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3ENEHAA TPAHC®OPMALUUA MOAE/NIN NOBEAEHUA
NOTPEBUTENIA TYPUCTCKOIO NMPOAYKTA

Om 2nybuHbl MOHUMQAHUA HANpassaeHull u hakmopos 3esneHoli mpaHcgopmayuu modenu ro-
mpebumenbCKo20 nosedeHUs nymeuiecmeeHHUKO8 3a8UCUM He MOsbKO yCreuwHocms UHHOBA-
yuoHHoli 3eneHoli ModepHu3ayuu busHec-moodeneli mypucmuyeckux KOMnaHudl, ux KOHKYpeH-
mocrnocobHocmb Ha pbiHKe, crocobHocmb adanmuposamsca K usmeHeHuam OF1C u kaumama,
HO U 803MOXCHOCMU (hOPMUPOBAHUSA 3GhHEKMUBHBIX MEXAHU3MOB CMUMY/IUPOBAHUS 3€/1€H020
nogedeHus nompebumess u MPou3BooUMEA U Peanu3ayuu pe2uoHaabHbIX U HAUUOHAIbHbIX
cmpameeauli, NpoepamMm U naaHo8 ycmoliyueoeo passumus. Lleavto pabomel a8unace paspa-
bomka modenu 3eneHo2o nosedeHua nompebumerseli mypucmcKoz2o npodyKma KakK UHCmpy-
MeHmMa 3Kos102uYecKoli mpaHcghopmayuu UHOYCMpuu mypusma 8 ycra08UsaxX pocma 3Kos102u4e-
CKUX PUCKO8 U 8bI30808. B pe3ysibmame aHaNU3a Cyuecmayrowux 8 omevyecmseHHol u 3apy-
bexHol meopuu Nooxo008 K onpedesneHuro CyuyHoOCMuU U MooesaupoB8aHuUto noeedeHus nompe-
bumens, 8bifieaAEHUA (hAKMOPOB U COBPEMEHHbIX meHOeHyull 3es1eHol mpaHcghopmayuu rnoese-
OeHusa nompebumensd npedsioxeHsbl A8MOopPCKoe onpedesneHue 3eaeHo020 nosedeHus mypucma
U (haKmMopHaA KoHuenm-mooess 3esneHol mpaHcopmayuu rnogsedeHus nompebumesns my-
pucmckoz2o npodykma. TeopemuyecKyro U UHEOPMAUUOHHY 6a3y ucciedosaHus cocmasusnu
mpyobl omeyecmeeHHbIX U 3apybeXHbIX y4eHbiX Mo rnpobaeMmam 3K0102u4ecKu opueHmMupo8aH-
Holi mpaHcopmayuu nosedeHus nompebumesneli Mypucmcko2o npooyKma, onpedesneHuro
ycnosuli u nymeli nepexoda Ha MoOesb «3eneH020» 3KOHOMUYECKO20 pocma U ycmoliyugo2o
paszsumus UHOycmpuu mypusma. UHpopmayuoHHyo 6a3sy ucciedo8aHUA cocmasunu aHanu-
muyeckue U cmamucmu4eckue omyemasl MeXOYHAPOOHbIX MYPUCMCKUX U MPUPOO0OXPAHHbIX
opeaHu3ayuli, NpasuMenbCMeeHHbIX U HEKOMMEePYECKUX aHAAUMUYECKUX UueHmpos, opuyu-
anbHble OaHHbIe 20Cy0apcmeaeHHol cry#bbl cmamucmuKu, Mamepuasnsl 0rpocos cybbekmos
mypucmcKoz2o pbiHKa, onyb/UKOBAHHbIE KeliCbl, 8KAKYQHOWUE AHAAU3 Npakmuyeckol Oea-
mesibHoCcmMUu cybbeKkmos8 mypucmcKo20 pbiHKA. Mcrosib308aHHbIE 8 UCCAe008aHUU MemoObl UH-
¢hopmMayUuoHHO20 MOHUMOPUH2A U OHAAU3G 0MeYyecm8eHHbIX U MexOyHApPOoOHbIX Hay4yHbIx 6a3
OOHHbIX, CUCMEMHO020 aHAAU3d U CUHMe3d, 8blA8aeHUA 3aKOHOMepHOcmeli, no3goaunu coe-
71amb 060CHOBAHHbIE 8b618006bl.

Mybaukayus nodzomoesneHa 8 pamkax peanuzayuu memol Ne1021052404499-3-5.2.1 «Teope-
MUKO-Memodos102udecKkue 0CHOBbI CMpameau4yeckKoz20o ynpasaeHus UHHOBAYUUOHHbLIM pa3eu-
muem pexkpeayuoHHO-mypucmckoli cgpepol PO» I3 ®UL| CHL] PAH.

