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A B S T R A C T   

This paper aims to explore the structural relationships between the dimensions of green experi
ential outcomes and their four drivers – green experiential learning, green experiential motiva
tion, green experiential value and green experiential benefits. A convenience sample of 410 
undergraduate students who took the courses in sustainable tourism management in one uni
versity located in Gland of Switzerland was surveyed. The results will assist green tourism edu
cators in developing and implementing sustainability degree programs to increase green 
experiential learning, green experiential motivation, green experiential value, and green expe
riential benefits in order to promote students’ perceptions of green experiential outcomes.   

1. Introduction 

Alinaghian and Karamipour (2015) define green education as organized efforts to teach how natural environments function, and 
particularly, how humaneings can manage behavior and ecosystems to live sustainably. The aim of green education is to provide 
“sustainability education” and empower students to learn and adopt lifelong habits of environmental stewardship (Wu, 2011). Edu
cation for sustainable development has been considered as a powerful tool of change, enabling students to take the actions and de
cisions needed to build a fair and economically viable society respectful of both cultural and environmental diversity. In response, 
green education has been placed at the center of the 2030 UNISCO agenda along with its 17 sustainable development goals (UNESCO, 
2015). The role of higher education in sustainable development is to facilitate the fundamental moral and cultural changes necessary 
for creating a sustainable society (Bowers, 1995, 1997, 2001). To promote a sustainable society, higher education has a duty to engage 
with social and political issues and foster environmental justice. Through this process, universities not only bring about cultural 
change, but also reflect certain existing cultural characteristics that may limit the scope for change (Zou, Zhao, Mason, & Li, 2015). 
Kangas (2010) proposes that a nature-related facility, such as a garden, could be one of the most important components of power 
learning environments; its function would aid the transfer of knowledge and enhance students’ informal learning experiences. Without 
green experiences, any well-designed educational tools would not be able to achieve educational value (Cheang, So, Zhan, & Tsoi. 
2017). The increasing importance of sustainability worldwide reveals the need for more corporate responsibility regarding sustain
ability within the tourism industry as it continues to grow. Since students will become the leaders of the future, it becomes pro
gressively more significant to prepare them to cope with challenges that the industry faces in the 21st century (Mansour, El-Kafy, & 
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Hussein, 2018). Accordingly, integrating sustainability into the tourism program is a worthy topic of discussion (Barber, Deale, & 
Goodman, 2011; Boley, 2011). Despite the close relationship between sustainability and tourism industries, none of the studies focuses 
on integrating sustainability into the tourism program from students’ experiential perspectives in higher education. 

Bitner and Hubbert (1994) propose that experiential outcomes explain how well the total experience in an organization meets the 
consumer’s expectation. According to Fassnacht and Koese (2006), experiential outcomes are the results of a transaction and refer to 
those with which a consumer might be left at the end of a transaction encounter. Wu, Ai, and Cheng (2019) propose that experiential 
satisfaction, experiential loyalty and experiential switching intentions consist of experiential outcomes. According to Jenkins and 
Schröder (2013), tourists generally want the experiential outcomes from the product they have purchased and are not really engaged in 
the green practice. Mody, Suess, and Lehto (2019) consider that being green is a key variable that influences customers’ desirable 
experiential outcomes, such as emotions, memorability, and brand loyalty. To the best of our knowledge, none of the studies focuses on 
experiential outcomes from green perspectives and examines whether green experiential satisfaction, experiential loyalty and expe
riential switching intentions consist of green experiential outcomes in higher education. 

Zhai, Gu, Liu, Liang, and Tsai (2017) indicate that experiential learning has a positive influence on student satisfaction. Wu, Chang, 
and Wu (2019) find that experiential satisfaction is positively influenced by experiential motivation. Wu, Cheng, and Ai (2018a) and 
Wu, Li, and Li (2018d) present that experiential value has a positive influence on experiential satisfaction. According to Foster (2014), 
the experiential benefits of tourism have been considered as important factors in tourist satisfaction. Several studies (Wu, 2017; Wu & 
Ai, 2016; Wu & Cheng, 2018, 2019) propose that experiential satisfaction positively influences experiential loyalty. Wu, Ai, and Cheng 
(2019) find that experiential switching intentions are negatively influenced by experiential satisfaction and experiential loyalty. 
Because more and more consumers are embracing green initiatives and their perceptions of environmental, ethical and social stew
ardship are continually growing, the sales of green products have increased and more consumers have been willing to pay higher prices 
for green products over the past decade (Chen, Lai, & Wen, 2006; Wu & Cheng, 2017, 2019). There are five reasons for education to 
adopt green experiential marketing: compliance with environmental pressures, obtaining competitive advantages, improving orga
nizational images, seeking new markets or opportunities and enhancing product experiential value (Chen, 2008; Wu & Cheng, 2017, 
2019). Also, there are incentives for education to undertake green experiential marketing. However, green experiential marketing has 
not been fully explored in the academic community. Although previous studies have paid great attention to exploring the relevant 
issues of experiential learning, experiential motivation, experiential value, experiential benefits, the dimensions of experiential out
comes (experiential satisfaction, experiential loyalty and experiential switching intentions), none explores them about green or 
environmental issues. This study focuses on finding the correct standpoint and evaluation for new and novel concepts of green tourism 
education and experiential marketing in compliance with the environmental trends to increase the dimensions of green experiential 
outcomes from their drivers: green experiential learning, green experiential motivation, green experiential value and green experi
ential benefits. Accordingly, the purpose of this paper is to test the relationships between green experiential learning, green experi
ential motivation, green experiential value, green experiential benefits and the dimensions of green experiential outcomes (green 
experiential satisfaction, green experiential loyalty and green experiential switching intentions) perceived by students in tourism 
higher education. 

This study contributes to the theoretical advancement of the field of green tourism educators by empirically testing the re
lationships between green experiential learning, green experiential motivation, green experiential value, green experiential benefits, 
green experiential satisfaction, green experiential loyalty and green experiential switching intentions. From a practical perspective, 
this study can help green tourism educators to better understand green experiential outcomes using the proposed model and provides 
useful information to marketing managers who are designing green programs for tourism higher education. The study findings will 
provide green tourism educators with a clear understanding of how to increase perceptions of green experiential outcomes via their 
drivers: green experiential learning, green experiential motivation, green experiential value and green experiential benefits. This will 
help green tourism educators to know exactly where and how to allocate their money to do the most good, considering the scarcity of 
resources. 

