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Abstract | This paper investigates if and how employee perceptions of the elements of green 

organisational culture help to create green innovation in the delivery processes and in shaping 

a green image of the hotel industry. It explores and tests the moderating role of organisational 

identity in the relationship between subjective norms and components of green innovation. A 

sample of 315 employees in luxury hotels/resorts participated in this study. The AMOS 

software platform was used to evaluate the measurement scales of the constructs, the 

measurement model, and the structural model within structural equation modelling. The 

results support six out of eight hypotheses within structural equation modeling. Especially, the 

effects of subjective norms on green innovation in the process and green image innovation 

become stronger with a positive moderating effect of organisational identity. Based on the 

research findings, the paper gives recommendations to help organisations promote the role of 

green organisational culture by encouraging employees to improve green innovation 

behaviour. 
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1. Introduction  

Developing green, eco-friendly products has always been a fundamental requirement of the 

tourism industry in general, as well as the hospitality sector (Alreahi et al., 2023; Chen, 2007). 

Green, environmentally friendly products are almost always evaluated in the context of 

innovation and creativity (Gürlek & Tuna, 2017; Lin et al., 2014; Méndez-Picazo et al., 2021; 

Orfila-Sintes et al., 2005; Janjua et al., 2024). 

The current perception of green innovation in the hospitality industry remains controversial 

(Gürlek & Tuna, 2017; Ngo, 2024). A number of large hotels that have policies that rapidly 

adapt to the environment and climate change have adjusted regulations on processes, 

products/services, and marketing in quick response to green innovation (Chen et al., 2012). 

However, a thorough view of this approach indicates the involvement of actions more so than 

long-term strategic directions (Chang, 2011; Chen, 2007; Gürlek & Tuna, 2017; Oliveira et 

al., 2023). At the same time, this approach may be better suited to larger organisations where 

there are more problems to solve in the short term, as these activities tend to cost a lot of time 

and money in the first stage, rather than changing the whole operation to a green innovation. 

This raises questions about defining the core foundation that helps hotels implement green 

innovation. Does the organisational culture require adjustment to fully and strategically 

respond to environmental issues (Gürlek & Tuna, 2017; Linnenluecke & Griffiths, 2010)? 

The role of organisational culture, and whether green innovation can be successfully 

implemented in hotels, is up for debate. 

The green organisational culture not only contributes to raising awareness among members of 

the organisation about the importance of green practices but also motivates them to demand 

the implementation of said practices. The researchers have used the theory of organisational 

culture to explain their effects on green innovation (Gürlek & Tuna, 2017; Linnenluecke & 

Griffiths, 2010). The various components that constitute organisational culture have been 

examined in numerous contexts. For example, researchers have highlighted the importance of 

employee trust in corporate social responsibility performance (Lam et al., 2016) and its 

relationship with employee green behaviour, such as recycling, using materials responsibly, 

participating in sanitation initiatives, and supporting environmental protection (De Roeck & 

Farooq, 2018). Nevertheless, and to the authors’ understanding, confidence in green 

organisations – an important factor for green innovation in organisations – has not been tested 

in recent studies.  
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Awareness of green organisational culture has been shown to have a direct positive 

relationship to the adoption of green supply practices, including green purchasing and eco-

design (Wu & Chen, 2014). In addition, the conceptual development of green organisational 

culture suggests that raising awareness in this area can promote the adoption of sustainable 

practices (Linnenluecke & Griffiths, 2010). This said, the effects of perceptions of green 

organisational cultural values that directly impact the behaviour of participating in green 

process innovation or green image innovation have not been explored.  

Subjective norms guide individual behaviour within the organisation and trigger internal and 

emotional motivations for participation in the organisation’s activities. Subjective norms can 

also interact or coexist with other behavioural determinants, such as physical incentives, 

awareness of the consequences of actions, and strategic interactions with other actors 

(Cardenas, 2011). To the understanding of the authors, studies of subjective normative 

perceptions related to the actions of key members of the organisation are mainly used in 

extended behavioural theory (Armitage & Conner, 2001; Cardenas, 2011; Turner et al., 2006) 

and have not yet addressed the problem of the impact on green innovation in organisations.  

A few previous studies have extended the traditional theories of planned behaviour (Ajzen, 

1991) and suggested that organisational identity should be included in the models as a 

moderator in the attitude/norm-behaviour relationships (Terry & Hogg, 1996; Wellen, Hogg 

& Terry, 1998). More holistically, this study seeks to integrate organisational identity as a 

moderator of the effects of subjective norm on components of green innovation. As subjective 

norms are purported to have influence on process and green image innovation behaviour, this 

study contributes to the social-identity theory (Terry et al., 2000b) by exploring whether the 

subjective norm-process and green image innovation behaviour relationship is moderated by 

organisational identity.  

