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1. INTRODUCTION

Hotel chains (e.g., Hilton and Marriott) have been engaging 

in green marketing to present their business activities that can 

positively influence society and the environment (Calveras, 

2014). Green advertising is defined as companies’ presentation 

delivering environmental messages and practices on media in-

cluding magazines, newspapers, and websites. Major hotel 

chains have employed green advertising in order to attract 

more customers because it can lead to consumers’ positive 

attitudes and behaviors to the hotel (Banerjee, Gulas, & Iyer, 

1995). Given hotel properties consume great quantities of wa-

ter and energy, consumers’ growing concerns for the environ-

ment have made hotel chains to be environmentally respon-

sible (Lee & Lee, 2016; Kim, 2011; Zengeni, Zengeni, & Mu-

zambi, 2013).

In South Korea, increasing number of hotels have recently 

tried to have green initiatives by enhancing environmentally 

friendly practices and marketing (Cho, Lee, & Chung, 2014; 

Kim, Jung, Han, & Ha, 2015). For instance, hotel properties in-

cluding JW Marriott Dongdaemun Square Seoul, Sheraton 

Grand Incheon, and Signiel (Lotte World tower) have been 

certified as LEED (Leadership in Energy and Environmental 

Design) that demonstrates environmentally friendly facilities, 

and they positively present the certification via media.

In fact, the concept of green marketing has already been 
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discussed during three decades, and hotel chains in the U.S 

have since developed green facilities and advertised their 

green practices to the public via media (Manaktola & Jauhari, 

2007). The USGBC (US Green building council) initially devel-

oped the LEED certification, and hotel properties in South 

Korea are in design or under construction to pursue the certi-

fication. In this vein, hotels’ green practices and marketing ac-

tivities have been more advanced and prevalent in the U.S 

rather than South Korea for now. Moreover, given major hotel 

chains such as Hilton and Marriott between South Korea and 

the U.S share marketing practices and web pages, investiga- 

ting US consumers’ attitudes towards hotels’ green advertising 

can provide implications for hotel researchers and marketers 

in South Korea. Notwithstanding, research regarding hotels’ 

green ad effectiveness in South Korea has received very little 

attention. 

In general, an advertisement consists of two major cues, 

verbal (e.g., messages and information) and visual (e.g., imges) 

cues that can differentiate consumers’ ad responses (e.g., 

Rossiter & Percy, 1980; Stafford, 1996). As for a verbal cue, 

cause-related marketing (CRM) has been used as a prevalent 

marketing strategy to effectively improve brand images. CRM 

refers to a message implying company’s promises that their 

business can contribute to designated specific causes when 

consumers purchase their products or services (Nan & Heo, 

2007). When consumers watch CRM-related ads, they try to 

interpret ad motives either firm-focused or public-focused 

messages, and the motives can differentiate their ad respon-

ses (Becker-Olsen, Cudmore, & Hill, 2006; Ellen, Webb, & Mohr, 

2006; Foreh & Grier, 2003).

Meanwhile, ad appeals (images) also play a pivotal role in 

appealing products and services to ad recipients. The existing 

literature has suggested different ad appeal types such as va- 

lue-expressive vs. utilitarian ad appeals (Johar & Sirgy, 1991) 

and a hard sell (i.e., factual and informational) vs. a soft sell 

(i.e., emotional) appeals (Okazaki, Mueller, & Taylor, 2010). 

Previous studies have found that the two types can have dif-

ferent effects on consumers’ ad responses (Krugman, 1962; 

Okazaki et al., 2010).

Although major hotel chains have prevalently conducted 

green advertising that implies different motives and appeal, 

hospitality research has little been made to understand the 

roles of ad motives and appeals on consumers’ green ad 

responses. To fill this void, this study aims to investigate the 

effects of the two ad factors, ad motives (claims) and ad ap-

peals (images), on hotels’ green ad responses.

2. LITERATURE REVIEW

2.1. Marketing Motives

Attribution theory addresses that individuals draw inferences 

to others’ motives that can influence their consequential be-

haviors. In a marketing discipline, consumers try to find under-

lying motives or causes regarding companies’ ad messages 

through the marketing communications (Ellen et al., 2006; 

Jones & Davis, 1965).

