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Abstract

The aim of this study is to determine how eco-friendly applications have an impact on the 
purchasing behaviour of tourists and hotel preferences. In this context, the related data was 
obtained from 408 participants. T-test was applied in order to determine the impact on 
the purchasing behaviour of tourists and hotel preferences. As a result of the analysis, it is 
determined that the majority of the tourists are sensitive about the environment by taking 
into account eco-friendly hotel accommodation preference and eco-friendly hotels are pio-
neer in developing new technologies, high qualified, happy to stay in eco-friendly hotels, and 
eco-friendly hotels evoke nature. Also, it is found that eco-friendly hotels evoke health and 
wellness. These findings provide an insight into literature and new directions and suggestions 
for marketing organizations and business managers.

Keywords: environment, green marketing, hotel industry, eco-friendly, sustainable tourism, 
preferences, tourist approaches

Introduction

Today, the main problem of many countries is to create an environment that can provide a suf-
ficient level of living for the rapidly growing population through the means of scarce natural 
resources and financing available. In order to achieve high prosperity, countries have entered 
into the search for various economic models and types.While using natural resources which 
are indispensable inputs of all economic models for this purpose, they ignored that there is a 
limit of use of these resources, and if this limit is exceeded, it cannot be balanced, and this was 
not considered sufficiently.
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Enterprises producing goods and services are considered as one of the basic institutions that 
form the social system. In other words, they are obliged to fulfil their responsibilities towards the 
society they are in. It is essential to fulfil these responsibilities in tourism. Tourism is an impor-
tant sector in terms of cultural advancement and development but can destroy its own resourc-
es (Tsaur et al., 2006). The historical and natural values that form the tourism potential can only 
create resources for the sector to the extent that they can be protected. In response to mass tour-
ism, the focus is on the interaction between nature, human-environment and tourism activities 
to protect ecological balances on the basis of the ecological tourism that emerged after indus-
trialization. In contrast to the model aiming to meet all the expectations of the tourists with-
in a limited area, the dynamics of this model are determined not by human but the nature. It is 
a desired point if the tourism sector grows in this direction. Increasing the number of tourism 
enterprises that develop strategies for sustainable growth will also contribute positively to tour-
ism sectors commercial growth. This development in tourism causes companies to change their 
marketing understanding along with their management strategies. In other words, the founda-
tions of sustainable tourism have started to be laid in the presentation of products and services. 
In this context, hotel managements that continue their hospitality activities began to understand 
the importance of green marketing concept and started to give priority to green marketing activ-
ities in terms of sustainability as both as an application and as a marketing and promotion tool 
(Xiao, McCright, 2015). The aim of the research is to examine the behaviour of tourists in envi-
ronmentally friendly hotels and to determine how eco-friendly applications have an impact on 
the purchasing behaviour of consumers and hotel preferences.

Sustainable Tourism Concept 

Increasing environmental awareness has caused tourism to be seen as a major environmental 
problem (Urr, 1995). It is obvious that an unhealthy and poorly planned tourism development 
will partially or completely erode the quality of the natural environment and man-made envi-
ronment that attract visitors. Such negative developments lead to commercial and social costs. 
Especially as a result of the rapid increase in the number of visitors coming to a touristic area, 
the economic, physical, social and cultural carrying capacities in the area are overloaded. In 
this case, the development of tourism in related area is slowing down and even falling, nega-
tive impacts on the tourism sector, not only the other sectors are affected negatively, and this 
is reflected in the local people as social costs (Xiao, McCright, 2015). It is necessary to recog-
nise these negative impacts primarily as a general problem at the local, regional and national 
level, and to pay special attention to the local levels where the impacts and concerns are seen 
more clearly (Wahid et al., 2011).

