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Abstract: Green taxes are an instrument for the development of many destinations where overtourism 
generates different externalities, helping to alleviate them and create sustainable tourism. Funds raised 
through green taxes can be used to finance conservation, environmental restoration, and sustainable 
development initiatives. However, these taxes are often unknown to tourists visiting a city and can often 
generate mistrust and even discomfort when they are forced to pay them. In terms of the management 
implications for destinations, green taxes should be seen and conveyed as a means to achieve both 
economic and environmental sustainability of destinations and not yet another tax to be borne by the 
tourist. For this reason, the aim of this study is to explore the factors that affect both the positive attitude 
and the willingness to pay these taxes. Thus, the opinion about green taxes of 120 university students 
from different countries were collected to use a structural equation model (SEM) to try to provide 
answers to the different hypotheses put forward. Young people represent a growing part of the tourism 
market, shaping the trends and practices of the sector, making them central to the future of tourism. The 
study seeks to deepen theoretical knowledge on this subject and to provide a series of conclusions and 
recommendations for education regarding green taxes. In addition, our study on green taxes has a direct 
relationship with the sustainable development goals promulgated by the United Nations, as both seek to 
promote balanced economic, social, and environmental development. 

Keywords: green taxes; sustainable tourism; willingness to pay taxes; international tourism; structural 
equation model (SEM) 
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1. Introduction  

Tourism, as a trade in services, is one of the leading generators of export earnings globally, and 
currently provides one in ten jobs worldwide (United Nations, 2022). However, when we refer to 
sustainable tourism it is a controversial topic (Johnson, 2002). The World Tourism Organization1 
(UNWTO), which is a United Nation Specialized Agency, defines sustainable tourism as “tourism that 
takes full account of its current and future economic, social and environmental impacts, addressing the 
needs of visitors, the industry, the environment and host communities.” The fact is that tourism 
industries often generate negative impacts on the environment, society, culture, and sometimes even 
the economy (Logar, 2010). They provoke a reduction in the quality of life (Cetin et al., 2017) and 
include more detailed related aspects, such as population increase, inflation, air and water pollution, 
congestion, crime, cultural conflicts, social change, and overtourism (Durán-Román et al., 2021; 
Mihalič, 2000; Neshat et al., 2024; Oklevik et al., 2019). This is why there is an increased global focus 
on environmental sustainability and green economic transformation (Wang et al., 2023). 

Regarding existing research on green finance, Li et al. (2023) pointed out the need to address it 
and rated it as of great importance for developed countries. Taghizadeh-Hesary and Yoshino (2019) 
found that green finance tools are an essential and valuable solution to attract private partnerships for 
green projects. In other words, increasing investment flows towards green projects (Meo and Karim, 
2022). In this line, Behera and Sethi (2022) and Zaman et al. (2016) pointed out that the adoption of 
environmental fiscal policies are the best measures aimed at achieving a green industry. Furthermore, 
with this paper we contribute to so-called green growth defined as promoting economic growth and 
development while ensuring that natural assets continue to provide the environmental resources and 
services on which our well-being depends by the Organization for Economic Co-operation and 
Development (OECD). In this regard, pricing instruments, such as green taxes, encourage broad action 
to reduce environmental damage and should be the center of green growth policy. All of this also 
represents progress in the achievement by destinations of one of the sustainable development goals 
(SDGs) such as responsible production and consumption, which has aroused the recent interest of 
researchers in the field of tourism (Ivanov et al., 2024) and more specifically in research on the 
environmental attitudes of tourists (Xiong et al., 2023) and tourist taxation (Chen et al., 2022). 