The above work is mainly carried out in developed countries with established environmental 

protection laws and strong law enforcement (Cho & Kim, 2017; Lee et al., 2020). Under the 

weak legal system and deficient law enforcement mechanisms of Vietnam (Nguyen et al., 

2013; Malesky et al., 2020; Ngo, 2024), environmental protection, green initiatives, and 

practices depend largely on levels of awareness and the perceptions of relevant stakeholders. 

This study was conducted in hotels located in some beach cities of Vietnam that have 

demonstrated strong tourism growth in the past, but are now facing problems of pollution 

generated from tourist activities and local communities. It aims to explore employees’ 

perceptions of the elements of organisational culture that foster green innovation in delivery 
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processes and support the development of a green image within the hotel industry. Secondly, 

it examines the moderating effect of organisational identity on the relationship between 

subjective norms and both process-related and green image innovation behaviours. Finally, 

the findings are expected to make a significant contribution to the hotel industry by promoting 

green innovation activities and guiding tourism towards greater sustainability. 

 

2. Theoretical framework 

This study begins by approaching the fundamental concepts of green organisational culture 

and green innovation as a foundation for developing the research model and hypotheses in 

subsequent sections. 

 

2.1. Green organisational culture and green innovation 

The concept of green organisational culture is still debated (Ravasi & Schultz, 2006). It is 

seen as a set of shared mental assumptions that guide interpretation and action in 

organisations by identifying behaviour that is appropriate for different environmental 

situations (Ravasi & Schultz, 2006). Research by Chang (2015, pp. 461) indicates that “green 

organisational culture includes symbols, social stereotypes and shared values, beliefs, and 

norms related to environmental management, shaping the standard behaviours expected from 

individuals within the organisation”.  

Chen (2011) argues that green organisational culture plays a role in defining organisational 

boundaries. In this sense, culture distinguishes organisations that perform well on 

environmental issues from those that do not (Crane, 2000; Linnenluecke & Griffiths, 2010). 

Such a culture helps disseminate environmental values and practices among members of the 

organisation, encouraging them to identify with, understand, and act on behalf of 

environmental goals. It also motivates employees to work towards the collective good of the 

organisation. Acting as a unifying force, green organisational culture sets clear standards that 

guide employees in contributing both to organisational success and environmental protection. 

Finally, it exerts a regulating influence by shaping employees’ attitudes and behaviours 

towards environmental responsibility. 

In the hospitality industry, process innovation refers to behind-the-scenes innovations that aim 

to increase productivity and efficiency (Gürlek & Tuna, 2017; Hjalager, 2010). Green process 
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innovation offers businesses the opportunity to differentiate through quality improvement and 

product design (Chang & Chen, 2014; Lin et al., 2013; Janjua et al., 2024; Wang et al., 2021). 

With this approach, hotels can offer their services at a higher price and achieve a greater profit 

margin (Chen et al., 2006; Chen et al., 2012). Green innovation can also increase resource 

productivity through material savings, reduced energy consumption, increased waste 

recycling, and less resource use (Bernauer et al., 2007). In this way, green innovation not only 

reduces negative environmental impacts but offers a competitive advantage through cost 

reduction (Chang, 2011; Chen et al., 2012; Wang et al., 2021). Green organisational culture 

not only contributes to raising awareness among its members about the importance of green 

innovation activities but also prompts them to carry out activities in the green innovation 

process. As a result, a green organisational culture creates the conditions that enable green 

innovation to be realised (Chang, 2015). 

 

2.2. Research model 

Trust in green organisations and green innovation in organisations 

Green organisational trust is also highlighted among organisations committed to conducting 

business in an environmentally friendly manner (Su & Swanson, 2019). In such instances, 

employees have confidence in their leadership’s commitment to services of process 

innovation that help to protect the environment and increase the reputation of that business in 

the market (Su & Swanson, 2019). For organisations with a clear commitment to 

environmental action, employee awareness and behaviour will increase (Su & Swanson, 

2017). Researchers have shown the importance of employee trust in corporate social 

responsibility (Lam et al., 2016) and its relationship to employee green behaviour, such as 

recycling, using materials properly, participating in sanitation, and environmental protection 

(De Roeck & Farooq, 2018). Yet, to the authors’ understanding, confidence in green 

organisations – an important factor for green innovation in organisations – has not been tested 

in recent studies. The context of green innovation in the organisation requires the active 

participation of the staff. So, in the researchers’ opinion, if employees have deeply held 

beliefs in implementing the commitments of a green organisation, participation behaviour in 

green process innovation or new green image innovation will take place. Therefore, the 

following hypotheses are proposed: 
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Hypothesis H1: Trust in green organisations positively affects the green process innovation in 

the organisation. 