2. Related concepts and hypotheses 

2.1. Green experiential learning 

Experiential learning is becoming one of the most important topics in educational research (Kolb & Kolb, 2005). In the last few 
decades, many studies have been performed in the field of experiential learning in order to develop a theoretical framework of 
experiential learning, or explore what elements are influencing the outcome of experiential learning (Yang & Wong, 2018). In Kolb’s 
study (Kolb, 1984), experiential learning is defined as “the process whereby knowledge is created through the transformation of 
experience; and knowledge results from the combination of grasping and transforming experience (p. 38).” According to Kolb and Kolb 
(2005, p. 205), “the enhancement of experiential learning in higher education can be achieved through the creation of learning spaces 
that promote growth-producing experiences for learners.” In essence, experiential learning focuses on learners reflecting on their 
experience of doing something, so as to gain conceptual insight as well as practical expertise (Bates, 2020). Experiential learning not 
only presents the educator with a tool that can engage the learner with complicated material, but also helps to illustrate the complexity 
of real world ecological and human systems (Ritchie, 2013). Also, it is a stimulus to the natural environment because it leads to greater 
appreciation of nature, thus promoting environmentally responsible behavior (Beaumont, 2001; Green & Farazmand, 2012; Mittel
staedt, Sanker, & VanderVeer, 1999). Several studies (De Groot & Steg, 2007; Higham & Carr, 2002; Stern, 2000) argue that expe
riential learning can invoke students’ negative feelings of regret and their moral correctness or incorrectness, which serve as a positive 
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catalyst for their conservation behavior. Based on the definitions above, this study proposes a novel construct, green experiential 
learning, and refers to Kolb (2014) in defining it as a particular form of learning that is in contrast with traditional classroom learning, 
with an emphasis on bona fide in-context eco-friendly curricula and experience as the primary learning source. Goralnik and Nelson 
(2014) propose that green experiential learning is a robust and effective pedagogy relevant to developing the complex worldviews 
necessary for approaching environmental problems that have a mix of causes and effects with uncertain solutions. To make 
eco-friendly environments, experiential learning is a basic and important part of the curricula both in the school, and for providing 
students the opportunity to learn outside of the classroom (Parrott, 2016). 

2.2. Green experiential motivation 

Bloch, Ridgway, and Dawson (1994) present that experiential motivation is strongly associated with experiential consumption 
itself for recreational and social activities. Wu and Chang (2019) describe experiential motivation as motivation associated with 
experiential consumption itself for tourism activities. Experiential motivation is a critical factor and a driving force behind tourist 
behavior; however, understanding tourists’ experiential motivations is becoming increasingly important in the tourism industry 
(Huang & Hsu, 2009). Since experiential motivation has a hedonic or recreational orientation, the store or mall visit is made for the 
pleasure inherent in the visit itself (Suryanarayana, 2013). Kabadayi and Gupta (2011) indicate that experiential motivation is 
relatively unstructured and recreational in nature while goal-directed motivation focuses on the end goal. Consumers with experiential 
motivation are focused on the process where he or she allocates effort to activities where the process rather than the end state is the 
reward (Deci & Ryan, 1985). In general, the self affects the selection and construction of an individual’s environment (Bandura, 1986) 
and impact on his/her experiential motivation (Bandura, 1993; Wu & Chang, 2019) through self-efficacy. Green motivation describes 
the tendency of people to be enthusiastic or encouraged to pursue experiential practice and behavior which promote environmental 
conservation, by reducing the negative impacts which human activities have on the environment. In the context of green motivation, 
the intention to conserve the environment is not a one-time activity; rather, it forms a part of the lifestyle of the individual and in
dustries who favor green products (Haider & Kakakhel, 2017). Experiential motivation programs are an effective tool for increasing 
student participation in pro-environmental initiatives (Forman & Jørgensen, 2001; Wu & Chang, 2019). It seems that the area of 
experiential motivation should be treated as principal from the point of view of the effectiveness of pro-environmental human resource 
practice and the input of the human resource function into the sustainable development of organizations (Bombiak & 
Marciniuk-Kluska, 2018). Referring to Muduli and Barve (2013) and Wu, Chang, and Wu (2019), this study proposes a novel construct, 
green experiential motivation, and defines it as the experiential efforts made to shift the student attitudes from negative to positive 
towards environmental curricula provided by the school. Stimulating students’ green experiential motivation is considered to play a 
key role in developing eco-friendly curricula provided by the school. 

2.3. Green experiential value 

Experiential value is defined as the psychological benefits that are obtained by a consumer after his or her interaction with the 
environment related to consumption other than the functional benefits (Chan, 2009). On the basis of past psychology literature on 
daily life experience (Hektner, Schmidt, & Csikszentmihaly, 2007) and the stimulus-organism-response framework (Mehrabian & 
Russell, 1974), the aforementioned interaction between the individual and the environment would result in both an emotive and a 
cognitive aspect. Therefore, experiential value would have both emotive and cognitive outcomes, which are referred to as emotional 
and intellectual value (Chan, 2009). Fiore and Kim (2007) present a conceptual framework for the influences on the consumption 
experience exerted by the inputs of environmental variables, individual variables, and person-environment interaction variables or 
situations. The experiential value increases when service encounters (including interactions with service employees or other con
sumers) are perceived as positive. Keng, Huang, Zheng, and Hsu (2007) find that personal interaction encounters and physical 
environmental interaction encounters positively influence experiential value. With respect to experiential value and environmental 
behavior, Russell and Russell (2010) state that if tourists could gain beneficial experiences in areas requiring payment, they would be 
more motivated to protect the environment. Moeller, Dolnicar, and Leisch (2011) describe that the higher the travel expenditure the 
stronger the environmental awareness. Chiu, Lee, and Chen (2014) and Wu et al. (2018a, 2018d) argue that the tourists with higher 
emotional cognition of the destination and higher experiential value during the trip, would increase their concern with the 
eco-environment of the destination which would therefore, enhance their environmentally responsible behavior. Referring to several 
studies (Gupta, Dash, & Mishra, 2019; Lin, 2018; Wu et al., 2018a, 2018d), this study proposes a new concept, green experiential value, 
and defines it as the students’ perceptions of curricula provided by the school based on interactions involving either direct use or 
indirect observation of its eco-friendly aspects. Although previous research has strongly confirmed that experiential value improves 
consumers’ perceptions and behaviors towards products/services (e.g. Brakus, Schmitt, & Zarantonello, 2009; Chang & Chieng, 2006; 
Shobeiri, Laroche, & Mazaheri, 2013), the effect of experiential value on the relationship between students and eco-friendly curricula 
remains sparse in tourism higher education. 

