International Journal of Innovative Research and Advanced Studies (IJIRAS)

Volume 13 Issue 1, January 2026

ISSN: 2394-4404

Consumer Behaviour And Sustainable Tourism: A Comprehensive
Review Of Concepts, Behavioural Mechanisms, And Future
Research Directions

Dr. A Rajasekaran

Associate Professor, Department of Commerce
Sree Narayana College, Kollam, Kerala, India

Dr. Misha V
Dr. Kavitha K S
Dr.AarchaS S

Assistant Professor, Department of Commerce
Sree Narayana College, Kollam, Kerala, India

Keywords: Sustainable tourism, Consumer behaviour

Abstract: Global environmental challenges and the exponential growth of tourism have intensified concerns about
the sector’s ecological footprint. As sustainability becomes a central priority for governments, tourism stakeholders, and
consumers, understanding environmentally responsible behaviour has become an essential area of inquiry. This paper
provides an extensive review of sustainable consumer behaviour within tourism, integrating classic and contemporary
behavioural theories with emerging empirical evidence. It discusses the conceptual foundations of sustainable tourism
consumption, evaluates major psychological drivers including values, norms, emotions, knowledge, identity, and social
influenceand examines contextual and structural factors that enable or constrain sustainable choices. The review
highlights recent trends such as digital environmental communication, the influence of crises on pro-environmental
behaviour, and the role of technology in promoting sustainable practices. Finally, it proposes a detailed agenda for future
research, emphasizing the need for multi-level approaches, cross-cultural comparisons, and integration of digital
technologies in understanding traveller sustainability behaviour.

I. INTRODUCTION

Tourism has long been acknowledged as one of the
world’s most influential economic sectors, generating
employment, stimulating investment, and contributing
significantly to national and regional development (Welford et
al.,, 1999). However, the rapid and often uncontrolled
expansion of tourism has intensified pressure on natural
environments and destination ecosystems. Rising energy
consumption, escalating carbon emissions, extensive resource
use, and accelerating biodiversity loss are now widely
associated with tourism-related activities (Greg richards,
2002). These environmental consequences have triggered
global concern and placed sustainability at the centre of both
policy agendas and academic inquiry. As travellers grow

increasingly conscious of their ecological footprint and
governments adopt more stringent sustainability targets,
understanding how consumers engage with environmentally
responsible tourism has become a crucial area of study (Hall et
al., 2021).

At the heart of sustainable tourism lies the individual
tourist, whose daily choicesranging from accommodation and
transportation to dining, shopping, participation in recreational
experiences, and waste managementcollectively determine the
environmental impact of tourism flows (Fons et al., 2010).
Each decision made during the travel process has the potential
to either mitigate or exacerbate ecological strain. Thus,
fostering sustainable consumption behaviour is not merely a
supplementary goal but a fundamental requirement for
ensuring long-term destination resilience, safeguarding natural

Page 15

www.ijiras.com | Email: contact@ijiras.com




International Journal of Innovative Research and Advanced Studies (IJIRAS)

Volume 13 Issue 1, January 2026

ISSN: 2394-4404

resources, and supporting community well-being (Klein,
2011).

This paper provides an in-depth examination of the
psychological, social, and contextual mechanisms that
underpin environmentally responsible behaviour among
tourists. It integrates insights from foundational behavioural
theories with emerging empirical research to offer a
comprehensive understanding of the factors shaping
sustainable choices in tourism (Sharpley, 2000). By exploring
the interplay between attitudes, values, emoations, social
norms, structural constraints, and contextual triggers, the
review highlights the multifaceted nature of tourist decision-
making. Furthermore, by identifying cross-disciplinary
connections and tracking new trends in sustainability research,
this paper proposes a holistic framework that can guide future
scholarly developments and inform strategic policy and
managerial initiatives aimed at advancing sustainability in
global tourism.