Hypothesis H2: Trust in green organisations positively affects the green image innovation in 

the organisation. 

 

Perception of the values of green organisational culture and green innovation in 

organisations 

The perception of a green organisational culture is defined as recognition by the 

organisation’s members of the environmental impact of its activities on society and the 

community (Marshall et al., 2015). Recognising green organisational cultural values allows 

members to consider the need to participate in activities to reduce environmental pollution, 

turning the shared values into a philosophy that promotes decision-making among all 

members (Fraj-Andrés et al., 2009; Pagell & Wu, 2009). Most empirical studies in the field of 

discussion have focused on sustainability or environmental sustainability as a general concept. 

Some studies have found that organisations with a culture of green orientation are more likely 

to adopt sustainable practices within and beyond regulation (Fraj-Andrés et al., 2009; 

Marshall et al., 2015; Pagell & Wu, 2009). An awareness of the values of green organisational 

culture has been shown to have a direct positive relationship with the adoption of green 

supply practices, including green purchasing and eco-design (Wu & Chen, 2014). The 

conceptual development of green organisational culture predicts that increasing awareness of 

its values will lead to the adoption of sustainable practices (Linnenluecke & Griffiths, 2010). 

However, the consequences relating to perceptions of green organisational culture that 

directly impact the behaviour of participating in green process innovation, or in green image 

innovation, have not been explored. Therefore, this study proposes the following hypotheses: 

 

Hypothesis H3: Perception of green organisational culture positively affects the green 

process innovation in the organisation. 

Hypothesis H4: Perception of green organisational culture positively affects the green image 

innovation in the organisation. 
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Subjective norms related to the environment and green innovation in organisations 

Subjective norms refer to the perceived pressure or influence from significant individuals 

within the organisation who expect a person to act in a certain way (Terry et al., 2000a; Terry 

et al., 2000b). These norms can play a role in shaping behaviours and institutions, as 

recognised in Social Exchange Theory (Cardenas, 2011). Subjective norms guide individual 

behaviours within the organisation and trigger internal and emotional motivations for 

participation in the organisation’s activities. They can also interact or coexist with other 

behavioural determinants, such as physical incentives, awareness of the consequences of 

actions, and strategic interactions with other actors (Cardenas, 2011). Studies of subjective 

normative perceptions related to the actions of key members within organisations are mainly 

applied within extended behavioural theory (Armitage & Conner, 2001; Cardenas, 2011; 

Turner et al., 2006). To the researchers’ understanding, these studies have not yet addressed 

the problem of the impact on green innovation in organisations. This is a space for empirical 

research to demonstrate the influence of the constituent elements of green organisational 

culture on green innovation within the organisation. Therefore, the following hypotheses are 

proposed: 

Hypothesis H5: Perception of subjective norms related to the green environment positively 

affects green process innovation in the organisation. 

Hypothesis H6: Perception of subjective norms related to the green environment positively 

affects green image innovation in organisations. 

 

Leadership commitment related to green environmental enforcement and green innovation 

within organisations 

Leadership commitment within an organisation is understood as “the relative strength of an 

individual’s identity and participation in a particular organisation” (Afsar et al., 2019, p. 302). 

Commitment to leadership within the organisation is an important factor influencing 

employee attitudes and behaviour (Afsar et al., 2019; Devece et al., 2016). Leadership 

commitment within the organisation increases the employees’ willingness to put in the extra 

effort beyond their standard duties (Devece et al., 2016). Certain environmental behaviours, 

such as saving paperwork and energy and recycling materials for the organisation, are 

practical actions by which employees demonstrate a willingness to meet leadership 

commitments. This demonstrates a sustainable organisational culture (Kim et al., 2017; Lamm 
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et al., 2013). Therefore, it is expected that leadership commitment within the organisation can 

enhance environmental behaviour (Khassawneh et al., 2024). 

This study develops a research model that builds on mechanisms through which leadership 

commitment influences green innovation behaviour among employees (Lamm et al., 2013). 

At present, and to our knowledge, there are few mechanisms by which the leadership’s 

commitment to green environmental enforcement affects green innovation behaviour. 