Knrouessble cnosa: uHOycmpus mypusma; ycmoliyugoe passumue; «3eaeHasn» SKOHOMUKG, «3e-
neHoe» nosedeHue mypucma; Moodesnb «3eAeH020» nosedeHus nompebumesns MypucmcKo2o
npodykma

Ona untnposanma: Muwynunra C.N. 3eneHasn TpaHchopmaLma MOAENM NOBEAEHNA NOTPEOUTENA TYPUCT-
cKkoro npoaykra // Cepsuc B Poccum u 3a py6eskom. 2022. T.16. Ne2. C. 24-39. DOI: 10.24412/1995-042X-
2022-2-24-39.
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Introduction

Tourist consumer behavior is considered
one of the most researched issues. Nevertheless,
in the last 5 years, there has been a significant in-
crease in publications on this issue in the general
array of articles on sustainable tourism [25],
which is explained not only by the dynamic devel-
opment of the tourist industry, the growth of its
role in the global economy and the scale of nega-
tive impact on natural environment, but also sig-
nificant environmentally driven changes in con-
sumer behavior that need to be researched.

Effective environmental transformation of
travel companies business models requires a
deep understanding of current consumer behav-
ior changes and trends, and how they will evolve
in the future. Companies that lack this under-
standing and do not take steps to adapt to the
new reality will become non-competitive.

At the same time, there is a growing aware-
ness that it is impossible to solve the problems of
transition to green economic growth only through
technological innovations without consumers ac-
tive involvement in the restructuring processes
for the relationship between society and the en-
vironment. This approach involves synchroniza-
tion of production processes and business models
(BM) innovative 'greening' with the processes of
consumer behavior models 'greening' (CBM),
which requires a deep understanding of the es-
sence, development logics and factors that deter-
mine the direction and dynamics of the CBM
green transformation.

However, despite the growth in the number
of studies and publications in this area, the au-
thors note their obvious limitations and fragmen-
tation. So, for example, only about 4% of articles
contain the research insights on consumer behav-
ior concerning the travel companies 'green’' offer
in the total array of articles on sustainable tourism
development [25]. It is premature to talk about
the existence of sustainable consumer behavior
(SCB) coherent theory, although there has been a
trend towards separating SCB into an independ-
ent theoretical structure within the last three
years.
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The purpose of this research is to build a
model for tourist green behavior based on its
identified development factors and analysis of the
tourist product consumers response to their im-
pact.

Issues of greening tourist CBM and travel
companies BM are relevant for a wide range of
stakeholders, including the local community and
business structures of destinations, national and
foreign investors, local authorities, regional and
national bodies interested in the sustainable de-
velopment of tourism, and specialized tourist ar-
eas, and make relevant the research of this topic.
The research findings will contribute to an effec-
tive incentives system development and over-
coming barriers to regional and municipal sustain-
able development strategies implementation.

Theoretical approaches to determining
tourist green behavior

Consumer behavior is considered one of the
most studied key marketing categories, however,
sustainable consumer behavior is underre-
searched and has fragmentary nature [38].

No generally accepted definition of environ-
mentally sustainable or responsible consumer be-
havior (ESCB and ERCB) has been developed to
date, as well as instrumental terminology for the
concept of environmentally responsible con-
sumer behavior. Sustainable, responsible, envi-
ronmentally sustainable, environmentally re-
sponsible, environmentally conscious, green con-
sumer behavior, socially responsible, environ-
mentally friendly consumer behavior are often
used interchangeably [34]. Recently, in addition
to the above terms, the phrase 'pro-environmen-
tal consumer behavior' [29, 35, 39] is often used,
understood as behavior, which is usually (or fol-
lowing environmental knowledge) assessed in the
context of the society in question as a protective
way of environmental behavior or a tribute to a
healthy environment [35]. It is emphasized that
pro-environmental behavior is a heterogeneous,
multidimensional construction, including behav-
ior in both private and public spheres [29]. Close
in meaning is, in our opinion, the concept of envi-
ronmentally oriented behavior, applicable both to
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consumer behavior and to business structures ac-
tivities.

Despite the abundance and variety of terms
used, they are united by their inherent principle
of minimizing negative environmental conse-
guences of consumption. For broader concepts of
sustainable and socially responsible consumer be-
havior, it is supplemented by ethics, sociability,
and efficiency (resource efficiency) principles [7].

Environmentally sustainable consumer be-
havior (ESCB) is associated with environmentally
responsible behavior and is an umbrella concept
that reflects consumer actions aimed at ensuring
the environmental aspects of sustainable devel-
opment [34]. Some researchers have a broad un-
derstanding of ESCB as human behavior that con-
tributes to environmental sustainability [32]. The
same approach is followed by authors who study
the environmental aspects of socially responsible
consumer behavior [38]. A similar approach is ap-
plied in tourism: A sustainable tourist is a tourist
who is highly committed to adhering to the prin-
ciples of sustainable development during leisure
(travel) [40].

In contrast to a broad understanding that
includes economic, social, and cultural aspects of
environmental responsibility, some authors limit
environmentally responsible behavior (ERCB) to
resource saving [34].

Consumer responsibility (social, environ-
mental) assumes considering social (and environ-
mental) and resulting socio-economic conse-
guences of their private consumption and consid-
ering consumption as the manifestation of re-
sponsible citizenship [38]. From this point of view,
the decision to refuse consumption to reduce
negative impact on natural environment is also a
form of private environmentally friendly behavior
manifestation [23], while participation in protests
against manufacturers which negatively impact
natural environment is considered its public form.
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Consumer behavior, in our opinion, is not
limited to their activities as customers. It is
broader, as it includes not only the choice and
purchase of a product but also the consumption
and disposal process of its results, which can have
different environmental features and conse-
quences for sustainable development. At the
same time, if the purchase (or rejection of it),
while influencing the level and quality of con-
sumption, is nevertheless a tool for consumer in-
fluence on manufacturer/seller behavior, then
private consumption and disposal processes rep-
resent a direct impact of the consumer on natural
environment.