Il. CONCEPTUALIZING SUSTAINABLE CONSUMER
BEHAVIOUR IN TOURISM

Sustainable consumer behaviour in tourism encompasses
a wide range of actions and decision-making processes that
collectively aim to reduce ecological harm, preserve natural
resources, and promote the long-term environmental health of
destinations (Casagrandi & Rinaldi, 2002). These behaviours
extend beyond visible, day-to-day activities such as
minimizing water consumption, reducing waste, or recycling
to include more complex evaluative decisions related to
destination choice, mode of transportation, activity
preferences, purchase patterns, and personal awareness of
environmental consequences (Hall, 2009). In this sense,
sustainable  consumer  behaviour reflects not only
environmentally responsible acts but also a broader orientation
toward conscious and ethical engagement with tourism
environments.

Understanding this behaviour requires acknowledging
that tourists are often confronted with competing motivations.
They may aspire to act responsibly while simultaneously
seeking convenience, enjoyment, and relaxation (Salvo
Creaco, 2003). These tensions make sustainable consumer
behaviour in tourism a multidimensional and contextually
fluid phenomenon (Theobald, 2005). Accordingly, academic
inquiry increasingly focuses on the interplay of internal
psychological drivers, social influences, and physical
environments that either facilitate or constrain eco-friendly
decision-making.

A. AMULTI-DIMENSIONAL CONCEPT

Sustainable behaviour in tourism is shaped by a diverse
interplay of psychological, emotional, moral, habitual,
contextual, and social influences. Cognitive factors such as
environmental knowledge and awareness help tourists
evaluate the consequences of their choices, while emotions
like pride, guilt, and empathy strengthen motivation to act
responsibly (Darcy et al., 2010). Moral norms and personal
values create a sense of ethical obligation that encourages

sustainable decisions, and everyday eco-friendly habits often
transfer naturally into travel settings. At the same time,
contextual enablerssuch as recycling facilities, public
transport, and eco-certified services—make responsible
actions more feasible (Haibo & Ayamba, 2020). Social cues
and peer behaviours also play a powerful role, as travellers
tend to follow what is perceived as normal or socially
approved within a destination. Together, these forces reveal
that sustainable tourism behaviour is not solely a rational
choice but the outcome of a dynamic interaction between
personal  dispositions,  emotional  responses,  social
expectations, and situational conditions (Tien et al., 2020).

Multi-Dimensional Model of S

Sustainable Tourism Behavior

B. TOURISM-SPECIFIC CHARACTERISTICS

Tourism contexts differ significantly from everyday life
and often activate unique psychological dynamics. Many
travellers perceive vacations as periods of escape, relaxation,
and self-indulgence, which can create a psychological
separation from routine responsibilities (Welford et al., 1999).
This “vacation mindset” may temporarily weaken pro-
environmental intentions or justify less sustainable choices.

However, tourism environments can also serve as
powerful catalysts for environmentally responsible behaviour.
Destinations characterized by pristine landscapes, protected
ecosystems, or strong environmental messaging often trigger
heightened ecological awareness (Hall et al., 2021).
Immersive experiences in nature can foster emotional
connection, appreciation, and a sense of responsibility toward
environmental stewardship.

Furthermore, the social atmosphere of destinationswhere
sustainable practices are visible, encouraged, and socially
approvedcan positively shape behaviour. Conversely,
environments lacking supportive infrastructure or clear
sustainability signals may undermine even strong personal
intentions (Klein, 2011).

Thus, sustainable behaviour in tourism emerges from the
interaction of intrinsic factors (values, emotions, identity,
habitual tendencies) and extrinsic conditions (environmental
cues, social signals, infrastructure quality). Recognizing this
interplay is essential for designing effective strategies to
encourage responsible behaviour across diverse tourism
settings (Go et al., 2022).
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I1l. THEORETICAL FOUNDATIONS OF SUSTAINABLE
TOURISM BEHAVIOUR