Research has sought to fill this gap by looking at a dual-process model in which the 

leadership’s commitment to green environmental enforcement in the organisation serves as an 

interoperability mechanism. Leadership action is responsible for green innovation behaviour 

by employees. The following hypotheses are proposed: 

Hypothesis H7: Leadership commitment to green environment enforcement positively affects 

green process innovation in the organisation. 

Hypothesis H8: Leadership commitment to green environment enforcement positively affects 

green image innovation in the organisation. 

 

Moderating effect of organisational identity 

Social identity theory is a general framework which explains group processes and intergroup 

relations in terms that distinguish group phenomena from interpersonal phenomena (Hogg & 

Abrams, 1988; Terry & Hogg, 1996; Ravasi & Schultz, 2006; Chen, 2011a). In empirical 

studies, the term “group” may be contextualised to specifically refer to family, friends, club 

members, or sports teams, etc. (Ravasi & Schultz, 2006; Chen, 2011a). This study focuses on 

organisations as the primary group and defines organisational identity as a form of social 

identity in which an individual comes to view him or herself as a member with strong ties 

with the organisation he or she is a member of (Ravasi & Schultz, 2006; Chen, 2011a). 

Previous studies have also indicated that subjective norms are not always a good predictor of 

intention and behaviour (Armitage & Conner, 2001; Cardenas, 2011; Turner et al., 2006). 

Some studies focusing on organisational context also show that subjective norms have a weak 

to moderate influence on individual behaviour (Cardenas, 2011). However, Christensen et al. 

(2004) proposed that if individuals conform to a norm and evaluate their identity positively, 

they will persist with the same behaviours. Smith and Louis (2009) emphasised that the effect 

of social norms on intentions is significantly stronger among people who identified strongly 

with the reference group, such as an organisation. Furthermore, staff are more likely to 
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comply with organisational attitudes if they receive normative support regarding their attitude 

and behaviour from organisational members (Ravasi & Schultz, 2006; Chen, 2011a). Chen 

(2011) further argues that enhancing the socialisation of practices can reinforce subjective 

norms, thereby amplifying their influence on process-related and green image innovation 

behaviours. For example, the socialisation of practices will vary with subjective norms, 

depending on how much the process is subject to innovation, the kinds of process 

organisational member innovation, and how they share these experiences. Based on the above 

discussions, this study suggests that organisational identity positively moderates the 

relationship that subjective norms have with green process innovation and green image 

innovation behaviour.  

H9: Organisational identity strengthens the relationship between subjective norms and green 

process innovation behaviour. 

H10: Organisational identity strengthens the relationship between subjective norms and 

green image innovation behaviour. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. The research proposal 

Source: Authors’ Elaboration 
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3. Methods 

3.1. Sample and procedure 

This study uses the technique of direct interviews and detailed questionnaires delivered to 

employees working in luxury resorts and hotels in Nha Trang and Phu Quoc. The two 

localities have been selected as the leading examples in the tourism business that have needs 

for protecting the coastal and island tourism environment. The number of luxury 

resorts/hotels in these areas has increased over the past five years by about 12% per year, the 

highest among localities with island tourism in Vietnam (VNAT, 2022). The study involved 

direct interviews with employees from four luxury hotels in Nha Trang and Phu Quoc: 

Sunrise Nha Trang, InterContinental Nha Trang, Movenpick Resort Cam Ranh, and Vinpearl 

Resort & Spa Phu Quoc. A quota sampling method was employed to ensure representation 

across key demographic variables, including gender, age, job position, education level, and 

marital status. With an average workforce of over 300 employees per hotel, the study 

surveyed 80 employees from each location, representing 25% of the workforce at each hotel. 

The sample statistical results show that 51.7% of respondents are men, 32.7% of respondents 

are between 25–35 years of age, 54.6% of respondents are married, more than 80% of 

respondents are employees of the hotel administration, and nearly 87% of respondents have 

an education level of high school or less (Table 1). 