2.4. Green experiential benefits 

Experiential benefits are defined as desires for products/services that provide sensory pleasure, variety and/or cognitive stimu
lation (Adams, 2016). They relate to what it feels like to use the product and also usually correspond to product attributes. These 
benefits satisfy experiential needs such as sensory pleasure and cognitive stimulation (Orth & De Marchi, 2007). According to 
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Mathwick, Malhotra, and Rigdon (2001), experiential benefits refer to a new and different source of shopping value that goes beyond 
the traditional values of price and quality. Those benefits mainly aim to enrich the ‘consumption experience itself’ (Mathwick et al., 
2001) and leave customers with unique, lasting and pleasant memories of their interactions with products/services (Pine & Gilmore, 
1998, 1999). Experiential benefits derived by the green consumers, influence their need for satisfaction in terms of environmental care 
and contribution to the social well-being (Ahmad & Thyagaraj, 2015). Environmental innovation products have experiential benefits 
for consumers, which satisfy experiential needs such as sensory pleasure, variety and cognitive stimulation (Keller, 1993). The green 
experiential benefits of attaining corporate social responsibility are an outcome of implementation of information and communication 
technology in higher education (Suryawanshi & Narkhede, 2015). Referring to Keller (1993), this study proposes a novel construct, 
green experiential benefits, and defines them as the satisfaction that the students experience in taking eco-friendly curricula provided 
by the school, linked to the related attributes (i.e., sensory pleasure, variety and cognitive stimulation). However, the concept of green 
experiential benefits remains scarce in tourism higher education. 

2.5. Experiential outcomes 

Experiential outcomes are those mental states of well-being that people perceive they derive from their activity engagement. More 
precisely, these outcomes—which include exercising, relaxing mentally and physically, developing skills, and being with family or 
friends—are the source of that feeling of pleasure or satisfaction that is the immediately experienced benefit of engaging in activities 
(Brown, 2017). According to Zuieback (2013), experiential outcomes are more intangible but no less critical. Experiential outcomes 
relate to the kinds of experiences and dynamics that need to be created for a team to be more effective and functional in achieving their 
rational outcomes. Wu (2017) argues that experiential outcomes can be described as those which a consumer actually receives from a 
transaction or are delivered by the provider. Wu, Ai, and Cheng (2019) propose that experiential outcomes consist of experiential 
satisfaction, experiential loyalty and experiential switching intentions. 

According to Kao, Huang, and Yang (2007), experiential satisfaction is extended from the concept of service satisfaction, which 
explores service satisfaction and consumers’ affects in specific situation. Although experiential satisfaction is extended from the 
concept of service satisfaction, it focuses on consumers’ overall evaluation of experiences after consumption. Therefore, from an 
experiential perspective, experiential satisfaction reflects the satisfaction experienced from the service content associated with a 
specific transaction. Consumers compare their experiences with their prior expectations, which cause positive or negative disconfir
mation. The emotional responses resulting from positive and negative disconfirmation form the basis for consumer satisfaction or 
dissatisfaction. Accordingly, experiential satisfaction is based on an experiential perspective and it is defined as the result of con
sumers’ evaluation of the contents presented by service providers. 

Obiegbu, Larsen, and Ellis (2020) describe that experiential loyalty is interpretive in spirit and focuses on the consumer as an active 
subject negotiating and transforming market-mediated meanings across the whole consumption process. Experiential loyalty can be 
viewed through the eyes of the consumer, approaching product/service loyalty from the diverse social and cultural contexts within 
which they reside. In addition, it is activated by its subjectivity, by locating meaningful expression in the lived experiences of particular 
consumers (Obiegbu et al., 2020). Wu and Ai (2016) define experiential loyalty as that of the consumer who experiences an orga
nization involving concerns for the relationship between consumers and itself and commits to repurchasing or repatronizing preferred 
products/services consistently. Experiential loyalty is the intention to repurchase, the desire to recommend, show tolerance for a 
higher price, and purchase other products from an organization (Wu & Cheng, 2018). 

Bansal, Taylor, and St. James (2005) find that switching intentions in service provider have a positive link to consumers’ expe
riences. This is in line with Ganesh, Arnold, and Reynolds (2000), who argue that consumers’ prior experiences will influence their 
subsequent behavioral intentions. Since prior experiences become one of the issues in switching activities (Bansal, Taylor, & St.James, 
2005), particularly in the internal search by which all experiences that are stored in memory will be recalled when consumers need to 
obtain information about certain services providers (Sadat, 2019). When they fail to find a suitable solution, they will refer to external 
sources even if they are likely to reduce external search activities since they are quite expensive and costly (Lindquist & Sirgy, 2009; 
Trantopoulos, von Krogh, Wallin, & Woerter, 2017). Wu, Chang, and Wu (2019) define experiential switching intentions as an 
experience pattern that is characterized by a change or switch from one provider to another. According to Saeed, Hussain, and Riaz 
(2011), experiential switching intentions may result in future switching intentions by consumers if they have bad experiences with 
service providers. 

2.6. Green experiential outcomes 

Kyttä, Broberg, Haybatollahi, and Schmidt-Thomé (2016) propose that experiential outcomes are measured as perceived envi
ronmental quality that includes four dimensions: social and functional quality, atmosphere and appearance. According to Darchen and 
Searle (2018), the experiential outcomes vary while urban density promotes easy access to daily services in both urban and suburban 
contexts. In the urban context, easy access to services contributes to higher perceived environmental quality, whereas in the suburban 
setting, the closeness of services as well as the increasing density decreases perceived environmental quality. Kyttä, Broberg, Tzoulas, 
and Snabb (2013) present that people generally have strong affection towards green settings in positive experiential outcomes of urban 
density. Borin and Metcalf (2010) and Karlsen and Westerlund (2010) propose that understanding the experiential outcomes of stu
dents is becoming increasingly important for facilitating sustainable marketing practice. According to the Centre for Sustainability 
Development (2019), the school should develop and implement curricula based on students’ experiential outcomes, for 
university-wide courses in sustainable development. Singh (2018) finds that experiential outcomes may be the phenomena that occur 
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as a result of green interrelations and transitions. Referring to Liu, Santhanam, and Webster (2017), this study proposes a novel 
construct, green experiential outcomes, and defines them as the outcomes in the eco-friendly form of flow, cognitive absorption, 
enjoyment, cognitive effort and other similar outcomes. In this study, the green experiential outcomes adapted from Wu, Ai, and Cheng 
(2019) focus on green experiential satisfaction, green experiential loyalty and green experiential switching intentions. 