A comprehensive understanding of sustainable tourism
behaviour is grounded in several well-established behavioural
theories that illuminate how tourists form intentions, evaluate
choices, and ultimately decide whether to act in
environmentally responsible ways. The Theory of Reasoned
Action (TRA) proposes that sustainable behaviour emerges
when travellers hold positive attitudes toward eco-friendly
actions and perceive social expectations from family, peers, or
society encouraging them to behave responsibly. This
framework underscores the reflective and deliberate nature of
sustainable actions, suggesting that tourists weigh the benefits
of conservation and responsible citizenship alongside the
influence of social approval. Extending this perspective, the
Theory of Planned Behaviour (TPB) incorporates perceived
behavioural control, acknowledging that even highly
motivated individuals may be unable to act sustainably when
practical barrierssuch as limited recycling facilities, lack of
public transportation, or insufficient informationrestrict their
ability to follow through. By adding this constraint-related
dimension, TPB highlights the interplay between intention,
capability, and contextual limitations, emphasizing that
sustainable action requires both willingness and opportunity.
The Norm Activation Model (NAM) adds a moral dimension
by asserting that pro-environmental behaviour occurs when
tourists become aware of the negative consequences of their
actions and feel personally responsible for mitigating
environmental harm. This sense of moral obligation
transforms sustainability from an externally driven expectation
into an internalized ethical commitment. Complementing this,
the Value-Belief-Norm (VBN) theory explains sustainable
behaviour as the result of deeply held personal
valueshiospheric, altruistic, or egoisticwhich shape one’s
environmental beliefs and activate moral norms guiding
responsible decision-making. VBN helps clarify why certain
individuals consistently prioritize sustainability even when
doing so requires extra effort or personal sacrifice. Finally, the
Model of Goal-Directed Behaviour (MGB) expands the
rational decision-making perspective by highlighting the
influence of anticipated emotions such as pride from acting
responsibly, guilt from causing harm, or regret from
neglecting ethical choices. These emotional anticipations
motivate travellers to actively pursue environmentally
responsible goals, particularly in tourism contexts where
emotions and experiential fulfilment are central. Collectively,
these theories illustrate that sustainable tourism behaviour is
shaped by a rich interplay of attitudes, social norms, perceived
control, moral reasoning, personal values, and emotional
motivations, offering a multi-dimensional framework for
understanding how and why tourists engage in eco-friendly
practices.

Taken together, these theories reveal that sustainable
tourism behaviour is influenced by a complex interplay of
attitudes, social expectations, moral norms, emotions, values,
and perceived constraints. No single theoretical model fully
captures the diversity of processes that shape tourist decision-
making. Instead, these frameworks collectively provide a rich
psychological foundation for understanding how travellers

evaluate environmental consequences, internalize
responsibility, and translate their intentions into sustainable
consumption practices. Their integration highlights the multi-
dimensional nature of environmental behaviour in tourism and
reinforces the need for holistic approaches when designing
interventions, policies, and sustainability strategies.

IV. DRIVERS OF SUSTAINABLE CONSUMER
BEHAVIOUR IN TOURISM

Understanding what motivates travellers to engage in
environmentally responsible tourism requires an examination
of the diverse psychological, emotional, social, and contextual
factors that shape their decision-making processes (Welford et
al., 1999). Sustainable consumer behaviour is not the product
of a single determinant; rather, it arises from a constellation of
personal values, cognitive evaluations, emotional responses,
habitual tendencies, and social influences, all of which interact
with the structural features of tourism environments (Hall et
al., 2021).

A. ENVIRONMENTAL VALUES AND WORLDVIEWS

Environmental valuesparticularly biospheric and altruistic
orientationsserve as stable guiding principles that significantly
influence sustainable behaviour (Klein, 2011). Travelers who
hold a strong ecological worldview tend to evaluate tourism
decisions through an environmental lens, prioritizing low-
impact activities, green accommodations, and conservation-
oriented practices even when such options require additional
effort or incur higher costs. These values shape long-term
behavioural patterns, providing an intrinsic motivation to act
responsibly regardless of situational constraints (Go et al.,
2022).