In order to decrease the negative effects of tourism to develop a healthy tourism, a con-
cept of “sustainable tourism development” was suggested among others and accepted recent-
ly. This concept has been made so far with different statements and explanations. Howev-
er, since the word “sustainable” is used worldwide and it is a common term, it is in danger of 
being meaningless. In addition, this term is often not defined and very different forms of use, 
in the sense that no consensus has been reached (Untaru et al., 2014). In order to define sus-
tainable tourism development, the following concepts must be defined.The concept of sustain-
ability in relation to tourism is to maintain and improve the regional or local characteristics 
that are the source of tourism and to ensure the continuity of tourism. In other words, regional 
or local characteristics and cultural and natural values are perceived in the course of daily life 
(Straughan, Roberts, 1999). Sharma (2014) defines sustainable tourism development to meet 
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the needs of existing tourists and local people while preserving future opportunities. Wahid 
et al. (2011) consider sustainable tourism development as an approach aimed at minimizing 
environmental and cultural degradation, increasing customer satisfaction and maximizing 
long-term economic development for the region. The World Tourism Organization (UNWTO) 
defines sustainable tourism as meeting the needs of today’s tourists and host regions, taking 
into account the protection and development of future opportunities. In this way, “manage-
ment of all resources” emphasizes cultural integrity, compulsory ecological processes, social 
and aesthetic needs. Sustainable tourism products are products that are processed in harmony 
with the local environment, society and cultures that are useful rather than being damaged by 
tourism development (Sharma, 2014: 29; Peattie, Crane, 2005). When resuming from the above 
definitions, the sustainable tourism development for life support systems, biological diversi-
fication, ecological processes and cultural integration while maintaining the necessary eco-
nomic, social and aesthetic needs can be fully met in the form of management of all resources 
in such a way that a general expression can be used. In addition, Becken and Patterson (2006: 
324) identifiedthatthe tourism sectorcontributed to annual energy use (between 25 and 28 PJ) 
and CO₂ emissions (between 1400 and 1600 kt).

According to statistics, the energy consumed by a guest per day in hotels is 130Mj and CO₂ 
emissions per day are 20.6 kg. According to Özkök (2013) it is calculated as 98MJ and 15.6 kg 
per day when it is compared with other types of touristic facilities and taken as an average. 
This shows that hotels among all types of tourist facilities are remarkably high energy consum-
ing structures.. In recent years, concepts such as “Sustainable Tourist Resort”, “Green Hotel”, 
which is an extension of this change, have become an issue and have been subject to research 
all over the world. This topic is discussed in more detail below.

Concept of Green Marketing

The term green marketing was firstly suggested by American Marketing Association in 1975. 
The concept of green marketing according to the recognition made by the American Market-
ing Association is the negative or positive effects of marketing activities on environmental pol-
lution, energy consumption and consumption of other resources (Wahid et el., 2011: 44; Peattie, 
Crane, 2005:360). In this context, it is expressed as an understanding adopted by enterpris-
es that consider the ecological environment as an important element in decision-making pro-
cesses, aim to minimize or eliminate the damage caused to the environment in their activities, 
and that change the design and packaging of products, production processes, and attempt to 
place the ecological protection philosophy in business culture (Untaru et al., 2014: 89).	