With the rise of the environmental movement, not only are consumers willing to purchase products/services that generate mini
mum impact, but also society is concerned about the environment (Chang & Fong, 2010; Park, Kwon, & Kim, 2016). From an envi
ronmental or green perspective, green experiential satisfaction refers to the satisfaction experienced from the green attributes (e.g. 
high energy-efficiency) after usage of a product/service (Wu & Cheng, 2019). Following the definitions of several studies (Wu & Ai, 
2016; Wu & Cheng, 2019; Wu, Cheng, & Ai, 2018b; Wu, Cheng, Ai, & Wu, 2020b; Wu, Cheng, Chen, & Hong, 2018c; Wu, Wei, Tseng, & 
Cheng, 2018e), this study refers to green experiential satisfaction as students’ overall evaluation of environmentally-friendly content 
based on their experiences in a program provided by the school. However, very few studies focus on green experiential satisfaction in 
tourism higher education. 

Clarus Commerce (2019) and Wu and Ai (2016) describe that experiential loyalty elevates the tourists’ experience and creates 
sustainable emotional connections between products/services and tourists. Obiegbu et al. (2020) present that experiential loyalty is an 
important concept as it taps into the eco-friendly resources which activities or classes constitute. Wu and Ai (2016) propose that green 
experiential loyalty is related to environmental decisions and concerns and has an impact on them. According to this study, green 
experiential loyalty is the student’s desire to maintain his or her relationship with a school which has environmental or green concerns 
and re-purchase or be the patron of its preferred classes or activities regularly in the future based on his or her learning experience (Wu 
& Ai, 2016; Wu & Cheng, 2019). Wu and Ai (2016) and Wu and Cheng (2019) indicate that green experiential loyalty is measured by 
positive green word-of-mouth, recommendations of eco-friendly products given to others, and eco-friendly product repurchase 
intention. 

Several researchers (Wu, Cheng, & Hong, 2017; Wu et al., 2018a, 2018e, 2019a) propose that experiential switching intentions are 
related to environmental commitments and concerns. Several studies (Han, Yu, & Hyun, 2020; Hartono & Widayanti, 2016; Wu, Ai, & 
Cheng, 2019) propose that utilizing experiential switching intentions are important to clearly understand the intention formation for 
eco-friendly classes or activities. Under the perception of high switching intentions, student satisfaction with overall eco-friendly class 
or activity experiences is more likely to lead to experiential intention to attend classes or activities. Because environmental con
sciousness is now more prevalent, this study proposes a novel construct, green experiential switching intentions, and refers to Wu et al. 
(2018e, 2019a) to define it as students’ experiential intentions to change from one eco-friendly program to another in pursuing a 
degree. Ganesh et al. (2000) and Hartono and Widayanti (2016) argue that students with high perceptions of intentions to experiential 
switching have a higher set of available alternatives, as well as a higher likelihood that they know what outcomes can be expected in 
other relationships. 

Orús et al. (2016) and Piercy (2013) indicate that experiential learning helps improve student satisfaction. Schneier and Beatty 
(1977) propose that a concrete experience learning style is a useful predictor of satisfaction. Demaris and Kritsonis (2008) suggest that 
collaborative learning (one form of experiential learning) contributes to student satisfaction. Kong and Yan (2014) present that 
experiential learning has a positive effect on learning satisfaction. Hu and Hui (2012) argue that a student’s learning satisfaction can be 
explained by his or her perceived learning effectiveness. Qiao, Chen, Guan, and Kim (2008) show that motivation has a positive effect 
on satisfaction. Devesa, Laguna, and Palacios (2010) reveal that travel motivation has a positive influence on the level of satisfaction. 
McDowall (2010) finds that motivation has a direct impact on festival audience members’ satisfaction. Yuan and Wu (2008) propose 
that experiential value positively influences satisfaction. Wu and Li (2017) present that experiential satisfaction is positively influ
enced by perceived value. Wu et al. (2018d) propose that experiential value has a positive effect on experiential satisfaction. According 
to Chegg Inc. (2019), experiential benefits enhance the satisfaction level by making the shopping experience memorable for the 
customer. Baharun, Hashim, and Sulong (2013) and Nair (2014) propose that experiential benefits have a major influence on satis
faction. Lada et al. (2018) present that experiential benefits are a predictor of satisfaction. Wu and Cheng (2020a) find that experiential 
satisfaction is positively influenced by experiential benefits. According to the argument above, the greater the green experiential 
learning, green experiential motivation, green experiential value and green experiential benefits, the greater the experiential satis
faction with a decision to take the courses in sustainable degree programs. Therefore, this study implies the following hypotheses: 

Hypothesis 1. Green experiential learning has a positive influence on green experiential satisfaction. 

Hypothesis 2. Green experiential motivation has a positive influence on green experiential satisfaction. 

Hypothesis 3. Green experiential value has a positive influence on green experiential satisfaction. 

Hypothesis 4. Green experiential benefits have a positive influence on green experiential satisfaction. 
Bitner (1990) believes that satisfaction is a positive contributing factor to loyalty. Dagger and David (2012) propose that enhancing 

satisfaction will generate greater loyalty. Kuo and Ye (2009) show that a high level of satisfaction will result in increased student 
loyalty. Ng and Priyono (2018) reveal that student satisfaction has a positive influence on student loyalty. Calvo-Porral and 
Lévy-Mangin (2015) find that satisfaction has a negative influence on switching intentions. According to Martins, Hor-Meyll, and 
Ferreira (2013), satisfaction has an inverse influence on switching intentions, suggesting that satisfied customers are less likely to 
switch than unhappy ones. When a customer is dissatisfied with a service provider, he or she will be much more likely to change to 
another one (Deng, Lu, Wei, & Zhang, 2010). Kordnaeij, Bagherzadeh, Mombeini, and Bakhshizadeh (2015) find that loyalty nega
tively affects switching intentions. Jung and Yoon (2012) present that loyalty is an effective dimension that must be realized to prevent 
the customer’s switching intentions. Haque, Osman, and Ismail (2009) argue that loyalty can be a controller of switching intentions 
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and will be able to guarantee that an organization has a competitive advantage in maintaining its existence. Martins et al. (2013) 
indicate that a low level of switching intentions would be an indicator of loyalty. Namely, if the customer does not intend to switch, his 
or her loyalty towards providers may be inferred. Wangenhiem and Bayon (2004) state that the occurrence of a positive image of the 
organization as a manifestation of customer loyalty will have an important influence on preventing the customer’s switching intentions 
to other organizations. According to the argument above, the greater the green experiential satisfaction, the greater the level of green 
experiential loyalty. In addition, the greater the green experiential satisfaction and experiential loyalty, the lesser the level of green 
experiential switching intentions. Hence, this study implies the following hypotheses: 

Hypothesis 5. Green experiential satisfaction has a positive influence on green experiential loyalty. 

Hypothesis 6. Green experiential satisfaction has a negative influence on green experiential switching intentions. 

Hypothesis 7. Green experiential loyalty has a negative influence on green experiential switching intentions. 
Fig. 1 illustrates the proposed theoretical framework. 