Internationally, increased efforts in environmental policy are being observed with regard to the 
introduction of environmental costs, environmental offsets, and emissions trading programs (Ilić et al., 
2019). To overcome these problems caused by tourism, it is well-known in economic research that 
payments or taxes could correct some negative externalities that economic actors produce (Do Valle et 
al., 2012). In this sense, touristic tax implementation is widespread worldwide to contribute to 
developing specific actions in the tourist area to preserve historical assets (Logar, 2010). To this end, 
many cities decided to set a tax for a stay in commercial accommodations to finance actions or 
programs to protect the monumental heritage, reduce the environmental impact or improve the 
connections to make local life easier (Durán-Román et al., 2020). However, in many cases, these taxes 
generate problems for tourists, given the lack of knowledge and the lack of education that the 

 
1https://www.unwto.org/. 
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population has about them (Do Valle et al., 2012). So, it is essential to understand how future 
generations will face these payments according to actual implications in environmental and social 
problems. The paper focuses on these markets by analyzing university students from different countries 
with dissimilar social conceptions, concluding that environmental education is key if we want to 
generate awareness among the population when it comes to accepting payment for these tourist 
services. As for the main contributions of this work, as mentioned above, it not only focuses on an 
audience of high interest for tourist destinations, such as university students (Tran et al., 2018), but 
also tries to deepen the understanding of their willingness to pay (WTP) for green fees when they go 
sightseeing. While other works focus on the acceptability (Rotaris and Carrozz, 2019) or the benefits 
of these fees in the destination (Bhandari and Heshmati, 2010), this paper tries to shed light on this 
WTP based on a series of more psychological factors, which allows to advance in the understanding 
of the same which was mainly based on the sociodemographic characteristics of tourists (Schuhmann 
et al., 2019), also including cultural differences derived from the nationality of these students, which 
has been arousing interest in other sectors such as fashion (Khan et al., 2024) but which is still not 
entirely clear in the tourism sector.  

The structure of this paper proceeds as follows: Section 2 discusses the theoretical background 
regarding green taxes and how they help destinations combat the adverse effects of tourism on society. 
The description of the methodology is given in Section 3. The results of the study are described in 
Section 4. Discussion can be found in section 5 and the conclusions of this research in section 6. 

2. Theoretical background 

2.1. Green taxes and their influence on the sustainability of tourism 

For decades, the tourist sector has been demanding the implementation by destination managers 
of a series of strategies to increase the sustainability of these destinations while improving the tourism 
experience (Durán-Román et al., 2020). Different policy instruments have been employed to address 
these issues. The classic approach is to adopt regulatory, or command and control, instruments (Do 
Valle et al., 2012). Following the classification proposed by Perman et al. (1999) on policy instruments, 
a distinction can be made between economic, regulatory and institutional instruments. Economic 
instruments are ecotaxes, fees, financial incentives and tradable construction permits (See for example 
Zaman, 2023). Regulatory or command-and-control instruments include quotas and zoning, and 
institutional instruments refer to eco-labels and changes in property rights. However, few countries use 
economic, regulatory or institutional policy instruments for tourism management (Logar, 2010), such 
as promotion (Ripinga et al., 2024), which can help their sustainable development by achieving the 
agreements of the 2030 agenda, the 2050 horizon or the SDG (Chen et al., 2023; Ivanov et al., 2024; 
Xiong et al., 2023). 

This paper focuses on economic instruments, with tourism taxes being increasingly common 
worldwide to address environmental problems associated with tourism (Do Valle et al., 2012) as well 
as being a viable option for financing these environmental policies (Durán-Román et al., 2020) or help 
in the recovery of destinations after a crisis (Chen et al., 2023). Existing taxes can be restructured with 
green tax reforms to reflect the polluting characteristics of different activities or products, the 
introduction of new taxes, and the elimination of tax exemptions and subsidies that are harmful to the 
environment (Raisová, 2012). In this regard, these are fiscal policies aimed at raising funds to improve 
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the quality of destinations and environmental conservation (Gago et al., 2009; Reynisdottir et al., 2008) 
by integrating environmental consequences into pricing through taxation, thus addressing the failure 
of economic policies to account for the environmental implications of resource use (Sineviciene et al., 
2017). Moreover, green taxes are a flexible instrument, which can be differentiated according to the 
type of accommodation and its location and can be used in different countries to minimize energy 
usage, as well as the time of year and are relatively easy to collect and to target most tourists (Bashir 
et al., 2021; Logar, 2010). Another advantage are the revenues generated which constitute an important 
financial resource for local governments and tourism authorities, both to ensure the sustainability of 
tourism and to improve the quality of tourism experiences (Cetin et al., 2017) and a way to improve 
public coffers and create more robust fiscal systems (Cárdenas-García et al., 2015).  