In this vein, prior marketing research has suggested that 

the attribution consists of either internal or external attri-

bution. The internal or external attribution has interchange-

ably been used with egoistic/altruistic (Schultz, 2000; Snelgar, 

2006), endogenous/exogenous (Kruglanski, 1975), self-/other- 

centered (Ellen et al., 2006; Webb & Mohr, 1998), intrinsic/ex-

trinsic (Keaveney & Nelson, 1993), profit-/socially-driven (Bec-

ker-Olsen et al., 2006), and firm-/public-serving (Foreh & Grier, 

2003) attributions.

Likewise, companies’ ad motives can generally be classified 

into two primary motives, firm-serving and public-serving 

motives. A firm-serving motive implies ad messages focusing 

on increasing sales and profits while a public-serving motive 

addresses helping needy people or improving the community 

and environment (Foreh & Grier, 2003).

Each motive type (firm- and public-serving motives) plays 

a different role in generating consumers’ affective and cogni-

tive ad attitudes (Lee, Haley, & Yang, 2013). Specifically, when 

consumers perceive an ad message as presenting in an al-

truistic way (i.e., public-serving motive), they are likely to have 

more positive affective reactions than perceiving the ad as 

firm-serving. This is because the ad messages including social 

benefits can imbue consumers’ warm-glow feelings and moral 

satisfaction (Hoeffler & Keller, 2002). 

For example, Ho and Dempsey (2010) found that Internet 

users’ altruistic motivation can significantly influence their in-

tention to forward online contents. In contrast, firm-serving 

claims can be more effective in generating cognitive reactions 

than public-serving ones because ad recipients are prone to 

view the former as informative and realistic messages which 

need their cognitive interpretations (e.g., judgments for mone-

tary benefits) (Becker-Olsen et al., 2006).  

2.2. Ad Appeals
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Consumers perceive ads as containing different types of ap-

peals (images) (Lim & Ang, 2008). Given consumers’ ad re-

sponses can be differed by ad appeals, the extant marketing 

literature suggests that ad appeals can be categorized into 

two types such as affective/rational (Drolet, Williams, & Lau- 

Gesk, 2007), value-expressive/utilitarian appeals (Johar & Sirgy, 

1991), or soft- and hard-sell appeals (Snyder & DeBono, 1985). 

The soft sell as an emotional concept and hard sell as a func-

tional concept have been widely employed by advertising re-

searchers because they include broader meanings than other 

appeal classifications (Okazaki et al., 2010).

The soft sell appeal aims to influence ad respondents’ feel-

ings and emotions by delivering abstract, implicit, or mood- 

oriented images while the hard sell approach generates cogni-

tive judgment by using direct, explicit, factual, or informa-

tional images to convey product’s benefits (Appelbaum & 

Halliburton, 1993; Mueller, 1987). In addition, the soft-sell ap-

peal can meet ad recipients’ emotional needs whereas the 

hard-sell appeal including factual information (e.g., price and 

verifiable pictures) can meet consumers’ cognitive thought 

and judgement about the product or services (Lwin, Phau, 

Huang, & Lim, 2014).

Previous studies have showed that a soft-sell (a hard-sell) 

ad image is more effective in evoking ad recipients’ affective 

(cognitive) responses than a hard-sell (a soft-sell) ad image 

(Olney, Holbrook, & Batra, 1991). Mattila (1999) demonstrated 

that an emotional ad cue (e.g., an image including custom-

er-contact employees) can generate more positive liking feel-

ings toward the hotel brand than a rational ad cue such as 

price information. Moreover, Lwin and Phau (2013) empirically 

attested that an emotional ad appeal (i.e., warmth) can exert 

more positive attitudes toward the hotel website than a ra-

tional ad appeal.

Note: H1a: (1)>(2); H1b: (3)<(4); H2a: (5)>(6); H2b: (7)<(8)
Fig. 1. Research model.

2.3. Ad attitudes

Attitude toward the ad (Aad) refers to the “predisposition 

to respond in a favorable or unfavorable manner to a partic-

ular advertising stimulus” (MacKenzie, Lutz, & Belch, 1986). 