Consumers prefer products that do not harm the environment and force businesses to 
develop strategies in this direction. Around 43 million tourists worldwide are said to have 
identified themselves as environmentalists, consciously preferred eco-friendly facilities and 
willing to pay more for eco-friendly services (Machaira et al., 2012). The results of the sur-
vey conducted by TripAdvisor (2012) with over 700 participants showed that 71% of American 
tourists plan more eco-friendly holidays than in the previous year and half tend to spend more 
money on eco-friendly accommodation. Gil et al. (2001) demonstrated that hotels with proac-
tive environmental management approach will be superior to annual profitability and occu-
pancy rates compared to other hotels. Green marketing research shows that enterprises add 
strength to their corporate image and increase the acceptability in the perception of consum-
ers (Peattie, Crane, 2005: 361). In this context, it is very important that accommodation com-
panies use environmentally conscious practices as a marketing tool.
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Green marketing dates back to theearly 1970s (Polonsky, 1994). Intheearly 1990s, many dif-
ferent aspects of green marketing were discussed academically. It was concluded that more 
research was needed on, for example, promotion and consumer needs (Park, Sohn, 2012). How-
ever, the main focuses of the green marketing literature in the late 1980s and early 1990s came 
almost exclusively to be the size of the green market and the ‘profile’ of the green consumer. 
The product, one of the important elements of marketing combination, refers to all the pres-
entations offered by businesses or other non-profit organizations to their potential and current 
customers. In other words, the product is anything that is offered to the market for consump-
tion, use, capture or consideration in order to meet a request or requirement. The products are 
the main variables that determine the position of a firm in the market (Polonsky, 1994:3). The 
green product is the product to grow and protect the natural environment by protecting energy 
and resources or by reducing pollution, waste and toxic substances (Park, Sohn, 2012).	

One of the most important decisions for businesses that produce green products or use 
green products during the service process is to determine the price. The most important fac-
tors in determining the price are market conditions and consumers’ perception of green prod-
ucts (Paço et al., 2013). In other words, if the price is at the samelevel, the positive environmental 
characteristics of the product can be a competitive advantage (Mostafa, 2007). Environmen-
tal products are produced at additional costs due to the Research &Development departments’ 
intensive work on reducing energy use during production and efficiency of resource usage. For 
these reasons, prices can usually be higher than alternatives. Studies have shown that consum-
ers are demanding environmentally sensitive services, but they are not willing to pay more if 
they do not benefit significantly from these services in response to these demands (Mostafa, 
2007). According to Minton and Rose (1997) a lower price at the end of cost savings leads con-
sumers to buy environmentally friendly products. In this respect, when the demand for the 
product is sensitive to price, a lower price is a more successful strategy for the enterprise.

Distribution can be defined as all of the activities to ensure that the right product can be 
obtained at the right amount, at the right conditions, at the right place and at the right time 
and at the right cost for the right customer. The main objective of the distribution is to com-
plete the work at the lowest possible cost in the entire process from production point to con-
sumption point (Khare et el., 2013). In other words, the green product (or services) should aim 
to minimize the harm to the environment in the process of delivering to the consumer, just as 
in the process of production. This means that in the green marketing process, a green distribu-
tion policy is needed to determine the measures to be taken to protect the environment (Dilek, 
2012: 14). One of the conditions for successful implementation of green marketing strategies, 
distribution channels consisting of wholesalers, brokers and retailers need to be carried out 
continuously and in a healthy manner to transfer information to the company.

Hotel management practices for sustainable tourism and conservation of nature, called as green 
hotel management, help both to save energy and to reduce the waste left to nature. Green hotel 
management is seen as an increasing application of importance in the sector. Competition pressure, 
attitudes of consumer and non-governmental organizations and environmental protection policies 
of governments are among the reasons for the green hotel orientation (Khare et al., 2013).

The concept of “green hotel” is emerging as a concept that consumes less energy and water, 
reduced CO₂ emissions, has been built with environmentally friendly local and recyclable mate-
rials that have a positive impact on global climate change, and documents the social and envi-
ronmental responsibility of its investors. The concept of “sustainable hotel”, which has become 
increasingly widespread, has caused a change in hotel design and management in many catego-
ries, from boutique hotels to well-known hotel chains worldwide (Kalafatis et al., 1999).	
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A study examined the perceptions of tourists towards green hotels. According to the results 
to be obtained, to save energy, to use environmentally friendly materials and not to use dispos-
able products are the applications that green hotels need to do. In the study, green hotels will 
benefit both the environment and the hotel guests, but the negative aspects of the accommo-
dation here are high prices and low comfort (Coral, 2016).