Heesup Han fairly believes that green con-
sumer behavior (GCB) covers all forms of con-
sumer behavior that are useful in reducing nega-
tive impact on natural environment [33].

Studies of consumer behavior in tourism ap-
ply the concepts of 'tourist behavior' or 'traveler
behavior' [27]. This approach is quite legitimate in
our opinion since travel involves a continuous
consumption process of complementary goods
and services that satisfy the standard (basic) and
specific needs of a tourist/traveler.

Based on the definition of sustainable de-
velopment, international organizations define re-
sponsible (sustainable) tourism in their docu-
ments as "tourism that maximizes benefits for lo-
cal communities, minimizes negative social or en-
vironmental impacts and contributes to the
preservation of fragile cultures and habitats"?.

Passafaro P. and co-authors propose the fol-
lowing definition for sustainable tourist behavior
(STB) — behavior that considers climatic, eco-
nomic, social, and environmental consequences
of recreation options choice, which possibly re-
duces the carbon footprint or compensates for it
[40]. Such an understanding of STB presupposes
the consumer knowledge and commitment to the
principles of sustainable development?, their

1 The Case for Responsible Travel: Trends & Statistics 2020. Special edition: Lessons from COVID-19 for tourism in a changing
climate (2020). URL: https://www.responsibletravel.org/ (Accessed on October 7, 2021).

2 Meanwhile, CREST (Center for Responsible Travel) studies of 2019 state that only 15% of tourists who participated in the
USA surveys understand the meaning of sustainable travel, whereas 50% of them are 18 to 34 years old/ The Case for
Responsible Travel: Trends & Statistics 2020. Special edition: Lessons from COVID-19 for tourism in a changing climate.
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understanding of the carbon footprint essence
and its background processes, the availability of
guantitative assessments for both the carbon
footprint for certain types of consumer activities
and the tourist’s contribution to its development
when choosing alternative recreation options, the
conviction in one's own ability to contribute to its
reduction, as well as the availability of choice, i.e.
includes not only the behavior as such but also a
series of factors that determine it. The proposed
approach is more consistent with the understand-
ing of consumer behavior as a generalized con-
cept for the factors and processes that determine
consumer economic actions in the context of
goods acquisition and consumption [13]. How-
ever, its legitimacy raises doubts, since behavior
(as a set of actions) and the factors that determine
it are not the same things. Identifying influencing
factors, analyzing their relationship nature and
the degree of influence on consumer behavior re-
mains a serious scientific issue for various disci-
plines and an obligatory stage in the development
of consumer behavior models.

Russian researchers use the concept of
tourist environmentally responsible behavior,
which is understood as "... valuable behavior
sensemaking based on the high importance of na-
ture for the individual and care for it, the desire
not to harm" [12, p. 96]. Environmentally respon-
sible behavior, according to the authors, is mani-
fested not only in the choice of a tourist product
that meets environmental requirements but also
in conscious behavior during travel that has a pos-
itive impact on natural environment and tourists
as well.

In this research, to refer to the environmen-
tally oriented or environmentally friendly behav-
ior of a tourist/traveler as a consumer, the con-
cept of green tourist behavior (GTB) is used,
which is proposed to be understood as behavior
that suggests taking into account the
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environmental consequences of actions (follow-
ing the knowledge level of possible conse-
quences) carried out by the tourist at all stages of
the consumption process (need identification, in-
formation search, purchase decision, purchase,
consumption, and disposal) of all tourist product
components.

Such a definition implies a tourist's under-
standing of possible consequences of the deci-
sions made, or a clear social codification of envi-
ronmentally acceptable behavior norms. Moreo-
ver, according to this definition, the same behav-
ior will be environmentally acceptable for one
consumer and not environmentally friendly for
the other if the latter has a broader knowledge of
the environment and adjust their behavior ac-
cordingly. Nevertheless, it firstly implies the inclu-
sion of environmental responsibility factor in all
consumer behavior components (the presence of
goodwill to reduce one's pressure on natural en-
vironment), and secondly, it reflects the dynamic
character of tourist consumer behavior environ-
mental features, depending on environmental is-
sues severity, corresponding knowledge transfor-
mation, and social norms.

It should be noted that environmental con-
sequences of consumption can be significant (and
considered as such) both for the consumers them-
selves (primarily for their health) and for natural
environment as more general consequences of
private consumption. The use of the GTB concept
in this research involves the inclusion of all private
and public consequences of tourist consumer be-
havior.