In sum, improving environmental laws and green taxes are key to climate change policy (Ahmed et 
al., 2022). Note that, these taxes are currently paid in practically all EU countries, with Italy and France 
being the countries with the highest number of cities requiring this fee from tourists2. In sum, green 
finance tools have evolved to foster green economic growth (Tsai, 2024) and sustainability is becoming 
a key element to differentiate tourism markets and be competitive (Durán-Román et al., 2022). 

2.2. What influences a positive attitude towards green taxes?  

These green taxes have been collected from hotels, which help to conserve the environment and 
to improve and maintain the tourism services of the destination that collects those (Gago et al., 2009). 
However, despite the altruistic and environmental conservation motivation of this tax, factors such as 
lack of knowledge about its existence may make tourists reluctant to pay an extra once they check in 
(Do Valle et al., 2012). Thus, author such as Dolnicar (2010) understand environmental behavior as a 
key element in the study of tourist psychology. This author, along with others such as Mehmetoglu 
(2010), identifies environmental awareness as a key factor in understanding this behavior. This factor 
can help explain a positive or negative attitude towards certain social norms and expected behaviors 
within a social group (Christensen et al., 2004), with self-identity being a good predictor of people’s 
behavior, including those related to pro-environmental actions (Fekadu and Kraft, 2001). Bringing the 
two concepts together, we see how pro-environmental self-identity can be defined as an individual’s 
self-perception towards specific pro-environmental policies, being a good predictor for several 
categories of behavior, namely waste reduction, regular water, and domestic energy conservation 
(Whitmarsh and O’Neill, 2010): 

H1: The higher pro-environmental self-identity implies a positive attitude toward green taxes. 
It is not only this cognitive or self-perception component that has to be considered when assessing 

the attitude toward green policies, as the behavioral component also plays a key role in this relationship 
(Milfont and Duckitt, 2010). While the former refers rather to a positive perception, this one focuses 
on the adoption of these policies (Yang et al., 2022). Thus, this environmental attitude can be defined 
as a favorable behavior towards environmentally friendly policies that leads consumers to adopt such 
policies with altruistic characteristics (Rustam et al., 2020). This environmental attitude has been 
gaining weight among different sectors of the population (Yang et al., 2022), which not only makes 
them change their consumption patterns but also makes them more inclined to take external measures 
that benefit the environment (Oliver, 2013). With all this, we establish: 

 
2https://www.hosteltur.com/130006_tasas-turisticas-en-espana-y-en-europa-en-2019-lo-que-hay-que-pagar.html. 
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H2: A greater environmental attitude will improve the attitude toward green taxes. 
Finally, the culture of the country of origin has to be taken into account when it comes to studying 

psychological variables, especially in cross-cultural studies such as this one (Sabiote-Ortiz, 2010). The 
measurement of culture has been treated in the usual way following Hostede’s scheme of different 
cultural dimensions (Hofstede, 1980; Hofstede and Bond, 1984). On one side, individualism 
characterizes people focused on looking after themselves and their immediate family only, while on the 
opposite side, collectivism stands for society in which people concentrated more on group belonging, 
cohesion, and protecting others in exchange for unquestioning loyalty (Hofstede et al., 2010).  