Consumers who choose “green hotel” or “green product” are sensitive to environmental 
issues such as depletion of natural resources, but most of the research has shown that such 
consumers are afraid to buy green products because they think they are more expensive than 
other products (Jansson et al., 2010). At the same time, more and more firms are engaging 
in greenwashing, misleading consumers about firm environmental performance or the envi-
ronmental benefits of a product or service (Delmas, Burbano, 2011: 64). Greenwashing is the 
act of misleading consumers regarding the environmental practices of a company (firm-level 
greenwashing) or the environmentalbenefits of a product or service (product-level greenwash-
ing) (Delmas, Burbano, 2011: 66). The prevalence of greenwashing has skyrocketed in recent 
years; more and more firms have been combining poor environmental performance with pos-
itive communication about environmental performance. Greenwashing can have profound 
negative effects on consumer and investor confidence in green products and environmentally 
responsible firms, making these stakeholders reluctant to reward companies for environmen-
tally friendly performance(Delmas, Burbano, 2011: 84).

Materials and Method

The aim of the research is to examine the behaviour of tourists in environmentally friend-
ly hotels and to determine how eco-friendly applications have an impact on the purchasing 
behaviour of consumers and hotel preferences. Apart from this main objective, to measure the 
environmental friendly information of individuals in Eskisehir (Turkey) province, to measure 
the interest of individuals in environmental friendly hotels and to contribute to the green mar-
keting strategies of hotel enterprises are listed as other objectives of the research. 

In this context, in order to achieve the objectives of the research mentioned above, the fol-
lowing research questions wereexamined: 

Research Question 1: How do tourists approach the idea of accommodation in eco-friendly hotels?

Research Question 2: How do tourists approach services in eco-friendly hotels?

Research Question 3:What are opinions of tourists on choosing environmentally friendly hotels?

The research was conducted in Tepebaşı and Odunpazarı districts in Eskişehir (Turkey) 
province in 2018. Eskişehir, located in Central Anatolia is an indus-trial, tourism and trans-
port centre in western Turkey.Eskisehir offers various tourism attractions for tourists with 
its historical and natural beauties, socio-cultural values, developed urbanism concept, two 
great universities, attractive life and transport facilities and an attractiveness factor interms 
of tourism sector (Evren, Kozak, 2012). The reason for the preference of Tepebaşı and Odun-
pazarı (Eskişehir, Turkey) districts is that the majority of Eskişehir population resides in these 
districts. According to TUIK (2017) population data, 353,179 people reside in Tepebaşı District 
older than 18 years of age, and 399,451 people reside in Odunpazarı district. However, due to 
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the time and cost limitation experienced in the data collection process, the entire theoreti-
cal population cannot be reached. The sample frame was formed by individuals who could be 
reached in the data collection stage because the number of individuals in the specified time 
frame and spaces could not be reached in advance.The sample volume of the study was deter-
mined by using the calculations given in Table 1. According to these calculations, it is under-
stood that in quantitative research methods, 95% confidence level and 384 sample size will be 
sufficient for the size of the universe consisting of one million.

Table 1. Sample size in quantitative research methods

Universe Size
Calculated Size of Sample

95% confidence level and heterogeneous 
consideration of the universe

100 80

500 217

1.000 278

5.000 357

10.000 370

50.000 381

1.000.000 384

Source:Krejcie and Morgan, 1970: 608.

Based on the information given in Table 1 and the calculation using the formula, it is aimed 
to obtain 384 and above data in order to reach the sample size that can represent the universe 
in the research. As a matter of the study, no restrictions were observed on the demograph-
ic characteristics of the consumers. However, it was the only consideration that the partici-
pants giving the answers of “Partially” or “No” to the question “do you know the concept of 
eco-friendly hotel” were not included and the answer “Yes” was required. The reason for this is 
based on the belief that it will enable them to act more consciously while filling the question-
naire. Before the study was carried out, an expert group of 20 people was selected and the clar-
ity of the questions was tested. As a result of the 453 questionnaires, 45 questionnaires were 
found to be incomplete or inaccurate and 408 questionnaires were evaluated.