Traditionally, green consumption activities
include a choice of environmentally friendly prod-
ucts, resource saving, waste reduction, and sort-
ing, use of environmentally friendly transport,
etc., i.e. all forms of consumer activities that help
reducing negative impact on natural environ-
ment. In tourism, this is an awareness of the need

URL: https://www.responsibletravel.org/ (Accessed on October 7, 2021). Studies of Booking.com are more encouraging:
50% of travelers know how to travel sustainably, but 36% of them believe they can't afford it. Booking.com. (April 17, 2019).
Booking.com reveals key findings from its 2019 sustainable travel report. URL: https://globalnews.booking.com/book-
ingcom-reveals-keyfindings-from-its-2019-sustainable-travel-report/ (Accessed on October 27, 2021). In 2017, 72% of tour-
ists in Russia never heard about sustainable tourism concept or have heard, but never tried to go into the meaning of it [9].
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(perception of natural environment as an endur-
ing value, avoiding environmental problems in the
place of permanent residence; new experiences
or outdoor recreation activities in environmen-
tally favorable conditions); environmentally ori-
ented choice of destination, for example, not vis-
iting a destination suffering from overtourism, or
the choice of environmental tourist destinations;
sustainable types of transport (including
transport-free choice in favor of hiking); green ac-
commodation facilities (including sharing econ-
omy facilities); green cruises, restaurants, and
cafes; consumption of locally produced organic
products; saving electricity and water during
travel, minimizing food and non-recyclable waste
(plastic); separate waste collection; reuse of tow-
els, water containers; leasing and rental of special
tourist equipment instead of purchasing, partici-
pation in environmental campaigns during travel,
etc. One cannot but agree with the authors who
believe that a peculiar feature of GTB is not only
the consumption of green goods and services dur-
ing travel but also the willingness of green tourists
for self-restriction to reduce negative impact on
natural environment, mainly in terms of comfort
[11].
Modeling tourist green behavior

In marketing, consumer behavior (CB) is un-
derstood as a set of internally interconnected ac-
tions carried out by the subject in interaction with
the environment (marketing environment) to
meet the needs through the purchase and con-
sumption of goods and services. That is, CB is per-
ceived as a consumer's reaction to the impact of
various internal and external stimuli. Accordingly,
CB modeling is the identification and analysis of
the relationship within a system of economic, so-
cial, environmental, and psychological factors
that characterize the needs and ways to meet
them [8, p.140].

AV. Zemskov and V.N. Bugorsky under-
stand the behavior model of services consumer as
a description (more or less formalized) of the
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relationship between human activity (considered
both as a socio-psychological object and as a con-
sumer of goods) and those motives (needs and
desires) that lie behind these actions, as well as
the properties of the consumer's personality (and
the state of the external environment in which
these actions are performed) [6, p.184].

In the most general sense, the GTB model,
in our opinion, is a conditional image of environ-
mentally responsible tourists, reflecting the es-
sential features of their behavior at various stages
of the consumption process for tourist product
components, determined by their perception of
environmental issues and their ability to influence
their decisions during travel.

Modeling involves analysis of the conditions
in which the tourist will be, the definition of the
main model units, and factors influencing the en-
vironmental friendliness of the tourist's behavior

The authors use universal CBMs, adapting
them to the research purposes, for example, a
widely used consumer decision-making model by
R. Blackwell [2]. Or, they offer their own, designed
to solve specific research issues. The model pro-
posed by Mary Justin Amonoy et al. to identify
and explain the impact of environmental
knowledge, values, and attitudes on the green be-
havior of Generation Z consumers could serve as
an example of such a CBM [23]. Another example
is the tourist behavior models that reflect the
tourist industry digital transformation, proposed
by researchers at the Higher School of Econom-
ics3.

There are two basic approaches to structur-
ing a GTB model:

- analytical, within the framework of which
a basic generalized model is built, including a set
of predetermined (identified during the prelimi-
nary analysis) factors, which is then adapted to a
specific group of consumers-tourists, for example,
the Generation Z GTB model;

- simulating, built on identifying behavior
patterns of various tourists groups, which

3 Domestic tourism. Impact of the pandemic on the tourist industry (2019). URL: hse.ru/mirror/pubs/share/433402486.pdf

(Accessed on November 7, 2021).
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involves conducting large-scale sociological sur-
veys, collecting, and processing large volumes of
data (big data).

The multi-level structure and its complexity,
as well as complicated interactions of all the fac-
tors forming environmental needs and causing
behavioral responses determine the integrity,
complexity, and consistency of green consumer
behavior. Obviously, it cannot be fully disclosed
within the framework of any single scientific the-
ory or model and requires an integrated interdis-
ciplinary approach.

Many pieces of research use the so-called
'black box' model (a simple consumer behavior
model) as a baseline, considering the consumer's
consciousness as a 'black box' that gives rise to
customer responses under the influence of moti-
vator and marketing stimuli (for example, pur-
chase or refusal to purchase).

More complex models expand the set of
stimuli, supplementing them with political, social,
technological, cultural, etc. ones. It should be
noted that environmental factors appeared in this
list relatively recently, primarily to analyze con-
sumers reaction to the companies’ efforts to
green their products and activities, including
green marketing (environmental management,
products and services 'green’' certification, corpo-
rate social responsibility (CSR), compliance with
ESG criteria*, disclosed reporting, etc.) [27, 38].
The 'black box' content is structured simultane-
ously, for example, by including the socio-psycho-
logical features and values of customers, as well
as their responses.

Some universal theories form the theoreti-
cal background for the models under develop-
ment, among which are the marginal utility the-
ory, the neoclassical theory of rational consumer
behavior, the theory of planned behavior, the
value-belief-norm theory, the theory of reasoned
action, the norm activation theory, and other so-
cial psychology and environmental sociology
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theories, which make it possible to consider the
influence of personality-psychological factors, val-
ues, and beliefs in models.