Table 1. Socio-demographic profile of respondents (n=315) 

Socio-demographic N Percentage 

Gender   

Male 163 51.7 

Female 152 48.3 

Age   

Under 25 years 51 16.2 

25–35 years 103 32.7 

36–45 years 99 31.4 

46 years and older 62 19.7 

Position   

Head of department 66 21.0 

Chamber staff 80 25.4 

Desk and bar staff 86 27.3 

Administrative department staff 83 26.3 
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Socio-demographic N Percentage 

Education level   

High school diploma 49 15.6 

College degree 113 35.9 

Bachelor’s degree 99 31.4 

Postgraduate degree 54 17.1 

Marital status   

Single 143 45.4 

Married 172 54.6 

Source: Data collected by the author, 2023 

 

3.2. Measures 

All variables were measured using a seven-point Likert-type scale. The model was developed 

based on previous studies and preliminary qualitative research. Green process innovation was 

measured using four items adapted from a recent study by Kam-Sing Wong (2012) as follows: 

‘Your company has developed new products/processes to minimise health risks for tourists’; 

‘Your company has developed new products/processes to benefit employees’; ‘Your company 

has developed new products/processes to reduce health and safety risks for staff’; and ‘Your 

company has developed new products/processes to deliver high-quality services to tourists.’ 

Green image innovation was measured using three items adapted from Chen (2007) as 

follows: ‘Your company is considered a benchmark for best practices in environmental 

management’; ‘Your company is regarded as professional in environmental management’; 

and ‘Your company is perceived as successful in environmental management in the eyes of 

customers.’ 

Green organisational trust includes five items that were used previously by De Roeck and 

Farooq (2018) and Lam et al., (2016), as follows: ‘Your company has a responsibility to build 

a green organisational culture.’; ‘I have a strong belief in the company’s commitment to 

implementing its environmental strategy.’; ‘I trust that the company’s strategy toward 

building a green organisation will be successful.’; ‘I believe the company has a responsibility 

to foster a green organisational culture.’; ‘I trust that a green organisational culture is a high-

priority activity in my company.’; ‘I believe the company consistently provides information to 

all employees about the importance of a green organisational culture.’.  
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Perception of green organisational culture includes three items have often been used in 

studies measuring green organisational values by Fraj-Andrés et al., (2009); Gürlek & Tuna 

(2017); Marshall et al., (2015) as follow: ‘Environmental protection is a core value of our 

company.’; ‘Environmental awareness is a value commonly shared within the company."; "A 

green organisational culture is a central value of your company.’.  

Subjective norms related to the environment includes four items that were used to assess 

subjective standards related to the environment by Armitage & Conner, (2001); Cardenas 

(2011); Turner et al., (2006) as follow: ‘Important people in the Company encourage me to 

practice environmental protection’; ‘Leaders in the Company encourage me to practice 

environmental protection’; ‘Colleagues in the Company advise me to practice environmental 

protection’; and ‘I perceive that members of the Company are conscious of environmental 

protection’.  

Leadership commitment includes four items are measured through the following by Afsar et 

al., (2019); Devece et al., (2016) as follow: ‘The Company’s leadership has a clear policy 

statement promoting green organisational culture in all areas of operation’; ‘The Company’s 

leadership consistently strives to promote green organisational culture as a key objective 

across all departments’; ‘The Company’s leadership consistently sets an example in 

implementing green organisational culture commitments’; ‘The Company’s leadership has 

worked hard for a green organisational culture image’.  

Organisational identity includes three items have often been used in previous studies seeking 

to quantify organisational identity by Terry & Hogg (1996); Ravasi & Schultz (2006); Chen 

(2011a) as follow: ‘I am proud of the company's history of environmental management and 

protection’; ‘I feel that the company has created an important position for environmental 

management and protection’; ‘I feel that the company has established good environmental 

goals and missions’. 

 

3.3. Data analysis 

These analyses were conducted using maximum likelihood estimation in AMOS 25.0. 

Indexes such as the chi-square (χ2), goodness-of-fit index (GFI), comparative fit index (CFI), 

and root mean square error of approximation (RMSEA) were applied to evaluate the overall 

model fit (measurement and construct model) (Browne & Cudeck, 1992). 

 



| RT&D | n.o 49 | 2025 | Dam et al. 

c 

127 

3.4. Moderating effect testing  

To test the moderating effect of organisational identity, this paper conducted a two-step 

analysis. The first step involved testing the invariance of the measurement models 

(Steenkamp & Baumgartner, 1998), followed by a multiple-group analysis in the second step 

(Steenkamp & Baumgartner, 1998). This procedure is useful as a preliminary check of the 

evidence for a moderating effect where measurement invariance is tested before invariance 

for individual path coefficients is assessed.  

 

4. Results 

4.1. Convergent and discriminant validity 

The results indicate a value for the χ2 /df < 4, RMSEA <0.08, GFI > .90, TLI > .90, and CFI > 

.90. The measurement model fits well with the data. The index’s factor weights were 

statistically significant at .001 (all t-statistics were greater than 10,684) and ranged from .712 

to .943. The remaining scales all have high aggregate reliability, far exceeding the 

recommended level of .80, and the values of variance extracted are all large > .60. This proves 

that the scale is simple and reliable and has a high convergence value (Browne & Cudeck, 

1992) (Table 2). 