In relation to collectivism and individualism, numerous studies have dealt with their relationship 
with attitudes towards different green policies (Chwialkowska et al., 2020; Higueras-Castillo et al., 
2019; Kumar et al., 2014; McCarty and Shrum, 2001; Owen and Videras, 2006; Sharma and Singh, 
2022). It could be reasonable to suppose tourists from collectivistic culture have a more positive 
attitude towards green policies (and are more likely to pay environmental taxes) for the common good 
(Chwialkowska et al., 2020). For instance, Kumar et al. (2014) postulated that people who are more 
collectivistic are likely to be concerned more about environmental problems than those who are less 
collectivistic. Following this line of reasoning, there are many studies indicating a positive relationship 
of collectivism with a positive attitude towards green products (Sharma and Singh, 2022). Moreover, 
research shows that the level of collectivism-individualism is a determinant of the formation of 
different pro-environmental behaviors. Collectivists are more likely to engage in recycling behavior 
because they are more cooperative, more willing to help others, and prioritize group goals over 
personal goals than individualists (McCarty and Shrum, 2001). The country with the highest level of 
collectivism develops stronger eco-friendly behaviors and stronger intentions to adopt renewable 
energy technologies (biomass and solar) (Higueras-Castillo et al., 2019). Finally, according to Owen 
and Videras (2006) people in collectivistic societies are more likely to state pro-environment attitudes 
and intentions to pay higher taxes to protect the natural environment. In sum, we can conclude that: 

H3: As the country becomes more collectivist, its citizens will develop a more pro-green tax 
attitude. 

2.3. The moderator effect between the attitude toward a tax and the willingness to pay for it 

In recent decades, the idea of sustainable tourism and efforts to mitigate its negative consequences 
have gained momentum (Durán-Román et al., 2020). Before adopting green taxes as a policy measure 
for environmental sustainability, it is necessary to determine people’s WTP for its consequently 
effective implementation (Do Valle et al., 2012). The WTP can be expressed as the assessment that 
citizens who visit a destination have about its existence and the protection of their heritage which may 
represent benefits to non-users and constitute a substantial part of the total economic value of an area 
(Reynisdottir et al., 2008). Therefore, it is necessary to consider these characteristics before 
implementing a possible green tax policy in a certain destination. Understanding the behavior of the 
WTP helps formulate policies to increase recreational benefits, balance the flow of tourists, and 
minimize tourism congestion (Bhandari and Heshmati, 2010). 

Many studies have been conducted on the WTP concerning environmental issues from the first 
published by Farhar and Houston (1996), as Sundt and Rehdanz (2015) pointed out in their study, 
which analyzes electricity from renewable energy in the United States. Focusing on the tourism sector, 
Gupta (2016) measured people’s awareness, responsiveness, and WTP to mitigate the CO2 emissions 
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problem of the passenger road transport sector. Fairbrother (2019), presented results from survey 
experiments investigating the conditions under which Britons are WTP taxes for polluting activities. 
Rotaris and Carrozzo (2019) evaluated the acceptability of a green tax and examined how it should be 
designed to better satisfy tourist preferences and, improve tourism sustainability in the Italian context. 
Their results showed that WTP for the tourist tax depends not only on the vacation and type of tourist, 
but also on how the tax revenue is used. Shehawy et al. (2024) identified the factors affecting consumer 
to pay more for green hotels across nations: intention, attitudes, and consumer effectiveness play 
critical role in improving WTP more for green hotels. Others have focused on the characteristics of the 
tourist and the itinerary to explain it (Göktaş and Çetin, 2023). Finally, Rotaris (2022) described in the 
paper the choices of policy makers in setting the tourist tax and compares them with the preferences 
of tourists, paying particular attention to the tax rates and the destination of choice. In analyzing tourists’ 
preferences, it was shown that the acceptability of the tax increased significantly when the respondent 
knew that the tourist tax was earmarked for specific purposes. 

In addition, the literature on WTP identifies, in different contexts, both the factors that determine 
such payment preference and the amount tourists are WTP (Chen et al., 2016; Durán-Román et al., 
2021). In this regard, recent studies show that a large majority of tourists would pay an additional tax 
to improve their tourism experience (Cetin et al., 2017; Durán-Román et al., 2021) and to enhance 
greater sustainability at the destination (Durán-Román et al., 2021). According to Reynisdottir et al. 
(2008), the introduction of entrance green taxes will reduce congestion at natural attractions and thus 
improve the experience for tourists, who would be WTP more for this enhanced benefit. In this sense, 
as we have previously highlighted, both the pro-environmental self-identity, the environmental attitude 
and the culture of the country of origin play a fundamental role in the formation of a positive attitude 
towards this type of policies (Higueras-Castillo et al., 2019; Oliver, 2013; Whitmarsh and O’Neill, 
2010). Thus, it is expected that those tourists more in favor of them are less reluctant to pay for them 
(Chen et al., 2016; Gupta, 2016), without detriment to their satisfaction with the destination (Berezan 
et al., 2013; Filimonau et al., 2022). This is why: 

H4: A positive attitude towards green policies has a positive effect on the willingness to pay for it. 