Modern implementations of these theories
try to integrate into them the factors that deter-
mine consumers green behavior. The greatest at-
tention is paid to climate change impacts on con-
sumer behavior [30, 41]. In tourism, climate
change impact is analyzed mainly from the per-
spective of a climate-related decrease in destina-
tions attractiveness (reduction of snow cover at
ski resorts, melting of glaciers as attraction ob-
jects, water bloom and jellyfish invasion, anoma-
lous air and water temperatures, coral bleaching,
increase of natural hazards, etc.). It is noted that
the difficulties in predicting climate change cause
difficulties in modeling and predicting consumer
behavior.

Another major part of research covers con-
sumer behavior transformation as a response to
the companies’ 'green' efforts (compliance with
sustainability principles, integration of SDGs, CSR,
ESG into the development strategies) [14, 26].

Recently, there has been an increase in re-
search devoted to modeling the consumer re-
sponse to the green transformation of in-
trapersonal factors: values, attitudes, norms [29,
32].

The fragmentation of GTB models research
noted by the authors is explained, first, by the fact
that usually individual influence factors (one-fac-
tor, two-factor, three-factor models) are studied,
the addition or recombination of which leads to
contradictory results. Moreover, the research
findings of the same factors influence can be in-
comparable when the tourist destinations and
tourist types change that prevents their generali-
zation®.

Another limitation is the static nature of
GTB proposed models, which does not consider
its transformations over time. Issues are also
caused by the reduction of the research field to

4 ESG (Environmental, Social and Corporate Governance) criteria — criteria used by investors and rating agencies to assess
the involvement of companies in solving environmental, social and management issues.
> Some research indicate that the level of consumer behavior environmental friendliness of the British and Germans de-

creases for the travels to the South of Europe [24].
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specific goods and services (environmentally
friendly products, 'green' hotels, organic prod-
ucts, etc.). A fixed set of major stimuli and a cer-
tain type of environmentally friendly products
limit the proposed models application [19, 23].

The complexity of green consumer behavior
research in tourism is determined by specifics of
tourist product production and consumption. For
example, by continuous consumption of various
complementary goods and services during travel
that makes up a combination of habitual con-
sumption items, which however can change (for
example, food, hygiene products, etc.) and spe-
cific tourist goods, which sometimes could not be
analyzed as a whole or separately from the travel
process and could be at the same time environ-
mentally friendly to varying degrees.

The GTB analysis is further complicated by
many macroeconomic and political factors im-
pacts, the effect of which can only partially be off-
set by such features as adaptability and travel var-
iability. A vivid example is the tourist behavior im-
pacted by visa and sanitary restrictions intro-
duced to prevent the spread of Covid-19. While
middle- and low-income population groups were
forced to refrain from traveling, high-income
groups sought to ensure the safety of their travels
(including environmental safety) using private
jets, renting chalets and villas located in hard-to-
reach unique natural areas (not excluding pro-
tected areas), etc.

Some authors explain the fragmentation of
GTB studies by the improper use of theories, con-
cepts, models, and methods in tourist behavior
analysis borrowed from other disciplines and re-
search areas without their adaptation to the tour-
ist industry, including general studies of consumer
behavior in marketing [1, 36].

Only a few studies use systemic holistic ap-
proaches to understand the behavior or pro-
cesses under study [27]. It can be stated with a
high degree of confidence that there is no univer-
sal model yet, which explains the relationship and
mutual influence of factors, and their impact on
GTB. In addition, some authors question the fea-
sibility of developing a universal model [27]. Given
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the complex complementary nature of the tourist
product, where every component consumed is
characterized by significant differences, presence
of serious differences in its consumption condi-
tions, complex and multidirectional influence of
social, psychological, economic, environmental,
and other factors, we should agree with the expe-
diency of developing a system of GTB models,
each of which performs its function in learning
GTB development and implementation processes.
Green transformation of tourism
consumer behavior

Recently, a lot of research covers the envi-
ronmentally oriented transformation of con-
sumer behavior under the influence of external
factors caused by a significant deterioration of
natural environment, climate change, emergence
and spread of pathogens, and pandemics [17, 20,
31]. There is a rapidly growing volume of research
on the changes that occur in the behavioral pat-
terns of travelers under the influence of COVID-19
[4, 15, 39]. At the same time, there is an increase
in research of internal factors (psychological, per-
sonal) that determine the motivation for green
consumer behavior of various tourists categories.

The authors note that the motivation for
travel and the factor that determines its format
and choice of direction is health safety and the
search for ways to transform the lifestyle, giving it
a new meaning, ensuring harmony with inner self
and the environment. Preference is given to a
tourist product that promotes a healthy lifestyle
and immune stimulation, reassessment of the na-
ture role [15].

These trends are confirmed by the global re-
search findings of consumer behavior among Rus-
sians for 2020, held in 2019-2020 by analytical
company PwC. One of the main trends identified
in a survey held after the pandemic outbreak is an
increase in attention to physical and mental
health and well-being (69%) [16].