Table 2. Overall confirmatory factor analysis (CFA) for the measurement model 

Constructs Items 

Item reliability 

CR AVE Factor  

loading 

Standard  

errors 

t-Values 

GOT GOT1➔GOT5 .736➔.850 .075➔.077 12.045➔15.565 .91 .66 

GOC GOC1➔GOC3 
.815➔.926 .063➔.068 13.718➔16.125 

.90 .75 

GNOR GNOR1➔GNOR4 .786➔.943 .062➔.066 13.823➔18.571 .92 .75 

GCL GCL1➔GCL4 .712➔.0894 .063➔.095 10.684➔12.317 .89 .67 

OI OI1➔OI3 .871➔.887 .042➔.043 17.933➔18.111 .91 .77 

PPIno PPIno1➔ PPIno4 .789➔.900 .049➔.056 14.922➔19.375 .92 .74 

PGIno PGIno1➔ PGIno3 .739➔.897 .071➔.073 11.917➔14.692 .87 .68 

 

Source: Data analysed by the author, 2023 

 

Goodness of fit was assessed using the following criteria: 
2 /df = 1.802 < 4, RMR < .008, 

RMSEA < .008, GFI > .90, AGFI > .90, NFI > .90, CFI > .90. This indicates a highly 

discriminatory measure. The scale used is reliable and has a high value, suitable for further 

analysis (Table 3). 
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Table 3. Construct means, standard deviation, and correlations 

 PPIno PGIno GOT GOC GNOR GCL OI 

PPIno -       

PGIno .55*** -      

GOT .56*** .58*** -     

GOC .62*** .53*** .54*** -    

GNOR .51*** .56*** .51*** .55*** -   

GCL .57*** .50*** .45*** .46*** .54*** -  

OI .34*** .37*** .42*** .44*** .35*** .36*** - 

Mean 5.68 5.77 5.62 5.47 5.61 5.43 5.22 

SD 1.11 1.15 1.16 1.21 1.16 1.18 1.12 
***p<0.001 

Source: Data analysed by the author, 2023 

 

4.2. Test of hypotheses 

The analysis results of the main impacts of the concepts in the theoretical model proposed in 

Figure 1 are presented in Figure 2. The suitability of the structural model to the data is 

acceptable (χ2 /df < 4, RMSEA < .08; GFI > .90; TLI > .90, CFI > .90). Results support the 

six out of eight research hypotheses outlined.  

 

 

 

 

 

 

 

 

 

 

 

 

Notes: *** p < 0.001; ** p < 0.005; ns = non-significant 

Figure 2. Estimated model 

Source: Authors’ Elaboration 
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Hypothesis H1 proposes a belief in green organisations that positively affects the green 

process innovation behaviour in the organisation. Research results support the hypothesis (β1 

= .219, t = 5.812, p <.001), and (β2 = .204, t = 5.331, p <.001). The study expects that the 

perception of green organisational culture positively affects green process innovation 

behaviour within the organisation. Research results support hypothesis H3 (β3 = .367, t = 

5.812, p <.001). However, the study has not demonstrated a positive relationship between the 

perception of green organisational culture and the green image innovation behaviour in the 

organisation (β4 = .026, t = .621, ns). At the same time, the study demonstrates that subjective 

normative perception related to the green environment positively affects the green process 

innovation and the green image innovation behaviour in the organisation. Research results 

support hypothesis H5 (β5 = .364, t = 6.679, p <.001), and hypothesis H6 (β6 = .206, t = 

3.013, p <.005). Finally, the study also demonstrates that the leadership’s commitment to 

green environmental enforcement positively affects the green process innovation behaviour in 

the organisation. Research results support hypothesis H7 (β7 = .310, t = 4.721, p <.001). 

However, the study has not demonstrated that the leadership’s commitments to green 

environmental enforcement positively affect the green image innovation behaviour in the 

organisation (β8 = .053, t = .910, ns). 