3. Research methodology 

3.1. Questionnaire and pre-test 

Based on previous research, we select measurement items that are deemed appropriate to the context of this study. Measurement 
items used in the existing literature provided a basis for the specification of each construct and were taken either directly or modified to 
measure the latent constructs. The green experiential learning was measured by three items developed by Hamilton and Tee (2013). 
Based on Wu, Chang, and Wu (2019), three questions were used to measure green experiential motivation. Three questions were 
developed to assess green experiential value based on Sung and Lee (2015). The six measurement items of green experiential benefits 
were adopted from Chen and Petrick (2016) and Wu and Cheng (2020a). Green experiential satisfaction was measured using four items 
from the studies by Wu and Li (2017) and Wu et al. (2018e). Three questions from the study of Wu and Cheng (2017) were applied to 
measure green experiential loyalty. Green experiential switching intentions were measured using three items from the study of Wu, Ai, 
and Cheng (2019). 

This study initially developed a 24-item questionnaire. To confirm the content validity of the questionnaire, a discussion was held 
with seven sustainable tourism managers and nine assistant and associate professors from the department of tourism management, all 
of whom specialized in green tourism marketing. They were asked whether the items were appropriate for the questionnaire. The items 
were rated on the scale of extremely unimportant (1), very unimportant (2), neither important nor unimportant (3), very important 
(4), to extremely important (5) by these professionals and professors. Only one item was removed from the questionnaire because 90% 
of the commentators did not rate this item as (3) neither important nor unimportant or higher. Items receiving a (4) or higher (very 
important, extremely important) were retained in this study. As a result, 23 items constituted the complete set for this study. The 
survey also included some demographic questions that were consistent with previous studies on social and human behavior. Likert 
scales with anchors ranging from ‘strongly disagree’ to ‘strongly agree,’ 1–7, respectively, were used for all construct items. The 
original question items were written in English; multilingual experts were invited to translate them into German, French, Italian and 
Romansh to ensure the validity of the questionnaire. 

3.2. Data collection and procedure 

The survey was carried out during March and April of 2019. The sample was taken from the undergraduate students who took the 
courses in sustainable tourism management in a unique and private business university located in Gland of Switzerland. This surveyed 
university provides students with innovative business programs integrating with state of the art sustainability knowledge and com
bines high level academic education with projects in partnership with global companies (Sustainability Management School, 2020). 

Fig. 1. The proposed conceptual model.  
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Tourism is one of the world’s largest industries and has an impact on the environment and on local communities. The aim of sus
tainable tourism management programs is to provide students with a theoretical and practical degree that integrates ecotourism and 
nature conservation with economic and social factors. The students will be exposed to real business operations through regular 
interaction with the business community and international organizations, providing a framework to understand responsible tourism 
and governance of protected areas. They will develop leadership and intercultural skills and be exposed to practical experience during 
experiential camps, field trips and visits to international organizations under the careful guidance of experts (Sustainability Man
agement School, 2020). Each respondent was selected based on a convenience sampling approach. Convenience sampling is a type of 
non-probability sampling technique. Non-probability sampling focuses on sampling techniques that are based on the judgment of the 
researchers. A convenience sample is simply one where the units that are selected for inclusion in the sample are the easiest to access 
(Jalilvand, Salimipour, Elyasi, & Mohammadi, 2017). Adopting convenience sampling is less expensive, consumes less time than 
interviewing and can reach a large number of individuals at the same time (Sekaran, 2003). Trained research assistants approached the 
students pursuing a Bachelor of Business Administration degree in sustainable tourism management. Respondents were invited to 
participate in the study and if they agreed, self-completed the questionnaire on site. To ensure confidentiality, the names of study 
participants were not required and the surveyors ensured that all survey respondents’ responses would remain completely confidential 
and anonymous. Coupons for the quick service restaurant were given to encourage participation. A total of 470 questionnaires were 
distributed and 438 questionnaires were collected back, representing a response rate of 93.19%. During the data refinement process, 
28 questionnaires were eliminated from the study and 410 questionnaires were coded for the purpose of data analysis. Table 1 provides 
the demographic profile of the respondents who participated in this study. The majority of respondents were male (58.05%), single 
(90.73%), and aged between 21 and 30 years (44.63%). In addition, most of them were in their first year (35.12%). 

3.3. Data analysis and results 

To test the postulated hypotheses of the proposed model, this study conducted a two-step procedure (Gerbing & Anderson, 1988) 
using the software, Amos 18.0. The first step examined the measurement model and the second step evaluated the structural model. 
The measurement model involved item-to-total correlation, Cronbach’s alpha and confirmatory factor analysis. The structural model 
involved verifying the goodness of fit of the model. 

3.4. Convergent and discriminant validity of the measures 

A confirmatory factor analysis was used to confirm the factor loadings of the seven constructs in this study and assess the model fit 
(see Table 2). Cronbach’s alpha internal consistency reliability coefficients were calculated in this study. Cronbach’s alpha for these 
eight constructs ranged from 0.71 to 0.76, i.e., beyond the common threshold value of 0.70 (Nunnally, 1978). The construct reliability 
estimates varied from 0.78 to 0.87, exceeding the acceptable cutoff value of 0.70 (Hair, Black, Babin, & Anderson, 2010). Hair et al. 
(2010) demonstrate that discriminant validity is satisfied when the average variance extracted (AVE) value for each construct is higher 
than the squared correlations between the construct and the remaining constructs in the model. Fornell and Larcker (1981) identify 
that discriminant validity occurs when the AVE value for each construct is greater than the shared variances. The AVEs for all con
structs ranged between 0.53 and 0.65, exceeding the suggested value of 0.50 (Anderson & Gerbing, 1988). The inter-construct cor
relations of the diagonal of the matrix are displayed in Table 3. The results display adequate discriminant validity by comparing all the 
correlations and square roots of the AVEs shown on the diagonal of the matrix, indicating that the measurement model had good 
convergent validity. Accordingly, the hypothesized measurement model is reliable for testing the structural relationships among the 
constructs. 

The overall fit of the measurement models was found to be adequate (see Table 4). The Chi-square/df ratios (2.94) were lower than 
the suggested threshold value of 5.0 (Carmines & Mclver, 1981; Kline, 1998). The root mean square error of approximation (RMSEA) 
value (0.07) was lower than 0.08, indicating adequate fit (Browne & Cudeck, 1993; Hu & Bentler, 1999). In addition, all other indices 
(e.g. CFI, GFI, IFI, NFI, and AGFI estimates) were beyond the recommended value of 0.90 (Browne & Cudeck, 1993; Kline, 1998). 