Many authors and tourism practitioners
consider the greening of tourist behavioral pat-
terns not as an emerging trend, but as a sustaina-
ble trend, which is largely facilitated by the results
of surveys held regularly by large search
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aggregators, such as Booking.com and TripAdvi-
sor, as well as analytical companies. For example,
studies by STR (Smith Travel Research) show a
steady increase in the number of tourists who feel
responsible for their negative impact on natural
environment during travel. According to the latest
(2021) studies by Booking.com, 72% of Russians
surveyed believe that decisive action is needed
right now to save the planet, 57% say that be-
cause of the pandemic they want to travel more
consciously in the future®. Survey data indicate a
positive trend in traveler environmental prefer-
ences (Table 1).

Table 1 — Dynamics of travelers environmental
preferences while choosing accommodation
establishments’
2016 |2017 | 2018

62 65 68 73 82

Share of travelers 2019 | 2020
planning to book

eco-housing, %

In Russia, the share of tourists wishing to
stay in sustainable accommodation establish-
ments comprised 74% in 2021 showing a signifi-
cant increase compared to 2016 (62%)2.

At the same time, there is a point of view
according to which GTB is not a long-term and
sustainable trend, but a tribute to fashion [19].
And consumption of environmentally friendly
goods and services is motivated by consumption
enjoyment and not by care about natural environ-
ment and the future of the planet. To describe
such behavior, the term 'joyful consumption' ap-
peared in English-language literature. Russian au-
thors propose to name environmental hedonists
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those who prioritize their comfort in combination
with personal environmental safety (the choice of
glamping or a secluded chalet in a protected area
for accommodation) [19, p.105].

To be fair, there is another type of ecologi-
cal hedonist. Many representatives of Generation
Z - 'joyful consumption' followers enjoy rationaliz-
ing and minimizing their consumption, releasing
from the stereotypes of the consumer society. In
tourism, an example of minimalistic consumption
can be the choice of an eco-friendly hostel for ac-
commodation or the use of digital platforms that
allow free use of accommodation services. Aban-
doning ownership in favor of more efficient use of
real estate (sharing economy as a tool for increas-
ing resource efficiency)®. 56% of Russian ecotour-
ists declare their readiness to limit the amenities
use to reduce negative impact on natural environ-
ment during travel [10].

From the point of view of reducing negative
impact on natural environment, tourist motiva-
tion is not so important (it does not matter what
guides, it is important how one behaves). In this
case, the concept of pleasure is of fundamental
importance.

Increasing environmental concerns and un-
derstanding that it is necessary to take urgent
measures to preserve natural environment, un-
fortunately, do not mean the increase of real con-
sumer activity in this direction.

In 2019, only 10% of travelers in Europe
considered sustainability issues when choosing
travel options [25].

In Russia, a study of tourist behavior when
choosing protected areas as a tourist destination

6 Booking.com. Sustainable Travel Report 2021. (2021). URL: https://www.sustainability.booking.com/post/booking-com-s-
2021-sustainable-travel-report-affirms-potential-watershed-moment (Accessed on October 3, 2021).

7 Compiled by the author based on Booking.com reports on sustainable travel. The study includes the results of an on-line
survey of 18,077 respondents from 18 regional markets. In 2020 — on-line survey of 20 432 respondents in 22 markets.
Booking.com. (April 17, 2019). Booking.com reveals key findings from its 2019 sustainable travel report. URL: https://glob-
alnews.booking.com/bookingcom-reveals-keyfindings-from-its-2019-sustainable-travel-report/ (Accessed on October, 27,
2021).; Booking.com. Sustainable Travel Report 2021. URL: https://www.sustainability.booking.com/post/booking-com-s-
2021-sustainable-travel-report-affirms-potential-watershed-moment (Accessed on October 3, 2021).

8 Booking.com on responsible travel in 2021 and major changes for travellers. URL: www.turpressa.com (Accessed on Octo-

ber 3, 2021).

9 Most popular among such platforms — Couchsurfing.com — community of 12 min people from more than 200,000 cities;

Homestay.com; Homeexchange.com, etc.
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showed that even in the ecotourists category, the
share of those possessing environmentally re-
sponsible behavior is 26% [12].

A major barrier to GTB development is the
way consumers perceive environmental issues. If
problems are perceived only as general (social),
the possibility of their solution by one person is
excluded, there is a temptation to shift responsi-
bility to society, which reduces incentives to
change one's behavior. Differences in a sense of
responsibility perception lead to different behav-
ioral patterns. In practice, this issue manifests it-
self in the discrepancy between the increase in
the sense of responsibility declared by consumers
and the low level of willingness to pay for green
solutions®,

Thus, according to the results of Russians
consumer behavior global study!! held in 2020 by
the audit company PwC, which also analyzes envi-
ronmental risks, 80% (2019 - 83%) of Russians are
concerned about environmental issues, but only
47% (declare readiness) are ready to pay more for
environmental goods or sacrifice comfort for the
sake of responsibility and environmental habits
training. 47% expect businesses to be responsible
for their impact on natural environment (i.e., they
shift the responsibility on business) [16].

Evidence of consumer unwillingness to pay
for the economy greening are the mass protests
of the population in France, England, Spain, and
other countries associated with increasing fuel
and energy prices. Residents of the United States
are not ready to switch to public transport en
masse [21].