Consumer science researchers suggest that both affect and 

cognition are important dimensions in consumers’ attitude 

formation (Edell & Burke, 1987). Ad researchers have also con-

tended that ad attitudes can be decomposed into affective 

and cognitive ad attitudes, and that both ad attitudes should 

simultaneously be considered to accurately measure ad recipi-

ents’ attitudes (Batra & Athola, 1991; Shimp, 1981).

Affective ad attitude is developed by ad recipients’ emo-

tions, moods, or feelings whereas cognitive ad attitude is ge-

nerated by information processing based on their prior know-

ledge, beliefs, or memory (Batra & Ray, 1986; Oliver, 1999). 

For instance, Hwang, Yoon, and Park’s (2011) study revealed 

that both affective and cognitive ad responses can impact at-

titude toward a website and brand. Yang, Kim, and Yoo (2013) 

also found that ad attitudes can be formulated by affective 

and cognitive evaluations in mobile advertising. As such, con-

sumers’ ad attitudes should be considered with the two differ-

ent dimensions, affective and cognitive. With the discussion 

above, the following hypotheses are suggested:

H1: Green marketing motive types will differentiate con-

sumers’ ad attitudes.

H1a: An ad with a public-serving claim will generate 

more positive affective attitude than an ad with a 

firm-serving claim.

H1b: An ad with a firm-interested claim will generate 

more positive cognitive attitude than an ad with a 

public-interested claim.
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H2: Green marketing appeal types will differentiate con-

sumers’ ad attitudes.

H2a: An ad with a soft-sell ad appeal will generate more 

positive affective attitude than an ad with a hard- 

sell ad image.

H2b: An ad with a hard-sell ad appeal will generate more 

positive cognitive attitude than an ad with a soft-sell 

ad image.

In the meantime, affective and cognitive attitudes can di-

rectly impact conative attitudes (e.g., visit and purchase in-

tentions). For example, affective and cognitive attitudes posi-

tively lead to attitudes toward a website, brand attitude, and 

purchase intention in restaurant advertising (Hwang, Yoon, & 

Park, 2011). Researchers found the significant impacts of affec-

tive (pleasure, arousal, and dominance) and cognitive (know-

ledge and belief) attitudes on conative attitudes (intention to 

buy or visit and brand interest) (Morris, Woo, Geason, & Kim, 

2002). Yoo, Kim, and Stout (2004) also found that animated 

online ads can lead to more positive affective and cognitive 

ad attitudes than non-animated ones, and the two attitudes 

positively impact a conative attitude (i.e., click-through in-

tention). Therefore, the following hypotheses are suggested 

further:

H3: Affective ad attitude will positively lead to intention 

to visit the hotel.

H4: Cognitive ad attitude will positively lead to intention 

to visit the hotel.

3. RESEARCH METHOD

3.1. Ad Stimuli

This study employed a 2 (marketing motive: public- vs. 

firm-interested claim) × 2 (ad appeal: soft- vs. hard-sell image) 

between subject design. To create fictitious ads, the first step 

was to conduct a content analysis by reviewing actual green 

ad claims from 30 hotel websites, and two fictitious ad claims 

for public/firm-serving claims were generated. To generate 

two ad images (i.e., soft- and hard-sell images), 20 possible 

images were initially collected from online resources (e.g., 

company websites and Google). After a jury of eight academic 

professionals in hospitality management evaluated the im-

ages, two images were selected as the most appropriate ad 

images for soft/hard-sell images. In addition, an actual hotel 

brand (Lowes) was identically presented in all of the ads. 

Consequently, all four fictitious ads (see Fig. 2) were devel-

oped with an identical layout with ad claim and ad image 

switched.

3.2. Measures

All measurement items were rated on a 7-point Likert-type 

scale. Ad attitudes consisted of two dimensions, affective and 

cognitive attitudes. Affective ad attitude was measured using 

three items (“This green ad is appealing; attractive; favorable”) 

(Olney et al., 1991; Petroshius & Crocker, 1989). The scale of 

cognitive ad attitude included three items (“This green ad is 

effective; clear; well-made”) (Homer, 1995; Stafford, Stafford, 

& Day, 2002). Visit intention was measured by two items (“I 

am willing to stay at this hotel when traveling”; “I will make 

an effort to stay at this hotel when traveling”) (Han, Hsu, & 

Sheu, 2010).