Table 4 shows the results of the structural model in this study. The overall fit measures of the full model in the SEM indicated that 

Table 1 
Survey respondents’ demographic profiles.  

Demographic profiles Statistics Frequency (N = 410) Percent 

Gender Male 238 58.05  
Female 172 41.95 

Marital status Single 372 90.73  
Married 38 9.27 

Age 18–20 121 29.51  
21–30 183 44.63  
31–40 73 17.80  
41 and over 33 8.05 

Year of study Year one 144 35.12  
Year two 128 31.22  
Year three 138 33.66  
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Table 2 
Measurement model and confirmatory factor analysis.  

Factor (Cronbach’s alpha) Items Standardized 
factor loadings 

AVE CR Mean SD 

Green experiential 
learning ( = 0.72) 

GEL1. There is a wide range of direct and indirect communications with 
my lecturers through sustainability degree programs. 

0.76* 0.55 0.79 3.92 0.90 

GEL2. There is a wide range of direct and indirect communications with 
my fellow students through sustainability degree programs. 

0.75* 3.79 0.85 

GEL3. My lecturers are readily accessible online or face-to-face through 
sustainability degree programs. 

0.72* 3.76 0.87 

Green experiential 
motivation ( = 0.73) 

GEM1. I feel motivated to take the courses in sustainability degree 
programs. 

0.79* 0.59 0.81 3.23 0.89 

GEM2. I take a greater interest in taking the courses in sustainability 
degree programs provided by this school compared to other sustainability 
degree programs. 

0.75* 3.54 0.92 

GEM3. Taking the courses in sustainability degree programs can increase 
my green knowledge. 

0.76* 3.82 0.85 

Green experiential value ( 
= 0.72) 

GEV1. The curriculum design of sustainability degree programs makes an 
impression on me. 

0.75* 0.55 0.78 3.33 0.94 

GEV2. The sustainability degree programs appeals to my sense. 0.75* 3.56 0.86 
GEV3. I feel that the lecturers in sustainability degree programs are nice. 0.73* 3.44 0.98 

Green experiential 
benefits ( = 0.76) 

GEB1. Taking the courses in sustainable degree programs is important for 
me. 

0.73* 0.53 0.87 3.69 0.86 

GEB2. The quality of sustainability degree programs is important. 0.74* 3.44 0.79 
GEB3. I can do something green that I normally would not do through 
sustainability degree programs. 

0.74* 3.59 0.87 

GEB4. I have fun in taking the courses in sustainability degree programs. 0.72* 3.51 0.84 
GEB5. I can experience something eco-friendly through sustainability 
degree programs. 

0.75* 3.82 0.82 

GEB6. I can develop my green knowledge and learn new things through 
sustainability degree programs. 

0.70* 3.48 0.90 

Green experiential 
satisfaction ( = 0.75) 

GES1. I am satisfied with my decision to take the courses in sustainable 
degree programs. 

0.80* 0.65 0.85 3.35 0.85 

GES2. I think I did the right thing when I took the courses in sustainable 
degree programs. 

0.81* 3.57 0.84 

GES3. I feel that taking the courses in sustainable degree programs can 
contribute to environmental protection and sustainable development. 

0.80* 3.59 0.82 

Green experiential loyalty 
( = 0.71) 

GELO1. I will spread positive word-of-mouth about sustainability degree 
programs. 

0.73* 0.54 0.78 3.91 0.92 

GELO2. I will keep taking the courses in sustainable degree programs in 
the near future if possible. 

0.72* 3.85 0.84 

GELO3. Even if close friends recommended another sustainable degree 
program, my preference for the sustainable degree programs provided by 
this school would not change. 

0.75* 3.48 0.90 

Green experiential 
switching intentions ( 
= 0.74) 

GESI1. I will never ever switch from the sustainable degree programs 
provided by this school under any conditions after taking the courses. 

0.77* 0.60 0.82 2.53 0.93 

GESI2. I have considered changing sustainable degree programs after 
taking the courses. 

0.76* 2.49 0.92 

GESI3. I have no experiential intention to switch to another sustainable 
degree program. 

0.79* 2.42 0.97 

Note: a. Items with factor loadings of less than 0.50 were deleted based on the measurement scale refinement procedure. 
* 0.001. 

Table 3 
Descriptive statistics and correlation of study variables.  

Constructs M SD 1 2 3 4 5 6 7 

1. Restaurant dependence 3.45 0.57 1.00       
1. Green experiential learning 3.83 0.69 1.00       
2. Green experiential motivation 3.53 0.67 0.33 1.00      
3. Green experiential value 3.44 0.70 0.31 0.42 1.00     
4. Green experiential benefits 3.57 0.67 0.47 0.34 0.40 1.00    
5. Green experiential satisfaction 3.51 0.71 0.36 0.11 0.42 0.22 1.00   
6. Green experiential loyalty 3.75 0.63 0.44 0.38 0.42 0.44 0.71 1.00  
7. Green experiential switching intentions 2.48 0.71 − 0.24 − 0.24 − 0.29 − 0.27 − 0.29 − 0.57 1.00 

Note: Squared correlations of paired constructs are on the off-diagonal. 
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the fit of the model was acceptable (x2/df=2.88, RMSEA = 0.07, SRMR = 0.06, CFI = 0.97, GFI = 0.92, IFI = 0.96, NFI = 0.97, AGFI =
0.94). 

3.5. Hypothesis testing 

The details about the results of the structural equation modeling (SEM) are displayed in Table 5 and Fig. 2. 
Hypotheses 1, 2, 3 and 4 posit that green experiential learning, green experiential motivation, green experiential value and green 

experiential benefits positively influenced green experiential satisfaction. The results of hypothesis testing display that green expe
riential satisfaction is significantly positively influenced by green experiential learning (β = 0.20, p < 0.01), green experiential value 
(β = 0.52, p < 0.001) and green experiential benefits (β = 0.16, p < 0.05). Accordingly, hypotheses 1, 3 and 4 are supported. However, 
the result shows that the positive effect of green experiential motivation (β = 0.05, p > 0.05) on green experiential satisfaction is 
insignificant, thereby rejecting Hypothesis 2. These four variables explain 55.92 percent of the variance in green experiential 
satisfaction. 

Hypothesis 5 assumes that green experiential satisfaction positively influences green experiential loyalty. The results indicate that 
green experiential loyalty is significantly positively influenced by green experiential satisfaction (β = 0.57, p < 0.001), thereby 
supporting Hypothesis 5. This variable explains 32.58 percent of the variance in green experiential loyalty. 