3. Methodology 

This work was carried out in the cities of Jaén (Spain) and Torun (Poland) among university 
students from different international programs. This segment is very important for international 
tourism, and this has been noted in the literature (Glover, 2011; Ryan and Zhang, 2007), since their 
tourism behavior patterns are much more active than those of other same age groups (Tran et al., 2018) 
and their contribution to the economy of the destinations is quite important (Taylor et al., 2004). Thus, 
120 business students were interviewed at the Universities of Jaén and Nicolaus Copernicus during 
2022. Following the personal features plotted in the Figure 1, these students from international degree 
programs were mainly women (62%) with an average age of 21 years and of different nationalities, 
where, logically, Polish (37%) and Spanish (43%) prevailed, but there were also others such as Russian, 
Azerbaijani, Kazakh, Chinese, Italian, Equatorial Guinean, and from the USA. 
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Figure 1. The pie charts depict the age, gender, and nationality of respondents. Source: Authors. 

The surveys were conducted during a series of sessions held at these Universities. These sessions 
were aimed at students studying a degree in business administration in English and it was up to the 
students to decide whether or not to attend the sessions. The session consisted of 3 phases: in the first 
phase, the dynamics of the session were explained to them and they were told what green taxes were. 
After this brief introduction of less than 10 minutes through a mobile application, they were asked to fill 
in the survey, and finally, once the survey was completed, a session on awareness of over tourism and 
how these green taxes could mitigate its effects, thus avoiding possible biases. In the survey they were 
asked about: (1) their pro-environmental self-identity (Whitmarsh and O’Neill, 2010), (2) their proactive 
attitude towards climate change (action for climate change) (Becken, 2004), (3) their attitude towards 
green policies (Ru et al., 2019), and (4) their WTP for green taxes in a tourist destination (González-
Rodríguez et al., 2019; Han et al., 2009). A Likert scale on a 1 to 7 point was used, among other questions. 
The questionnaire is available at the following link: https://forms.gle/V8ZSRsJTjbYmcUEs9. All latent 
variables reached the minimum Cronbach’s alpha of 0.7 recommended in the literature (Nunnally, 1994) 
(see Table 1). 

A structural equation model (SEM) using AMOS Graphics software (IBM SPSS version 24) has 
been used to answer the 4 hypotheses formulated. Given that the sample size is sufficient (n > 100) 
and the final objective of this work is the confirmation of a theoretical model, a covariate-based 
procedure (CB-SEM) has been chosen over PLS following the recommendations of Hair Jr et al. (2017). 
After the corresponding outlier analysis using cook’s distance procedure (Sullivan et al., 2021), 3 
outliers were removed, leaving the final sample size at 117 students. To check the reliability of the 
results for this type of analysis with this sample, the G-Power* software was used, which showed a 
reliability (1−𝛃) of 98% when the minimum power to assume an error 𝜶=0.05 is an 80% (Cohen, 1998), 
so this sample is more than enough to assume reliable results at 95% confidence. Finally, prior to the 
analysis of the results, the multivariate normality of the different variables is checked, as well as the 
goodness of fit of the model, which will be analyzed in the following section. 

 

 



656 

Green Finance  Volume 6, Issue 4, 649–665. 

Table 1. Latent variables identification. 

Item Latent variable Cronbach´s 

Alpha 

Source 

I think of myself as an environment-friendly consumer. 

I think of myself as someone who is very concerned about 

environmental issues. 

Pro-environmental 

self-identity 
0.75 

(Whitmarsh and 

O’Neill, 2010) 

The production of electricity from renewable sources such as 

solar, wind, and biomass is an effective way to combat global 

climate change. 