The study considered environmental consciousness as a co-

variate because environmental consciousness can influence 

consumers’ responses toward green advertising (Roberts & 

Bacon, 1997). The new environmental paradigm (NEP) scale 

developed by Dunlap, Van Liere, Mertig, and Jones (2000) was 

adopted, and three items were used (e.g., “Plants and animals 

have as much right as humans to exist”).

3.3. Data Collection

A self-administrated questionnaire was used in order to test 

the hypotheses. The survey consists of the five parts, affective 

attitude, cognitive attitude, environmental consciousness, be-

havioral intention, and demographic information.

Data were collected through Research Now, which is a 

US-based market research company. A web-based online sur-

vey using Qualtrics was performed with US consumer panels. 

One screening question that asks if a panel aware of the hotel 

brand (Lowes) was presented right before the main survey. 

If the panel clicked the “Yes” button, the survey was termi-

Fig. 2. Experimental stimuli (Four ads).
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nated to prevent brand bias.

4. RESULTS

4.1. Characteristics of Respondents

Table 1 shows the demographics of the respondents. The 

average age of the respondents was 45 years and male ac-

counted for 56.8% of the participants. Participants between 

18 and 39 accounted for 39.7%. Of the respondents, 46.5% 

was either company employees or had own business, while 

students indicated a small proportion of the sample (5.3%). 

Respondents with high school or less accounted for 32.5%, 

and about half of the participants (52.6%) were married.

 

4.2. Reliability and Validity Test

The principal component analysis (PCA) with varimax rota-

tion was executed to examine the validities of the ad attitudes 

dimension and visit intention. As shown in Table 2 and 3, the 

result indicated ad attitude as a two-factor solution. The value 

of the Kaiser-Meyer Olkin (KMO) was .91, and the two factors 

accounted for 85.82% with Cronbach’s alpha of .92 (affective 

attitude) and .910 (cognitive attitude). Further, visit intention 

accounted for 88.09% with .86 of Chronbach’s alpha. The val-

ue of KMO (.50) was relatively low but was acceptable (Kaiser, 

1974).

4.3. Hypothesis Test

Demographics Frequency Percentage

Gender
Female 307 43.2

Male 404 56.8

Age

18~29 140 19.7

30~39 142 20.0

40~49 126 17.7

50~59 157 22.1

60~69 94 13.2

70+ 52 7.3

Education

Less than high school 16 2.3

High school 215 30.2

Associate’s degree 147 20.7

Bachelor’s degree 199 28.0

Graduate degree 118 16.6

Other (e.g., technical school) 16 2.2

Occupation

Company employee 281 39.5

Own business 50 7.0

Sales / Service 31 4.4

Student 38 5.3

Housewife 76 10.7

No job 90 12.7

Other (e.g., retired) 145 20.4

Marital status

Single / Never married 188 26.4

Single / Living with a significant other 60 8.4

Married 374 52.6

Separated / Divorced / Widowed 89 12.6

Table 1. Demographics of respondents                                                                   (N=711)
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Factor Item
Factor

loading
Eigen
value

Variance Cronbach’s
α(%)

Affective attitude

This green ad is appealing. .831

2.832 47.207

.918

This green ad is attractive. .813

This green ad is favorable. .827

Cognitive attitude

This green ad is effective. .655

2.317 38.612

.910

This green ad is clear. .890

This green ad is well-made. .754

KMO (Kaiser-Meyer-Olkin)=0.913; Bartlett=3,998.742, p=.000

Table 2. The results of principal component analysis of ad attitudes

Factor Item
Factor

loading
Eigen
value

Variance Cronbach’s
α(%)

Visit
intention

I am willing to stay at this hotel when traveling. .939
1.762 88.086

.862

I will make an effort to stay at this hotel when traveling. .939

KMO (Kaiser-Meyer-Olkin)=0.500; Bartlett=614.979, p=.000

Table 3. The results of principal component analysis of visit intention

4.3.1. The Impact of ad Motive and Appeals on Ad 

Attitudes

Multivariate analysis of variance (MANOVA) was conducted 

and examined to test the significant main effects of ad claim 

(public- vs. firm-interested claim) and ad image (soft- vs. 

hard-sell image) on affective and cognitive ad attitudes. The 

study also entered environmental consciousness as a covariate 

in the analysis. Specifically, main effects of ad claim (Wilks’ λ: 

F(2, 705)=6.96, p=.001) and ad image (Wilks’ λ: F(2, 705)= 16.64, 

p=.000) existed on affective and cognitive ad attitudes (see 

Table 4). 