Hypotheses 6 and 7 postulate that green experiential satisfaction and green experiential loyalty negatively influence green 
experiential switching intentions. The results show that the negative effects of green experiential satisfaction (β = − 0.29, p < 0.001) 
and green experiential loyalty (β = − 0.50, p < 0.001) on green experiential switching intentions are significant, thus supporting 
hypotheses 6 and 7. Both of the variables explain 33.69 percent of the variance in green experiential switching intentions. 

4. Discussion and conclusions 

Because sustainability issues have become mainstream in the world, many higher education institutions integrate the notion of 
sustainability into business strategies and marketing practice which have become vital for higher education institutions to achieve 
competitive advantage. During the last decade, thousands of people, at all levels, in higher education institutions around the world 
began to consider sustainability as a key element in education for sustainable development. However, the process of becoming a 
sustainable university is still in its infancy. As the paper describes, there are many underlying challenges for green tourism education 
institutions as well as inadequate conditions for the successful implementation of sustainability issues. We may easily conclude that 
green tourism education institutions need to work hard and must be dedicated in thinking about the direction of sustainability studies 
for the future. There are many obstacles preventing the success of sustainability initiatives on campuses around the world, but green 
tourism education institutions need to understand that they play a vital role in creating sustainable environments through favorable 
economic activities that will facilitate other components of sustainability. As outlined in this study, adequate conditions for the 
successful implementation of sustainability in tourism programs do not exist. Some of the possible factors listed here have contributed 
to slow the progress towards the goals established in Agenda 21 and it is very likely they would affect the success of the United Nations 
Decade for Education for Sustainable Development. Even impacting in a different way, it seems that there are not strong differences in 

Table 4 
Results of the measurement and structural model tests.  

Model x2/df P RMSEA SRMR CFI GFI IFI NFI AGFI 

Measurement model 2.94 0.00 0.07 0.06 0.97 0.91 0.96 0.97 0.93 
Structural model - Overall model 2.88 0.00 0.07 0.06 0.97 0.92 0.96 0.97 0.94 
Recommended value <5.00 – 0.08 0.08 0.90 0.90 0.90 0.90 0.90 

Note: P, p-value; RMSEA, root mean square of approximation; SRMR, standardized root mean residual; CFI, comparative fit index; GFI, goodness-of-fit 
index; IFI, incremental fit index; NFI, normed fit index; AGFI, adjusted goodness-of-fit index. 

Table 5 
Hypothesis test results.   

Hypothesized path Standardized estimate t-value Hypothesis supported 

H1: Green experiential learning → Green experiential satisfaction 0.20** 2.89 Yes 
H2: Green experiential motivation → Green experiential satisfaction 0.05 0.96 No 
H3: Green experiential value → Green experiential satisfaction 0.52*** 12.15 Yes 
H4: Green experiential benefits → Green experiential satisfaction 0.16* 2.07 Yes 
H5: Green experiential satisfaction → Green experiential loyalty 0.57*** 14.13 Yes 
H6: Green experiential satisfaction → Green experiential switching intentions − 0.29*** − 5.69 Yes 
H7: Green experiential loyalty → Green experiential switching intentions − 0.50*** − 10.23 Yes 

Note. 
* 0.05. 
** 0.01. 
*** 0.001. 
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the obstacles to be overcome by sustainability leaders around the world when trying to promote sustainability in tourism programs in 
higher education institutions. Yet, a university’s conservative organizational structure and the lack of awareness of the university 
community seem to be the greatest obstacles to be overcome by people who are responsible for sustainability initiatives. To increase 
students’ perceptions of green experiences, this study proposes several new and novel constructs (green experiential learning, green 
experiential motivation, green experiential value and green experiential benefits) to activate the building process of the dimensions of 
green experiential outcomes (green experiential satisfaction, green experiential loyalty and green experiential switching intentions) in 
tourism higher education. This study develops a research framework of the dimensions of green experiential outcomes to further 
discuss their relationships with green experiential learning, green experiential motivation, green experiential value and green expe
riential benefits. The model was tested using the data from the undergraduate students who took the courses in sustainable tourism 
management in one university of Switzerland. The related literature was reviewed to generate a theoretical model of the factors above. 

The objective of this study is partially supported. First, the statistical results show that green experiential value is the most 
influential factor of green experiential satisfaction (β = 0.52, p < 0.001), followed by green experiential learning (β = 0.20, p < 0.01) 
and green experiential benefits (β = 0.16, p < 0.05). This finding agrees with the propositions of Temizer and Turkyilmaz (2012) and 
Wu et al. (2018d) that experiential value is expected to have a positive impact on student satisfaction in higher education. Also, this 
result concurs with the contention of Wingfield and Black (2005) that experiential learning leads to higher levels of student satisfaction 
in higher education. In addition, this finding is consistent with the propositions of Liu and Jung (1980) and Wu and Cheng (2020a) that 
students’ experiential satisfaction is influenced by experiential educational benefits. However, the statistical result displays that the 
positive effect of green experiential motivation on green experiential satisfaction is insignificant (β = 0.05, p > 0.05). This finding does 
not concur with the propositions of Siddique, Aslam, Khan, and Fatima (2011) and Wu, Chang, and Wu (2019) that students’ expe
riential satisfaction is an indicator of effectiveness if the students’ learning is well motivated in higher education. There are two reasons 
for this discrepancy. One is attributed to the fact that green experiential motivation is a necessary but not sufficient condition for 
forming green experiential satisfaction. The other is attributed to the fact that some students might have strong green experiential 
motivations, but they are not satisfied with the sustainability degree programs provided by tourism higher education institutions. In 
contrast, some students may not feel motivated to take the courses in sustainability degree programs even though they enjoy their 
learning in tourism higher education institutions and their environments more than any other higher education institutions. Second, 
the empirical results show that the positive effect of green experiential satisfaction on green experiential loyalty is significant (β = 0.57, 
p < 0.001). This result agrees with the contention of Brown and Mazzarol (2009) that satisfaction is a driver of student loyalty in higher 
education settings. Finally, the statistical results display that green experiential loyalty (β = − 0.50, p < 0.001) has a more negative 
effect on green experiential switching intentions than green experiential satisfaction (β = − 0.29, p < 0.001). This result concurs with 
the contentions of Wong and Wong (2011) and Wu, Ai, and Cheng (2019) that students will not have experiential intentions to switch 
to another education institution when they have high perceptions of experiential loyalty towards sustainability degree programs. In 
addition, this finding agrees with the propositions of Khoo, Ha, and McGregor (2017) and Wu, Ai, and Cheng (2019) that students’ high 
degree of experiential satisfaction often leads to low perceptions of switching intentions in higher education. 