 

We need more government regulations to force people to 

protect the environment. 

There is urgent need to take measures to prevent global 

climate change today. 

 

Global climate change will have a noticeably negative impact 

on the environment in which my family and I live. 

Action for climate 

change 
0.89 (Becken, 2004) 

I am positive about environmental policies. 

 

I am generally satisfied with environmental policies. 

 

I think environmental policies are worth it. 

Attitude towards 

green policies 
0.72 (Ru et al., 2019)

Tourist should pay a green tax to protect the environment. 

 

Tourist should pay a green tax to protect future generations. 

 

In short, tourist should pay a green tax for sustainable 

tourism. 

Willingness to pay 0.95 

(González-

Rodríguez et 

al., 2019; Han 

et al., 2009) 

Source: Authors.  

4. Study results 

First, the multivariate normality analysis of the variables included in the model is undertaken, 
noting that all skewness and kurtosis values are below the critical scores of 3 and 8, no multicollinearity 
problems either (Kline, 2023). Regarding the goodness of fit, we see that the default model fits well in 
terms of CFI (0.901) and GFI (0.926) (Bentler and Bonett, 1980; Browne, 1993), and the information 
criteria of the default model with respect to the independence model improve significantly in all criteria 
(Akaike, Bayesian, and Consistent Akaike) (see table 2). 
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Table 2. Information criteria analysis. 

 AIC BIC CAIC 

Default model 49,92 83,07 95,07 

Saturated model 30,00 71,43 86,43 

Independence model 168,48 182,29 187,29 

Source: Authors. 

Following the formulation of the hypotheses, the paper proposed the path analysis below to test 
the significance of the hypotheses. Based on Section 2 could be designed the path model of Figure 2. 
The modelling expects a positive relation between the pro-environmental self-identity and attitude 
toward green taxes policies. In this sense, it assumes that the respondent more sensitive to the 
environmental problems will present more predisposition to accept the green taxes (Malerba, 2022). 
On the contrary, considering the dichotomy between individualism and collectivism, the culture will 
negatively affect the tolerance of green policies. Finally, the global attitude to these green actions will 
positively affect the WTP to finance these policies. 

 

Figure 2. Conceptual model. Source: Authors. 

These relationships were tested, resulting in all hypotheses being fulfilled. Thus, as we can see 
in Table 3, we observe a quasi-significant and positive relationship between pro-environmental self-
identity and attitude towards green policies, (𝛃 = 0.17; p-value = 0.05), which indicates that a greater 
self-perception by people as pro-environmental will improve their attitude towards this type of 
policies in those places where they are implemented, confirming the first of the hypotheses proposed. 
The second hypothesis established an equally positive relationship between environmental attitudes 
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and attitudes toward green policies. As can be seen, not only is it significant (p-value < 0.01) but it 
is also the most decisive factor in explaining the positive attitude towards green policies (𝛃 = 0.50). 
The third hypothesis is also partially supported (p-value = 0.05). Thus, and considering the negative 
sign of the relationship, we see that as the country moves up the Hofstede scale in its levels of 
individualism (Hofstede et al., 2010) the positive attitude towards these green policies decreases, 
which is in line with what was stated in hypothesis 3. The last of our hypotheses established a positive 
relationship between attitudes toward green policies and WTP for them. Hypothesis 4 is also 
supported (p-value < 0.01) and the high value of the relationship (𝛃 = 0.59) suggests its importance 
in explaining this predisposition towards green policies among university students. 

Table 3. Summary of the results. 

Hypothesis Beta (S.E.) p-value Decision 

H1: The higher pro-environmental self-identity the positive 

attitude toward green taxes 

0.17 (0.09) 0.05 Partially supported 

H2: A greater environmental attitude will improve the 

attitude toward green taxes 

0.50 (0.08) 0.00 Supported 

H3: As the country becomes more collectivist, its 

individuals will develop a more pro-green tax attitude 

−0.02 (0.01) 0.05 Partially supported 

H4: A positive attitude towards green policies has a 

positive effect on the willingness to pay for it 

0.59 (0.12) 0.00 Supported 

Source: Authors. 