G. Miniero with co-authors believes that the
conflict between the obligation to preserve natu-
ral environment towards society and future gen-
erations and short-term obligations towards one-
self and one's family does not contribute to
greening behavior, and willingness to follow GCB
expressed in surveys does not mean appropriate
consumer actions. In other words, the growth in
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the importance of green products for the con-
sumer, recorded by sociological studies, does not
lead to a corresponding increase in their sales
[37]. In Russia, 88% are not ready to pay more,
even if they are sure that the manufacturing com-
pany follows the CBR principles [5].

Analysis of the European consumer behav-
ioral patterns shows that being aware of green
concepts, they are not ready to pay more for
green products, since their value is not obvious,
or may appear in the distant future. Therefore, for
the GCB model to be realistic, it should include the
factors for willingness to pay and the level of trust
or belief in the value of green goods and services,
as well as factors reflecting the value of nature
and a sense of responsibility for natural environ-
ment. This in turn requires a corresponding trans-
formation of business models, both in terms of
greening the offer value and in terms of commu-
nications that provide evidence of such value to
consumers [28].

Summarizing the findings of research on
trends in the environmentally oriented transfor-
mation of tourist product consumer behavior in
recent years allows us to propose a conceptual
model for the green transformation of the tourist
consumer behavior presented in Table 2. R. Black-
well's model of the consumer decision-making
process was chosen as the basis [2].

Conclusion

The proposed model is conceptual and is not
intended to be exhaustive in revealing all environ-
mental factors of GTB. Moreover, the analysis of
environmental factors influence on GTB features in
isolation from other (social, psychological, etc.) in-
fluence factors is a serious model limitation. Nev-
ertheless, it meets the analysis goals and allows to
identify a set of factors determining GTB processes
and further develop a system of state and public
measures promoting the green transformation of
the tourist product consumer behavior.

Depending on the analysis goals, the model

191n some countries, the share of consumers who are willing to pay more, even if they are sure that the manufacturer adheres

to CSR principles, is only 12% [5].

1 The survey was held in two stages: before the outbreak of COVID-19 and after. Residents of large cities with a population

of more than 1 million people participated in the survey.



CEPBY
3 POCCUI

1 3A PYBEXKOM

can be supplemented with both newly emerging
influence factors, including those generated by
the efforts of management institutions at all lev-
els, and new forms of green behavior manifesta-
tion emerging as a response to new environmen-
tal challenges and green transformation of travel
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companies business models. The possibility to ex-
pand the model with a correlation analysis out-
come for the relationship between various influ-
ence factors (not only environmental ones) and
the relative response of tourist product consum-
ers determines directions for future research.

Table 2 — Green transformation model of tourist consumer behavior

Environmental influence factors

Stages of the tourist de-
cision-making process

Green tourist behavior

—Increasing the value of clean natural envi-
ronment as a rare good;
—Perception of deteriorating natural envi-
ronment as a threat to health and life;
—Increasing environmental consciousness
and sense of responsibility for the future
of the planet;

—Reinterpretation of consumption: transi-
tion to a resource-saving lifestyle;

—the need for a change in lifestyle, down-
shifting??, following healthy lifestyle®3;

—technological changes in consumption
strategies [3];

—developing green consumption skills in
everyday life.

Awareness of the
need (recognition
problems solved dur-
ing travel, determining
the purpose of travel)

—The choice of tourism types and direc-
tions associated with clean natural en-
vironment: ecological, rural, nature
tourism®, fitness and yoga tours, multi
day trekking tours®’;

—refusal to travel to environmentally un-
friendly destinations or as a way to re-
duce one's negative impact;

—refusal to go on short long-distance
trips in favor of a long stay in one place
with the replacement of car trips with
hiking trips (visiting protected areas);

—reorientation to domestic tourism to
reduce risks.

—Increase of awareness on environment
status, biodiversity, and climate, the role
of various activities in environmental is-
sues aggravation;

—increase in the level of environmental ed-
ucation;

—implementation of social and governmen-
tal measures to disclose environmental in-
formation;

Information
search

Information search:

—on destinations environmental fea-
tures; accommodation establishments
and various types of transport; attrac-
tions;

—on the carbon footprint of various tour-
ist activities;

—on the alternatives to meet the needs
during travel, provided by the sharing

12 Changing consumption patterns and lifestyles, abandoning high-paying career growth in favor of lower material consump-
tion and stress levels, but a higher quality of life and personal satisfaction (abandoning a career in favor of a dream), as a
result of the concept transformation for success and happiness associated with harmonious coexistence with society and

nature.

13 Booking.com 2021 study reveals a new trend in traveler motivation: 88% of travelers view travel as a form of self-care.
Booking.com. Sustainable Travel Report 2021. URL: https://www.sustainability.booking.com/post/booking-com-s-2021-
sustainable-travel-report-affirms-potential-watershed-moment (Accessed on October 3, 2021).

14 For example, 2021 surveys of American tourists show that the top travel motives in 2021 are getting away from the crowds
(57.6%) and enjoying nature (53.1%) The Case for Responsible Travel: Trends & Statistics 2020. Special edition: Lessons
from COVID-19 for tourism in a changing climate (2020). URL: https://www.responsibletravel.org/ (Accessed on October 7,
2021). In Russia, the number of visitors to ecological trails and routes in national parks has almost doubled from 1,906,003
people in 2015 to 3,773,692 people in 2020 [rosstat.gov.ru]. According to WCIOM data for 2021, 63% of Russians called

nature the most interesting tourism option [22].