5. Implications 

5.1. Implications for theory 

This study proposes seven new and novel constructs – green experiential learning, green experiential motivation, green experiential 

Fig. 2. A path model. *p < 0.05, **p < 0.01, ***p < 0.001.  
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value, green experiential benefits, green experiential satisfaction, green experiential loyalty and green experiential switching in
tentions – and discusses their implications in the environmental field. Moreover, this paper develops a research framework which can 
decrease green experiential switching intentions from green experiential satisfaction, green experiential loyalty, green experiential 
learning, green experiential motivation, green experiential value and green experiential benefits. This paper attempts to create new 
concepts of green marketing in compliance with the environmental trends to help programs of tourism sustainable management in 
higher education institutions enhance students’ perceptions of green experiential outcomes. First, the study finding indicates that 
green experiential satisfaction is positively influenced by green experiential learning, green experiential value and green experiential 
benefits. The positive relationships identified between green experiential learning, green experiential value, green experiential ben
efits and green experiential satisfaction may be interpreted as green experiential satisfaction being increased as a result of experiencing 
a high quality of the courses in sustainable degree programs when undergraduate students have high perceptions of green experiential 
learning, green experiential value and green experiential benefits. Second, the empirical results show that green experiential loyalty is 
positively influenced by green experiential satisfaction. The positive relationship identified between green experiential satisfaction 
and green experiential loyalty may be interpreted as the higher the green experiential satisfaction perceived by undergraduate stu
dents, the greater they will spread positive word of mouth about sustainability degree programs. Third, the study findings indicate that 
green experiential switching intentions are negatively influenced by green experiential satisfaction and green experiential loyalty. The 
negative relationships identified between green experiential satisfaction, green experiential loyalty and green experiential switching 
intentions may be interpreted as the higher the green experiential satisfaction and green experiential loyalty perceived by under
graduate students, the less they will consider changing sustainable degree programs after taking the courses. Accordingly, as suggested 
in this study, green experiential satisfaction and green experiential loyalty should be included when assessing green experiential 
switching intentions within tourism higher education. The analysis of the relationships between the proposed hypotheses enhances the 
establishment of generalizations across the relevant streams of research and includes existing gaps in the literature on tourism edu
cation. We hope that the research results are helpful for managers, researchers and practitioners, in addition to providing a useful 
contribution to relevant studies and future researches as a reference. 

5.2. Practical implications 

From a practical perspective, this study can provide further insights to better understand the dimensions of green experiential 
outcomes (green experiential satisfaction, green experiential loyalty and green experiential switching intentions) using the proposed 
model and offering useful information for green tourism educators who are designing the curriculum in the sustainability degree 
program. For example, the measurement of green experiential value and green experiential benefits indicates that more comprehensive 
approaches are required to incorporate green themes into various subjects to help students form the value for sustainability in the 
program. Based on the measurement of green experiential learning, green tourism educators could encourage students to loan, share 
and reuse items, as well as favor recyclable products in their daily lives along with the learning content of various sustainability 
subjects to help students learn how to identify external factors that influence their consumption and lifestyles. 

This paper assesses the relationship between the dimensions of green experiential outcomes and their drivers (green experiential 
learning, green experiential motivation, green experiential value and green experiential benefits). First, the findings of this study 
indicate that green experiential learning positively influences green experiential satisfaction, implying that green tourism educators 
should provide students with more green experiential learning courses and opportunities to increase their experiential satisfaction with 
sustainability degree programs. Specifically, some teaching methods (e.g. hands-on laboratory experiments of recycling, field exercises 
of green practices, and green industrial internships and projects, etc.) relating to green experiential learning should be incorporated 
into the program to promote sustainable experiences. Additionally, green tourism educators should encourage and increase students’ 
engagement in green experiential learning course design and evaluation by providing more sustainable environments. Second, the 
study result identifies that both green experiential value and green experiential benefits have positive impacts on green experiential 
satisfaction. In viewing this, green tourism educators should increase perceptions of experiential value and experiential benefits of the 
courses in the sustainability degree program through the eyes of students. However, the positive effect of green experiential motivation 
on green experiential satisfaction is insignificant. There are two reasons to explain this result. One possible reason is attributed to the 
fact that most of the students may not be motivated to take part in green experiential learning which is an important predictor of 
perceived experiential satisfaction with all the courses in the sustainable degree program. The other reason is that most of them may 
not know what to expect while taking part in the courses in the sustainability degree program. To increase perceptions of green 
experiential satisfaction, green tourism educators should adopt the measures (e.g. improve the curriculum design of sustainability 
degree programs) to motivate students to take the courses in sustainability degree programs. Third, the study finding confirms that 
green experiential satisfaction has a positive effect on green experiential loyalty. To this end, green tourism educators should make 
efforts to provide a consistently pleasurable and reliable green experiential learning experience to meet students’ needs and increase 
their favorable perceptions of loyalty towards green experiential learning courses in the sustainability degree program. Fourth, the 
study result indicates that green experiential satisfaction has a negative effect on the green experiential switching intentions, implying 
that students with high levels of green experiential satisfaction will be less likely to switch to another green experiential learning 
program. Accordingly, to enable students to realize that they are making the right decision to participate in the green experiential 
learning program, green tourism educators should decrease the likelihood of students’ switching to other learning programs. Last but 
least, the study result reveals that green experiential loyalty negatively impacts green experiential switching intentions. As such, there 
is a need to seek continual and relational efforts for green tourism educators in gaining students’ loyalty towards green tourism 
experiential learning program, and subsequently reducing students’ experiential intentions to switch to other experiential learning 

H.-C. Wu et al.                                                                                                                                                                                                         



Journal of Hospitality, Leisure, Sport & Tourism Education xxx (xxxx) xxx

12

programs. 

6. Limitations and future research suggestions 

This study has several limitations. First of all, the empirical research in this study targets one university in Gland of Switzerland 
only, so the result may not be applicable to other regions or countries. Future research may examine the conceptual research model 
developed in this study and use it in different schools of other regions or countries. Secondly, this study does not focus on examining 
the effects of demographic factors on green experiential learning, green experiential motivation, green experiential value and green 
experiential benefits and the dimensions of green experiential outcomes. Future studies should consider perceptions of these variables 
using demographic factors such as gender, marital status, ages and years of study. Moreover, given the insignificant relationship 
between green experiential motivation and green experiential satisfaction, some qualitative studies are needed to specifically explore 
the reasons behind it. Finally, the cross-sectional design used in this study limits the ability of observing changing patterns of subjects 
across time, which may have caused misidentification of the relationships between independent and dependent variables. This limits 
strong assertions about the ordered structure of the model even if we strictly follow the literature in developing such a structure. Future 
research will benefit from the collection of longitudinal and experimental data to measure the direction of causality among re
lationships more precisely. 
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