Environmental consciousness was significant (Wilks’ λ: F(2, 

705)=40.52, p=.000) for the effects of marketing motive and ad 

appeal types, implying a significant predictor of the two atti-

tudes, affective and cognitive ad attitudes.

Follow-up analyses of covariance (ANCOVA) were executed 

to identify differences by each dependent variable. The result 

indicated that ad claim had a significant main effect on affec-

tive ad attitude (F(1, 706)=5.55, p=.019) while the main effect 

of ad claim on cognitive ad attitude was not significant (F(1, 

706)=1.00, p=.319). Specifically, the result showed that pub-

lic-interested claim elicits higher affective ad attitude than 

Source
Multivariate Univariate F

Wilk’s λ Df Error df F-value Aaff Acog

Marketing motive (MM) .98 2 705 6.96*** 5.55* 1.00

Ad appeal (AA) .96 2 705 16.64*** 15.16*** 1.49

Environmental consciousness .90 2 705 40.52*** 36.53*** 80.02***

MM X AA 1.00 2 705 1.60 2.38 2.67

Note: Aaff=affective ad attitude, Acog=cognitive ad attitude.
* p<.05. *** p<.001.

Table 4. Multivariate and univariate F-values for the dependents 
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firm-interested claim (M=4.98 vs. 4.72), regardless of ad image 

type (soft- or hard-sell image). In addition, the difference be-

tween public- and firm-interested claims in affective ad atti-

tude was significant (t(709)=2.34, p=.020). Consequently, hy-

pothesis 1 was partially supported.

Meanwhile, ad image had a significant main effect on affec-

tive ad attitude (F(1, 706)=15.16, p=.000), while the main effect 

of ad image on cognitive ad response was not significant (F(1, 

706)=1.49, p=.222). A soft-sell ad image generated higher affec-

tive ad response than hard-sell image (M=5.06 vs. 4.64), re-

gardless of ad claim type (public- or firm-interested claim). 

The difference between soft- and hard-sell image in affective 

ad attitude was significant (t(709)=3.91, p=.000). Therefore, hy-

pothesis 2 was partially supported. 

4.3.2. The Influence of Ad Attitudes on Behavioral 

Intention

To predict respondents’ behavioral intention based on the 

affective and cognitive ad attitudes, a multiple linear re-

gression was further conducted. The regression equation was 

significant (F(2, 708)=473.699, p<.001, R2=.572). As shown in 

Table 5, both affective and cognitive ad attitudes were sig-

nificant predictors of visit intention (β=.338; t=7.11; p<.001; 

β=.447; t=9.40; p<.001, respectively), thus providing support 

for hypotheses 3 and 4. 

5. DISCUSSIONS

This study tested consumers’ ad attitudes toward hotels’ 

green marketing including marketing motive (claim) and ad 

appeal (image). The study was conducted to achieve a two-

fold research purpose. First, the study hypothesized the im-

pact of ad stimuli on ad recipients’ attitudes towards the ad, 

and ad attitude was decomposed into affective and cognitive 

domains. Second, the influence of the ad attitudes on beha-

vioral intention was also examined.

Prior hospitality literature has not answered about how ho-

tel marketing practitioners can improve green advertising 

strategy to increase consumers’ behavioral intentions. Given 

advertising consists of the two primary cues, verbal and visual, 

the study applied marketing motives (verbal) and ad appeals 

(visual) from the prior advertising literature to hotels’ green 

advertising. This study identified the mechanism of ad stimuli, 

ad attitudes, and behavioral intention for hotel marketers to 

effectively design green advertising. 