Data Collection Tool 

The questionnaire was used as a data collection tool in the research. At the beginning of the 
questionnaire, six questions were asked to determine the demographic characteristics of the 
participants. In the next section, there are seven more questions about the holiday preferenc-
es of the participants. In the last section, the “green marketing” scale, Leonidou et al. (2013) 
Menon et al. (1999), Middleton and Clarke (2001) and Carmona-Moreno et al. (2004) there are 
13 statements compiled for use in hotel facilities. By making confirmatory factor analysis by 
scale researchers, structure validity has been proven. 13 expressions used with the scale of 5 
Likert (1: Definitely agree-5: Definitely disagree) measured. 

In order to measure the preference of hotels with green marketing practices, a scale was 
formed for the purpose of ‘eco-friendly is my first choice of hotels’, ‘eco-friendly hotels I’d rec-
ommend it to others’, ‘I’ll continue to stay in hotels, even though the price is high in envi-
ronmentally friendly’, ‘eco-friendly hotel I am familiar with’, ‘environmentally friendly hotels 
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suited my personality”, ‘eco-friendly hotels reliable’ and ‘eco-friendly hotels in new varieties/
technologies is free to develop” were contained. After the survey questions were determined, 
the analysis phase of the findings was started with the help of the SPSS 19.0 program.

The findings on demographic characteristics of the participants are presented in Table 2 
and the findings on holiday preferences are presented in Table 3. It is observed that 55.9% (228 
people) of the participants were male. 59% (241 people) of the participants are married individ-
uals. 34% of respondents (138 people) were between the ages of 26-33, followed by 26.8% (109 
people) between the ages of 18-25.

Table 2. Demographic characteristics of the participants

Demographic Characteristics Frequency (n) Percentage (%)

Gender

Male 228 55,9

Female 180 44,1

Total 408 100

Marital Status 

Married 241 59

Single 167 41

Total 408 100

Age

18-25 109 26,8

26-33 138 34

34-41 98 24,1

42-49 42 10

50 and older 21 5

Total 408 100

Education Level

Primary 2 0,5

Secondary 5 1,2

High 52 12,9

Undergraduate 272 66,5

Post-graduate 77 18,9

Total 408 100

Household Monthly 
Income (Turkish 

Lira=TL)

1603 TLand less 28 6,9

1604-3000 TL 74 18,2

3001-4500 TL 110 27

4501-6000 TL 97 24

6001 TLand over 99 24,1

Total 408 100

Profession

Private Sector 170 41,9

Public Sector 133 32,8

Retired 9 2,2

Self-employment 15 3,5

Student 58 14,1

Not working 23 5,7

Total 408 100
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When the education levels of the individuals included in the sample are examined, it is 
observed that the majority (66.5%, 272) of respondents are undergraduates. When the partici-
pants are evaluated for monthly income, it is observed that 27% (110 people) have an income of 
3001-4500TL, 24.1% (99 people) of 6001TL and more, 24.1% (97 people) of 4501-6000TL. In addi-
tion, 41.9% of respondents (170) work in the private sector and 32.8% (133) in the public sector.

The findings regarding the holiday preferences of the individuals who answered the ques-
tionnaire are shown in Table 3. The majority of the participants prefer to spend their holidays 
in resort hotels (69.9%, 284 people). The most preferred holiday type is the sea-sand-sun holi-
day with 54% (220 people) and the second is the nature holiday (41.8%; 169 people).