5. Discussion of the results 

Once the results obtained have been analyzed, it is necessary to place them critically in the existing 
literature. WTP has been studied recently, but from the perspective of the socio-demographic characteristics 
of the tourist and their stay in the destination (Göktaş and Çetin, 2023) while this paper focuses on 
psychological characteristics of the tourist, which have been less studied in recent literature. Thus, the first 
of our hypotheses proposed a positive relationship between the individual’s pro-environmental self-
perception and a positive attitude towards green policies. Previous literature supports these results. 
Different authors have established the importance of studying this type of psychological variable in this 
type of research (Dolnicar, 2010). However, not many studies have dealt with it, focusing more on 
sociodemographic variables of the individual (Do Valle et al., 2012) or on factors related to previous visits 
to the destination (Schuhmann et al., 2019). Although, as our results indicate and as suggested by authors 
such as Fekadu and Kraft (2001), the self-perception of an individual can be a good predictor of their 
behavior, which was verified years later by Whitmarsh and O’Neill (2010), but they were more oriented 
towards the adoption of behaviors related to saving resources. Therefore, our work brings together these 
perspectives, demonstrating what these authors already suspected, that an individual’s pro-environmental 
self-perception positively affects the adoption of actions related to environmentalism. The second of our 
supported hypotheses, which establishes that a pro-environmental attitude positively influences the attitude 
towards these green policies, is framed in the same line that deals with psychological factors. Indeed, the 
literature is oriented along these lines. It is not only one’s self-perception that will help explain whether an 
individual is more or less favorable to certain green policies, but also his or her attitude and behavior 
(Milfont and Duckitt, 2010). This pro-environmental attitude and behavior will therefore not only affect 
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the performance of certain pro-environmental activities but will also help to explain the assimilation of 
other types of external policies other than their behavior, such as these green policies (Oliver, 2013). 

Moving away from the psychological variables of individuals, the literature has also been working 
on the effects of the individual’s culture on attitudes towards green policies (Owen and Videras, 2006). 
In this sense, several papers support our results. Thus, we see how Higueras-Castillo et al. (Higueras-
Castillo et al., 2019) find that the most collectivist societies are the ones that best assimilate eco-friendly 
behaviors. Moreover, in line with our results, it has been shown that this type of collectivist culture is 
more likely to adopt pro-environmental behaviors, even to pay for them (Chwialkowska et al., 2020). 
This influence has already been demonstrated in recent studies in the fashion sector (Khan et al., 2024), 
and this paper is one of the first to analyze this relationship from the perspective of green taxes. 

Finally, the fourth of our hypotheses established that a favorable attitude towards these green 
policies had a positive effect on the willingness to WTP for them. This concern arises in the literature 
due to the increasing number of fees that tourists are forced to pay when visiting a destination (Durán-
Román et al., 2020), which may lead to lower satisfaction at the destination (Filimonau et al., 2022). 
However, our results show how this effect can be attenuated in individuals with a more favorable 
attitude towards these policies. Other authors have worked along the same lines, reaching similar 
conclusions, notably Chen et al. (2016) and Gupta (2016), who suggest that people with a favorable 
attitude towards certain policies or actions are less reluctant to pay for them. This final hypothesis is 
particularly relevant as it shows the predisposition of tourists to finance the destination through these 
green taxes, which is of vital importance for the correct adoption of green tax policies (Behera and 
Sethi, 2022) that help the destination to achieve sustainable growth through its own tourism activity.  