15 For example, trekking tours "The Pilgrim's Trail": Routes of St. James in Spain - Portugal, France with a length of 90 to 960

km; Southwest Coast Trail (UK) — 1016 km and some others.
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Environmental influence factors

Stages of the tourist de-
cision-making process

Green tourist behavior

—disclosed environmental reporting of com-
panies;

—green marketing of tourist market partici-
pants;

—tourists blogs and reviews, other Internet
resources;

—development of digital travel planning ser-
vices.

economy; leasing, renting, availability
of used inventory and equipment;

—on the options to participate in envi-
ronmental campaigns during travel and
options of environmental rehabilitation
on the impact caused during travel.

—Development of international and national
systems for environmental assessment cri-
teria and tools for various activities im-
pacts;

—arrangement and development of digital
services for assessing one's impact on nat-
ural environment (for example, online
travel carbon footprint calculators);
—development of institutions for products
and services green certification, eco-label-
ing;

—inclusion of goods and services environ-
mental features in offers promoted by
travel companies and platforms.

Pre-purchase alterna-
tives assessment

—Forming pre-purchase green consumer
expectations;

—including environmental features in as-
sessment criteria;

—comparing environmental and eco-
nomic costs, risks, and benefits at all
stages of travel;

—searching for a compromise between
the environmental and economic pa-
rameters of the purchases tourist prod-
uct components;

—assessing the possibility of changing
the travel format to reduce negative
impact (carbon footprint), including
consumption reduction: refusal of non-
environmentally friendly directions and
transport, reorientation to domestic
tourism, refusal of holiday splitting and
long flights, purchasing tickets for di-
rect flights.

Developing environmentally friendly, green
sales channels; digital platforms;
—increasing companies attention to the
search for new communication options
with environmentally responsible consum-
ers;

—increasing the range and production vol-
umes of tourism green goods and services;
—greening the activities of tour operators
and travel agents.

Purchase

—Independent tourist product formation
by booking on digital platforms, aggre-
gators, websites of tourist goods and
services suppliers in compliance with
the environmental criteria established
by the tourist?®;

—purchasing green tourist goods and ser-
vices: environmentally friendly
transport (public transport, bicycles,
electric vehicles, walking routes, etc.),
green accommodation establishments,
green cruises; services and goods of lo-
cal manufacturers, organic food.

Availability of green proposal for integrated
complementary tourist product compo-
nents;

—ensuring production environmental safety
throughout the entire chain while creating

Consumption

Green goods and services consumption;
—support for environmental initiatives of
service providers;

16 1n Russia, 70% of tourists plan and form a tourist product independently, choosing suppliers. Domestic tourism. Impact of
the pandemic on the tourist industry. (2019). URL: hse.ru/mirror/pubs/share/433402486.pdf (Accessed on November 7,

2021).
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Environmental influence factors

Stages of the tourist de-
cision-making process

Green tourist behavior

an integrated tourist product (involving all
tourist market participants, including tour-
ists, in these processes);

—introduction of green technologies, CSR
principles, GSTC criterial’, green stand-
ards by tourist companies;

—development of green infrastructure that
ensures green consumer activities in the
course of the tourist product consump-
tion;

—availability of policies and practices for
destination sustainable development;
—increasing activities of the local commu-
nity and other tourism stakeholders on
the issues of destinations sustainable de-
velopment.

—consumption under the 3R concept: re-
duce, reuse, recycle;

—participation in sharing economy pro-
grams as a consumer;

—participation in international, national,
regional, and local environmental
events and promotions during travel;
—compliance with international, na-
tional, regional, and local green norms
and regulations during travel.

Presence of formal and informal institutions
for assessing the environmental friendliness
of consumer behavior.

Coding social norms for green consumer be-
havior.

Developing digital services to exchange
travel reviews.

Assessment based on
consumption results

Comparing pre-purchase expectations

to consumption results;

—assessing the compliance level of travel

results and solution of problems identi-

fied in the first stage;

—assessing the satisfaction level with en-

vironmental features of consumption

throughout the travel (compliance with

the environmental criteria established

by the consumer) through their own

experience and own development;

—assessing the travel compliance level

with a new lifestyle;

—forming own green image;

—the sense of belonging and pride;

—distributing one's own positive/nega-
tive experience of travel ecologization -
reviews in social networks, on the web-
sites of service providers, and on spe-
cialized websites;

—forming green consumption skills in
tourism (green routines);

—forming loyalty towards green products
and companies.

Developing reuse, recycle programs at inter-

national, national, regional, and local levels,

relevant digital services, and infrastructure;

—developing tourist services for tools and
equipment rental and leasing;

—developing sharing economy.

Exemption

Participating in activities for wastes
separate collection and disposal.
Participating in sharing economy pro-
grams as a resource supplier.

Selling, transferring tourist equipment

and tools, guidebooks

17 Global Sustainable Tourism Council GSTC standards — basic sustainable tourism standards. Used to assess green efforts of
companies, as well as to educate and raise consumer awareness of the tourism product. Developed both for individual
tourism service providers (hotels) and for destinations.
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