 

4.3. Testing moderating effects 

The results in table 4 show a satisfactory fit of the configural model, which implies that the 

same underlying constructs are observed across the subgroups (Steenkamp & Baumgartner, 

1998). To test full metric invariance, a model with all factor loadings constrained to be 

invariant across the subgroups - termed the full metric invariance model - was compared to 

the configural invariance model. The results show an improvement in the fit of the former 

model compared with the latter model. Thus, the full metric invariance model appears to be 

more accurate for this set of data. Next, for testing scalar invariance, an initial scalar model 

was created by constraining all the item intercepts to be equal across the subgroups. The fit of 

this model is worse than the full metric invariance model. Therefore, the initial scalar model 

is less preferred. Each item of intercept for each construct in the partial scalar model was then 

relaxed. The results indicate that the fit of this partial scalar model is almost the same as the 

fit of the full metric invariance model. Thus, the partial scalar invariance model is suitable. 

These results are suitable for testing the moderating effects of organisational identity. 
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Table 4. Measurement invariance analysis 

Invariance 

model 

2  Df 2 /df RMSEA AIC TLI CFI 

Configural 400.277 126 3.17 .066 472.535 .916 .917 

Full metric 394.138 125 3.15 .066 399.787 .917 .916 

Initial scalar 397.229 126 3.15 .066 398.516 .916 .918 

Partial scalar 400.225 126 3.17 .066 389.537 .917 .917 

Source: Data analysed by the author, 2023 

 

Hypothesis 9 suggested that organisational identity has a positive moderating effect on the 

subjective norms-green process innovation behaviour relationship. This requires the effect of 

subjective norms on green process innovation behaviour to be significantly higher in the high-

organisational identity subgroup than in the low-organisational identity subgroup. The 

findings supported this hypothesis. The effect of the subjective norms on green process 

innovation behaviour is significantly higher in the high-organisational identity subgroup (β = 

.41, t = 6.341, p < .001) than in the low-organisational identity subgroup (β = .33, t = 5.510, p 

< .001).  

 

Table 5.Testing the moderating effects of organisational identity 

Structural path and 

hypotheses 

Low OI  

(n = 150) 

High OI  

(n = 165) 

2 difference 

(df = 1) 

Conclusion 

Estimate t-value Estimate t-value   

GNOR →PGIno  (H9) .33 5.510*** .41 6.341*** 4.55*** Supported 

GNOR→ PPIno (H10)  .24 4.322*** .31 5.371*** 2.557* Supported 

Notes: ns: non-significant; *p < .10; **p < .01; ***p < .001 

Source: Data analysed by the author, 2023 

 

Hypothesis 10 suggested that organisational identity has a positive moderating effect on the 

subjective norms-green image innovation behaviour relationship. The findings supported this 

hypothesis by indicating that the effect of subjective norms-green image innovation behaviour 

in the high-perceived destination knowledge subgroup (β = .31, t = 5.371, p < .001) is 

significantly higher than in the low-organisational identity subgroup (β = .24, t = 4.322, p < 

.001). 
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5. Conclusion 

This study confirms that a belief in green organisations positively affects the green process 

innovation behaviour in the organisation. Research results support the hypothesis and studies 

in different organisational management contexts (De Roeck & Farooq, 2018; Lam et al., 

2016; Su & Swanson, 2019). Accordingly, the more confident employees believe in 

implementing their commitment to a green organisation, the faster the behaviour of 

participating in green process innovation in luxury hotels/resorts becomes. The article expects 

that belief in green organisations positively affects the green image innovation behaviour in 

the organisation. The results of this study support the researchers’ argument that fostering 

green innovation within an organisation requires active staff participation. When employees 

strongly believe in the organisation’s green commitments, they are more likely to engage in 

activities that enhance the organisation’s green image. 

The study expects that the perception of green organisational culture positively affects the 

green process innovation behaviour in the organisation. Research results support the 

hypothesis and recent studies (Fraj-Andrés et al., 2009; Marshall et al., 2015; Pagell & Wu, 

2009). Accordingly, the perception of green organisational culture has been shown to have a 

direct positive relationship with the adoption of green supply practices, including green 

purchasing and eco-design (Wu et al., 2014). However, the study has not demonstrated a 

positive relationship between the perception of green organisational culture and the green 

image innovation behaviour in the organisation. This can be explained by several reasons. 

Firstly, perception only reflects attitudes and does not necessarily lead to action. Secondly, the 

organisation may lack supportive mechanisms or incentives for employees to engage in 

innovation, such as appropriate policies or technologies. Thirdly, green image innovation is a 

complex process requiring creativity, financial resources, and marketing strategies, while the 

perception of green organisational culture represents only a small part of this process. Lastly, 

intermediary factors, such as individual attitudes or leadership support, may not have been 

thoroughly examined. More research needs to be conducted in different contexts to clarify this 

point. 