B. ENVIRONMENTAL
AWARENESS

KNOWLEDGE AND

Environmental knowledge strengthens tourists’ awareness
of the ecological consequences of their choices and enhances
their ability to differentiate between genuinely sustainable
offerings and superficial “green washing”(Sharpley, 2000).
Travelers with high ecological literacy are more confident in
selecting sustainable alternatives because they possess the
cognitive tools to evaluate environmental claims critically.
Such knowledge not only informs decision-making but also
increases the perceived importance of responsible tourism,
leading to stronger pro-environmental intentions (Casagrandi
& Rinaldi, 2002).

C. HABITUAL PRO-ENVIRONMENTAL BEHAVIOUR

Sustainable behaviour during travel is often an extension
of eco-friendly habits established in everyday life. Individuals
who routinely conserve energy, recycle, prefer low-impact
transportation, or avoid excessive waste tend to maintain these
habits when traveling. Habits reduce the cognitive burden
associated with making environmentally responsible choices,
allowing sustainable actions to occur automatically without
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significant deliberation. Thus, habitual behaviour forms a
foundational layer for sustainability in tourism (Hall, 2009).

D. EMOTIONAL AND MORAL DRIVERS

Emotional and moral processes play a central role in
driving  sustainable  tourism  behaviour.  Anticipated
emotionssuch as pride associated with doing the “right” thing
or guilt arising from environmentally harmful actions strongly
influence behavioural choices (Darcy et al., 2010). Emotional
attachment to natural environments, often fostered through
meaningful nature-based experiences, deepens the sense of
responsibility toward environmental co to a personally
meaningful commitment (Haibo & Ayamba, 2020).

E. SOCIAL NORMS AND PEER INFLUENCE

Tourism settings are inherently social environments
where individuals observe the behaviour of others,
consciously or unconsciously (Tien et al., 2020). Visible
sustainable practicessuch as other travellers recycling,
conserving water, or opting for eco-certified servicescreate
social signals that shape behavioural expectations. When
sustainable behaviour is perceived as normative or socially
rewarded, tourists are more likely to adopt similar practices.
Peer influence, therefore, amplifies sustainable behaviour by

leveraging social identity and conformity pressures
(Zsarnoczky, 2017).
F. GREEN PRODUCT ATTACHMENT AND

DESTINATION IMAGE

Emotional connections to eco-friendly brands, services, or
destinations can  significantly = motivate  sustainable
consumption (Sharpley, 2000). Travelers who feel positively
toward a destination renowned for its environmental
stewardship or who prefer brands with strong green
credentials are more likely to support sustainable initiatives.
Positive destination imagery reinforces the desire to behave
responsibly, as tourists often seek to align their behaviour with
the identity and values projected by the destination
(Casagrandi & Rinaldi, 2002).

G. PERCEIVED EFFECTIVENESS AND CORPORATE
ENVIRONMENTAL RESPONSIBILITY

For tourists to engage in sustainable actions, they must
believe their behaviour has a meaningful impact (Darcy et al.,
2010). Perceived consumer effectiveness strengthens the belief
that individual actions such as reducing waste or supporting
local conservation programs contribute to broader
environmental goals. Additionally, when tourism enterprises
demonstrate transparent and authentic commitments to
sustainability, tourists feel encouraged to participate.
Corporate environmental responsibility thus reinforces trust
and validates consumer efforts (Haibo & Ayamba, 2020).

V. EMERGING RESEARCH THEMES IN SUSTAINABLE
TOURISM BEHAVIOUR

The study of sustainable tourism behaviour is evolving as
new societal trends, technological innovations, and
environmental challenges reshape traveller attitudes and
actions. Contemporary research reveals a shift toward more
integrated, data-driven, and context-sensitive approaches.

A. TECHNOLOGY-ENABLED SUSTAINABILITY

Technological tools such as mobile apps, digital nudges,
Al-driven recommender systems, and smart tourism platforms
increasingly facilitate sustainable behaviour by offering real-
time feedback, personalized environmental information, and
accessible green alternatives (Samara et al., 2020).
Technology not only guides decision-making but also
enhances transparency, reduces uncertainty, and motivates
travellers to make responsible choices through interactive
engagement.