A well-documented research to analyze marketing motives 

has been investigated by marketing researchers (e.g., Fiske, 

Cuddy, & Glick, 2007; Reeder, Kumar, Hesson-McInnis, & Trafi-

mow, 2002). However, very limited research has tested the 

roles of hospitality firms’ CSR marketing motives such as pub-

lic-serving and firm-serving motive, on consumers’ green ad 

responses. Based on the attribution theory, the study revealed 

that the public-interest claim can elicit more positive affective 

ad attitude than the firm-interest claim. 

Meanwhile, ad appeal types (i.e., soft- vs. hard-sell appeal) 

have been tested by marketing researchers (e.g., Ku, Kuo, Wu, 

& Wu, 2012; Nikoomaram & Sarabadani, 2011; Okazaki et al., 

2010), and different impacts of ad appeal types (e.g., value-ex-

pressive vs. utilitarian appeal and substantive vs. associative) 

on consumer responses have been examined. However, very 

little research has simultaneously investigated ad motives and 

appeals in a green advertising context. This study’s result con-

firms that soft-sell ad appeal can more positively lead to affec-

tive ad attitude than hard-sell ad appeal. 

However, the result did not find significant interactive im-

pacts of ad motives and ad appeals on respondents’ ad 

attitudes. Although this study did not find the significant in-

teraction effect, the significant main effects of the ad types 

on ad attitudes allude that marketing motives and ad appeals 

should be taken into considerations in hotels’ green advertis-

Dependent
variable

Independent
variable

Unstandardized coefficients
Standardized
coefficients t

Collinearity

B S.E. β Tolerance VIF

Visit 
intention

Affective attitude .354 .141 .338 7.105*** .267 3.743

Cognitive attitude .469 .050 .447 9.398*** .267 3.743

R2 (adjusted R2)=.572 (.571), F=473.699, p=.000, Durbin-Watson=1.992

*** p<.001.

Table 5. Multiple regression analysis between ad attitudes and visit intention
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ing strategy. 

From a practical perspective, the result yield relevant prac-

tical implications. Hotel marketers can develop public-oriented 

terms such as ‘caring’, ‘help’, and ‘our community’, and 

soft-sell images which deliver abstract, creative, happy, imagi-

native, and warm feeling images if they expect to increase 

audiences’ affective attitude toward the ad. For example, the 

Hyatt enjoys using public-serving claims (i.e., “our planet” and 

“our communities”) that can exert consumers’ affective atti-

tude, implying appealing, attractive, and favorable ad percep-

tions.

As for ad appeals, the Ritz-Carlton illustrates abstract and 

warm feeling images, which can expect to exert consumers’ 

positive affective ad attitude (see Fig. 3). The Marriott, on the 

other hand, presents direct and factual images that can lead 

to their cognitive ad attitude (see Fig. 4). As such, hotel mar-

keters should ensure that ad claims and images can improve 

ad recipients’ affective and cognitive attitudes.

The current study further identified the relationship of ad 

attitudes and behavioral intention (i.e., visit intention). Specifi-

cally, affective and cognitive ad attitudes were significant pre-

dictors of respondents’ visit intention to the hotel. Therefore, 

the study suggests a mechanism for hotel marketers to in-

crease consumers’ visit intention by enhancing affective ad at-

Fig. 4. An example of the hard-sell ad appeal.
Source: http://www.marriott.com/corporate-social-responsibility

Fig. 3. An example of the soft-sell ad appeal.
Source: http://www.ritzcarlton.com/en/communiaty-footprints/our-commitmnet/environment
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titude derived from public-interested claims and soft-sell ad 

images in the green advertising perspective.

This study has several limitations. First, this study adopted 

two marketing motive (claim) types. Different types of ad 

claims should be further considered for generalization of the 

effects. For instance, Kim, Kang, and Mattila (2012) tested two 

ad motive types, prevention vs. promotion hope ad, and the 

types included claims and images. Second, ad recipients’ na-

tionality can impact ad attitudes and behavioral intentions to 

green advertising. This study was restricted to US consumers, 

and future studies can re-examine the study’s model through 

a cross-cultural study including Korean and US consumers. 

Lastly, ad recipients’ perceptions can precede ad attitudes. 

Future studies can introduce possible perception variables 

(e.g., warm-grow feelings) to extend the study’s model. 
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