At the same time, the study demonstrates that subjective normative perception related to the 

green environment positively affects the green process innovation and the green image 

innovation behaviour in the organisation. Research results support the hypothesis. To the 

authors’ understanding, these are new findings for the discipline. While studies of subjective 

normative perceptions related to the actions of key members of the organisation are used 
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mainly in extensive behavioural theory (Armitage & Conner, 2001; Cardenas, 2011; Turner et 

al., 2006), they have not yet solved the problem of the impact on green innovation behaviour 

in organisations. 

The study also demonstrates that the leadership’s commitment to green environmental 

enforcement positively affects the green process innovation behaviour in the organisation. 

Research results support the hypothesis. This result broadens the perspectives of the research 

by asserting that leadership commitment in the organisation is an important factor affecting 

employee attitudes and behaviour, including product innovation behaviour (Afsar et al., 2019; 

Devece et al., 2016). However, the study has not demonstrated that the leadership’s 

commitment to green environmental enforcement positively affects the green image 

innovation behaviour in the organisation. This can be explained by several reasons. Firstly, 

leadership's commitment to green image innovation may remain at the level of declarations or 

policies without being accompanied by specific actions and effective enforcement measures. 

This could diminish the impact of the commitment, particularly if employees are unaware of 

or lack trust in the leadership's intentions, leading to a lack of motivation to act. Secondly, 

limitations in communication and connection between leadership and other organisational 

departments also hinder implementation effectiveness. Finally, green image innovation is a 

complex process requiring financial resources, technology, and creativity from the entire 

organisation. If these factors are not sufficiently strong, leadership's commitment is unlikely 

to produce clear and tangible results. More research needs to be conducted in different 

contexts to clarify this point. 

The results of this study demonstrate that beliefs regarding the implementation of green 

organisational commitments, awareness of the values of green organisational culture, 

environmentally related subjective norms, and leadership commitment to enforcing green 

practices are all important factors in explaining green innovation behaviour in upscale hotels. 

Consequently, a comprehensive focus on green organisational culture is regarded as a 

valuable resource for developing a green innovation model in these hotels. In particular, this 

study has also demonstrated the effect of a strong belief in the implementation of green 

organisational commitments and subjective norms related to the green environment, not only 

directly affecting product innovation behaviour but also helping to explain green image 

innovation behaviour. This is meaningful for luxury hospitality businesses to promote internal 

strengths to build the image of a green luxury hospitality provider in the eyes of employees as 

well as customers. 
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Therefore, to thoroughly implement the green innovation process in the luxury hotel business 

today, luxury hotel/resort managers need to pay more attention to promoting green cultural 

platforms in the organisation. Business leaders not only develop green innovation strategies 

but also boldly carry out clear green innovation commitments. Hotels should promote the role 

of their managers and influencers to encourage, motivate, and monitor the implementation of 

the green innovation commitments within the hotel. Employee confidence in the commitment 

to implementing a green organisation is an important prerequisite for focusing more on the 

proposed green innovation and hospitality activities. 

For today’s luxury hotel/resorts, declaring the implementation of green innovation is not 

difficult, but implementing the content and fully grasping all internal audiences, as well as 

raising awareness among customers, is critical. The research results demonstrate the need to 

integrate the theory of green organisational culture when implementing green innovation 

actions in luxury hotels/resorts, as money for the application of science to develop business 

activities towards sustainability. Therefore, to effectively implement green innovation in the 

hospitality sector, businesses need to effectively (i) implement commitments to green 

organisations with stakeholders (employees and travellers); (ii) implement knowledge 

dissemination, education, persuasion, and reminders to employees to participate in good green 

organisation practices; (iii) use part of the business’s budget to organise training courses on 

green environment and green sanitation in surrounding areas; and, (iv) encourage hotel 

members to participate in environmental volunteer days. 

This article is based on integrating three theories: green innovation, green organisational 

culture and identity. Looking at the whole picture, future studies will need to expand the focus 

to integrate other theories, such as social exchange theory, sustainable development theory, 

and value theory. Factors that can be integrated into the proposed models include, for 

example, comparisons of perceived costs with the perceived benefits of green products; 

evaluations of employee involvement with green organisations; evaluations of environmental 

knowledge (Roczen et al., 2014); attention to environmental protection; considerations of 

future consequences (Petrocelli, 2003; Strathman et al., 1994); and perceived image (Montes-

Guerra et al., 2023). This article considers only hotel and island coastal resorts in Nha Trang 

and Phu Quoc. Future research should expand the research scope to have a more 

comprehensive view of the factors that explain green innovation behaviour in today’s 

hospitality businesses. 
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