epistemic value) were supported, whereas the other two hypotheses (H1b and H1d) that 

involved social value and emotional value were rejected because the p-value was greater than 0.05. 
 

Table 2. Results of Simple Regression Analysis for Perceived Value and Revisit Intention 

  Unstandardized Coefficient Standardized coefficient 

Model  B Std. Error B t-value Sig. 
 (Constant) 1.420 .220  6.440 .000 

 Functional value .476 .044 .456 10.706 .000 
 Social value .060 .035 .080 1.689 .092 

 Epistemic value .241 .042 .285 5.781 .000 

 Emotional value .060 .057 .037 1.058 .291 
R = 0.747 

R² = 0.557 
F = 140.084 

p < .001 

 
Among all the constructs embedded in this study, the functional value demonstrated the highest influence in 

predicting revisit intention, whereby the standardised beta was 0.456. Hence, functional value is deemed as an 

important predictor of revisit intention, and followed by epistemic value (standardised beta = 0.285). The findings 
displayed that social value (β = 0.080, t = 1.689, p = .092) and emotional value (β = 0.037, t = 1.058, p = .291) 

did not significantly influence revisit intention. 
Concerning functional value, the results of this present research revealed that functional value had the most 

substantial influence on revisit intention. The findings agree with some studies, wherein the functional value is 

seen as a primary factor in guests' decision making. Accordingly, green resorts employ a range of green practices, 
such as the use of non-toxic materials, replacement of plastic utensils with glassware, and serving organic food, 

which is bound to enhance the environmental quality and to offer guests with improved air quality and eco-
friendly linens, especially for those who suffer from allergies. Some researchers (see Kim et al., 2011; Lee et al., 

2011) asserted that these green practices are critically conducive for guests to experience a safer and healthier 

environment. Denys and Mendes (2014) claimed that quality, variety, reliability, comfort, safety, and price are 
among the most common destination factors that are linked with functional value. 

This study found epistemic value as the second most vital attribute among the dimensions of perceived 
value to influence the revisit intention, such as novelty, discovery, and learning about going green. In particular, 

epistemic value emerges when green resort guests have a desire for knowledge and are curious about the 
features of green resorts. The findings on epistemic value are concurrent with the findings reported by Biswas and 

Roy (2015) and Gonçalves et al. (2016), which highlighted the positive correlation between epistemic value and 

sustainable consumption behavior in India and green purchasing behavior, respectively. It reaffirms the expected 
key benefits of epistemic value for tourism experience (Williams & Soutar, 2009). Lin and Huang (2012) revealed 

the significant influence of the epistemic value of green products (e.g., characteristics and design of products) on 
consumers' choice behavior. It is plausible as when customers are familiar with a brand, their sense of curiosity 

increases towards the new product, or they are willing to learn about the new product. 

The study analysis suggests that both social and emotional values exerted no significant influence on revisit 
intention. It is in line with the study conducted by Wang (2004), which concluded the insignificance of social value 

in its relationship with purchasing or repurchasing green products and services. Han and Kim (2010), Chen and 
Tsai (2007) opposed the above findings, whereby the significance of social value on the decision to stay or 

intention to revisit was demonstrated instead. Williams and Soutar (2000) and Morgan et al. (2010) claimed that 
social value played a significant role in forming tourists' perceptions of their experience of staying in a green 

resort. Awuni and Du (2016) also propounded the influence of social needs and self-image on green purchase 

intention. 
Interestingly, as previously revealed, emotional value exerted no influence on revisit intention despite the 

findings of prior studies revealed otherwise. In this present study, the respondents were asked if they felt positive 
or negative emotional values during their stay at the green resort. Interestingly, most customers felt that positive 

or negative emotional values did not influence their intention to revisit. On the contrary, resort guests who 

observed green certification as a sign of quality were more likely to opt for green lodging and displayed a 
willingness to pay a higher price to stay in green lodging (Millar & Baloglu, 2011). Millar and Baloglu (2011) further 
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pointed out that green customers would be motivated by the feel-good factor, such as the feeling of comfort, 
joyful, excited, pleasantly surprised, or calmness for contributing positive influence on the environment through 

their decision to stay in green lodging.  

Based on SET, the exchange occurs when one receives a reward, and the benefits outweigh the costs. 
Perceived value influenced revisit intention to green resorts. Perceived value has been conceptualized as the 

difference between perceived benefit and perceived sacrifice. Typically, the benefit is derived from the perception 
of economic, social, and performance, whereas sacrifice is the price, time, effort, and risk. Perceived value reflects 

the prior experience of the different types of services and expected experience that affects the current and future 
value-in-context experience of the customers. Perceived value in this study had been viewed as the guests' overall 

assessment of their green resort experience based on their evaluation of consumption experience and their real 

experience. Hence, the guests were more likely to express favorable responses and may even revisit when they 
perceive a high value in the consumption made. In this case, the respondents perceived functional and epistemic 

values when staying in green resorts, which influenced their revisit intention to the green resort. This finding 
strengthens the guests' view that green resort experience in terms of benefits (quality, consistent service, worth 

for the price charged, discover experience something different, novelty experience, new and learn about being 

environment-friendly) from their stay in the green resort. 
 

CONCLUSION 
The empirical evidence obtained in this present study extends the existing body of knowledge by exploring 

the significance of perceived value in various dimensions about customers' intention to revisit green resorts. In 

terms of practical contributions, this study provides salient knowledge on four key dimensions (functional value, 
social value, emotional value, and epistemic value) related to perceived value in prompting customers' intention to 

revisit green resorts. This study provides significant insights and pertinent recommendations to the hospitality 
industry and clarifications on how customers develop their intention to revisit green resorts. Only by narrowing 

this specific knowledge gap could resort managers of these green resorts then be equipped to develop targeted 

marketing strategies to ensure existing customers' intention to revisit as well as to attract potential customers with 
various cultural backgrounds. Furthermore, it is pivotal to establish a clearly defined customer value for continuous 

operations of green resorts given the significance of perceived value in prompting customers' intention to revisit 
and extend such intention to friends, relatives, and others. This study explores the perceived value and customers' 

intention to revisit in the context of the green resort, which is particularly beneficial in the thematic green design 

concept, the marketing planning strategies, and the consumer recognition targets. With that, this cultural case 
study would like to propound the significance of understanding salient factors that encourage customers' intention 

to revisit green resorts, with considerations of developing specific service blueprints based on customers' demands 
to ensure a positive experience that instigate their intentions to revisit. 
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