Table 3. Holiday preferences of the participants

Holiday Preferences Frequency (n) Percentage (%)

Accommodation type 
to be preferred at 

holiday 

Resort hotel 284 69,9

Eco-resort 91 22,4

Health and Thermal Resort 3 0,6

Hostel 4 1

City hotels 25 6

Others 1 0,2

Total 408 100

Mostly preferred 
holiday type

Holiday in nature 170 41,8

Sea sand sun 220 54

Others 18 4,2

Total 408 100

Average number of 
holidays in a year

1 time 239 58,8

2 times 120 29,4

3 times 40 9,7

4 times 4 1

5 times and more 5 1,1

Total 408 100

Others to be gone on 
to holiday

Alone 11 2,7

Spouse 63 15,3

Children 4 1

Spouse and children 180 44,1

Parents 38 9,4

Friends 108 26,6

Others 4 1

Total 408 100

58.8% (239) of the individuals in the research averagely buy a holiday once a year. 44.1% (180 
people) of the participants are on holiday with their spouse and children.

The answers of the participants to nominal questions regarding environmental friendly 
hotel perceptions were subjected to frequency analysis. Table 4 shows that participants believe 
in the protection of the environment when they are staying at an environmentally friendly 
hotel.
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Table 4. Participants believing in the protection of environment when they stay in environmentally friendly 
hotel

Frequency Percentage 

Yes 314 76,9

No 94 23,1

Total 408 100

While 76.9% of the participants who think they contribute to the protection of the environ-
ment by choosing accommodation in an eco-friendly hotel, 23.1% of all the participants think 
they do not contribute. According to this, the participants generally think that green hotel 
applications are beneficial to the environment when they stay in hotels.

Table 5. Willingness of the participants to pay more in an environmentally friendly hotel

Frequency Percentage 

Yes 280 68,9

No 128 31,1

Total 408 100

Table 5 indicates the will to pay more for accommodation in an eco-friendly hotel. Accord-
ing to the table, the rate of participants paying extra prices for eco-friendly products is 68.9%, 
while the rate of participants stating that they do not pay extra fees is 31.1%.

Table 6. Membership of participants to a environment protection organization

Frequency Percentage 

Yes 80 19,9

No 328 80,1

Total 408 100

Table 6 indicates the membership of the participants to an environmental protection organ-
ization. Accordingly, 19.9% of them is a member toan environmental protection organization 
and 80.1% is not. Compared with the importance given to environmentally friendly hotels 
observed in the two previous tables and the desire to pay more, the participants can comment 
on their choice of accommodation in environmentally friendly hotels rather than taking ben-
eficial actions in the environment through any organization.
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Table 7. Single sample t test for environment-friendly hospitality management of the participants

n Mean
Std. 

deviation
Std. 

error 
T test 
value

Degree of 
freedom (sd)

Degree of 
meaning (p)

I prefer to stay in environmentally 
friendly hotels

408 4,08 ,877 ,044 43,655 399 ,000

I warn my relatives about hotels 
that harm the environment

408 3,94 ,912 ,046 45,133 399 ,000

I am aware of how eco-friendly 
hotels are determined.

408 4,22 ,830 ,041 42,910 399 ,000

It is very important that 
environmentally friendly products 
are preferred by consumers for the 
protection of nature.

408 4,30 ,796 ,040 42,590 399 ,000

Eco-friendly products are my first 
choice

408 3,69 ,899 ,045 51,254 399 ,00

I recommend environmentally 
friendly products to others

408 3,67 ,929 ,046 50,126 399 ,00

I will stay in environmentally 
friendly hotels even if the price is 
high

408 3,39 ,962 ,048 54,133 399 ,00

Eco-friendly hotels suit my 
personality

408 3,87 ,927 ,046 45,930 399 ,00

Environmentally friendly products 
are reliable

408 3,85 ,944 ,047 45,595 399 ,00

Eco-friendly hotels are pioneers in 
developing new kinds/technologies

408 3,75 ,916 ,046 49,111 399 ,00

I’m happy to stay in eco-friendly 
hotels

408 3,70 ,963 ,048 47,795 399 ,00

Eco-friendly hotels remind me of 
nature

408 3,92 ,923 ,046 44,973 399 ,00

Eco-friendly hotels remind me of 
health and wellness

408 4,06 1,007 ,050 38,532 399 ,00

According to the results in the Table 7, the majority of the tourists are sensitive about the 
environment by taking into account their eco-friendly hotel accommodation preferences, ref-
erence the environmental friendly hotels to their and other positive responses given as the 
consumer groups. 