6. Conclusions 

The conclusions drawn from this study are presented, divided into theoretical and practical 
implications, as well as highlighting the limitations of this work. First, with respect to the theoretical 
implications of this research, we see that it is one of the first to be able to relate a series of psychological 
variables of tourists to their WTP a tourist tax. Specifically, we observe how both their environmental 
attitude and pro-environmental self-identity, through the moderating effect of their positive attitude 
towards green policies, increase their WTP for them. This contribution is key to further study of the 
psychology of tourists and their pro-environmental actions (Do Valle et al., 2012). It may also help to 
lay the basis for a future predictive model of tourist pro-environmental behavior in a destination. On 
the other hand, this study is also pioneering in demonstrating the relationship between this positive 
attitude towards green policies and the WTP for them. Previous studies had focused more on the 
adoption of certain behaviors or concern for environmental issues (Higueras-Castillo et al., 2019; 
Kumar et al., 2014) or on the socio-demographic characteristics of the tourist (Göktaş and Çetin, 2023), 
without taking into account that often the adoption of these behaviors entails a cost for the tourist, 
which he or she must be WTP. Finally, the study of culture as a predictor of the adoption of certain 
environmental behaviors is further explored, but with the addition, along similar lines to that explained 
above, of having shown how people who come from individualistic cultures are less likely to pay for 
these types of actions, not just to adopt them (Chwialkowska et al., 2020). 

In terms of the management implications for destinations, this tax should be seen and conveyed 
as a means to achieve both economic and environmental sustainability of destinations, and not yet 
another tax to be borne by the tourist. This will improve people’s attitude towards this type of fee, 
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especially for those with a high pro-environmental self-perception and who also have an active 
environmental attitude, which will also prevent the payment of yet another fee from harming the 
tourist’s enjoyment of the destination (Filimonau et al., 2022). On the contrary, there is a need for more 
education about the benefits of paying these fees in more individualistic cultures, especially at a 
younger age (Foss and Ko, 2019). Therefore, it is recommended that destinations carry out effective 
communication about the destination of these taxes, thereby improving attitudes towards this type of 
policy and increasing the WTP for them. Moreover, the study of WTP on these rates may be of vital 
importance for many destinations, as they could help in the recovery of destinations hit by a crisis 
(Chen et al., 2022), in financing the costs generated by the tourist activity itself in the destination (Kato 
et al., 2011), in the promotion of their destinations (Ripinga et al., 2024), and in the achievement of 
some SDGs outside of tourism (Ivanov et al., 2024; Xiong et al., 2023). Furthermore, as reported by 
Göktaş and Çetin (2023), “it would be interesting to study the WTP of tourist taxes in more destinations” 
using a sample of two cultural destinations such as Jaén and Torun.   

In addition, as in any other work, this research has a few limitations. The first of these refers to 
the sample, both in terms of size and the type of individual interviewed. Regarding the former, it has 
been proven that the power of contrast for this type of methodology with the sample that has been 
obtained is more than sufficient to achieve reliable results. The use of university students as 
respondents should not be a problem, since they have a much more active international tourist profile 
than other segments of the population (Tran et al., 2018). However, we must bear in mind that this is 
a very specific segment of the market with limited disposable income, essentially provided by their 
families. Therefore, caution is urged in interpreting these results, which are more exploratory in nature, 
and other authors are invited to replicate this study to find out the intention of other students in other 
settings. Finally, we point out another limitation when considering the aggregate analysis of the data 
as each respondent might have thought in terms of different values. Recognizing these limitations is 
crucial for the credibility of the research as it helps to understand the context of the findings and 
provides a basis for future research that addresses these limitations. In addition, it has been considered 
that a multicultural context was required, so these students came from the English degrees offered in 
the different universities, thus bringing together more than 15 different nationalities from 5 continents. 

Finally, our study on green taxes has a direct relationship with the SDGs (United Nations, 2022), 
as both seek to promote balanced economic, social and environmental development. We focus on the 
SDG 12: Responsible Consumption and Production, specifically the “Target 12.b Develop and 
implement tools to monitor sustainable development impacts for sustainable tourism that creates jobs 
and promotes local culture and products.” In short, with this goal in mind, we ask ourselves the 
following question: How can I help as a consumer of a tourist destination? The answer would be to act 
thoughtfully at the time of purchase and opt for a sustainable option or destination whenever possible. 
This greatly justifies and promotes our research in line with other recent studies such as Chen et al. 
(2022), Ivanov et al. (2024) or Xiong et al. (2023).  
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