Based on the expressions of the participants, it is understood that they are aware of the 
environment friendly hotels and they recommend them to others. It is understood from the 
table that the participants are familiar with eco-friendly hotels, that the eco-friendly hotels 
are suitable for their personality and that the eco-friendly hotels are reliable. The participants 
think that eco-friendly hotels are a pioneer in developing new technologies, high quality, and 
happy to stay in eco-friendly hotels, and that eco-friendly hotels evokes nature. Finally, the 
participants stated that eco-friendly hotels evokes health and wellness. Apart from their par-
ticipation, the participants stated that they were hesitant to say, “I will continue to buy envi-
ronmentally friendly products even if they have a high price.”
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Results and Discussion

Today, the uncontrolled use of natural resources causes the world to alarm in various ways. 
The world’s alarm is being investigated by various communities, institutions and individuals 
for a long time. While governments were referring to constructive ways, the voices of non-gov-
ernmental organizations rose, and businesses went to various applications with the fear of 
being indifferent to the increasing consumer awareness and fear of losing their reputation, and 
the desire to contribute to the nature in real sense. These practices are carried out by keep-
ing every action taken from the first step in the formation of the products or services to the 
last step reaching the consumer at least to the extent that it will harm the environment. In the 
marketing literature, this chain of action, called green marketing, is the marketing strategy 
implemented by a growing number of businesses including accommodation establishments in 
tourism sector.

The demographic characteristics of the participants were examined and the general pro-
file of the participants was revealed. Although there is no significant difference in terms of 
the gender of 408 participants in the survey, it is observed that male participants are predom-
inant. The majority of the participants were married and the most age range was between 
18-25 and 26-33 years. This shows that the young population is more interested in sustainable 
tourism and eco-friendly hotels. It was observed that the participants were mostly universi-
ty graduates and post-graduate individuals, and they were mostly among the income groups 
of 3001 – 4005TL and 6001TL and above. Accordingly, participants are composed of well-ed-
ucated women and men with moderate and good income levels. In addition to this profile, it is 
observed that most of the participants are public and private sector employees.

In parallel with the purpose of the research, the preferences for accommodation and ser-
vice reception in environmentally friendly hotels were tried to be understood in various terms. 
The purchase action can be shaped by factors such as the characteristics and attractiveness of 
brands, the additional benefits they offer to consumers and the superior level of performance. 
In this context, the general attitudes of the participants towards the environment, which are 
an indicator of the preferences in accommodation activities in environmentally sensitive 
hotels, are the basic structure of their tendencies on the subject. It is observed that the par-
ticipants prefer environmentally sensitive hotels, the family members that they want to stay 
in hotels that are less harmful to nature and environment, and show positive attitudes about 
the subject. Considering that consumers should stay in environmentally friendly hotels for the 
protection of nature, participants stated that they are aware of environmentally friendly hotels. 
Participants are convinced that they contribute to the protection of the environment by stay-
ing in environmentally friendly hotels. These expressions include actions that can be shaped 
by the desire of the individual in the purchase action of the individual or in the social relations 
of the individual. The effort with faith has pushed some participants into actions to gain profit 
to society and nature without waiting for compensation, while some participants have pushed 
them into indecision about the issue.
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Conclusion

The aim of this study is to give a clue how green marketing and environmental awareness can/
will shape hotel preferences for individuals. Respect for the environment and nature is the 
respect for life. Therefore, the sensitivity and awareness levels of the participants and all the 
participants will be an indispensable key to a healthy and bright life of Turkey and all the world. 
In this context, the study is expected to contribute to the literature in such a way that consum-
ers can look at green marketing from a different perspective by bringing a fresh breath to the 
green product purchasing behaviour.
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