B. SUSTAINABILITY IN POST-CRISIS TRAVEL

Global crisessuch as pandemics, climate disasters, and
geopolitical disruptions—have significantly reshaped traveller
priorities. These events have heightened awareness of
vulnerability, strengthened preferences for nature-based
tourism, and increased the desire for socially responsible
travel practices (Welford et al., 1999). Research in this area
explores how crisis-induced behavioural shifts can accelerate
long-term sustainability commitments.

C. EXPERIENTIAL
TOURISM

AND TRANSFORMATIVE

Immersive experiences in natural or culturally significant
environments often lead to profound personal reflection,
fostering long-term behavioural change. Transformative
tourism emphasizes emotional engagement, self-discovery,
and value shifts that encourage sustained commitment to
environmental stewardship. Nature-based, educational, and
community-oriented tourism experiences are particularly
influential in shaping pro-environmental identities (Klein,
2011).

D. MEASUREMENT ADVANCEMENTS

The use of advanced research toolssuch as sentiment
analysis of tourist reviews, geospatial tracking, virtual
ethnography, machine learning, and behavioural
analyticsoffers richer insights into how tourists perceive and
enact sustainability (Go et al., 2022). These methodological
advancements increase precision, allow for real-time
behavioural monitoring, and broaden the scope of data
available for studying sustainability in tourism.

E. COMMUNITY AND CULTURAL CONTEXTS

Sustainable behaviour cannot be fully understood without
considering the cultural and community contexts in which
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tourism occurs. Cultural values influence how sustainability is
interpreted, practiced, and prioritized by different populations
(Sharpley, 2000). Additionally, community engagement and
local governance play crucial roles in shaping tourist
expectations, behaviours, and opportunities for sustainable
participation. Cross-cultural research is vital to uncover
diverse motivations and global patterns.

VI. MANAGERIAL AND PRACTICAL IMPLICATIONS

Tourism businesses play a crucial role in encouraging
travellers to behave sustainably, and a variety of strategic
interventions can be implemented to support this goal. One of
the most effective approaches is the use of environmental
communication toolssuch as eco-labels, nudges, and story-
driven campaignsthat make sustainability more visible,
relatable, and meaningful to visitors. Green innovation also
contributes significantly, as investments in energy-efficient
infrastructure, eco-friendly amenities, and low-impact
technologies empower tourists to make responsible choices
with minimal inconvenience. Visitor education further
strengthens sustainable behaviour by providing clear,
engaging information through interpretation centres, guided
programs, or digital-learning platforms. Strategies rooted in
social norms can amplify sustainable actions by showcasing
the responsible behaviours of other tourists, thereby
reinforcing positive peer influence. Emotional messaging that
evokes pride or reduces guilt can be used to shape attitudes
and encourage pro-environmental decisions. Moreover,
transparent and credible corporate sustainability practices help
build trust, demonstrating organizational commitment and
motivating consumers to align their own behaviours with
environmental goals. Collectively, these managerial strategies
bridge  consumer  motivations  with  organizational
sustainability objectives, fostering a more responsible tourism
system.

VII.FUTURE RESEARCH AGENDA

Building on existing knowledge, several promising
directions emerge for advancing future research in sustainable
tourism behaviour. Cross-cultural comparative studies are
needed to better understand how cultural values, norms, and
belief systems shape sustainability perceptions and actions
across different regions. Another important area involves
examining the expanding role of technology and artificial
intelligence in guiding sustainable behaviour, particularly
through  real-time  decision  support,  personalized
recommendations, and digital nudging tools. Longitudinal
research would also offer valuable insights by tracking tourists
before, during, and after their trips, helping scholars identify
patterns of lasting behavioural change. At the destination
level, future studies should investigate how infrastructure
quality, policy frameworks, and community engagement
efforts influence sustainable choices. Emotional and identity-
based models offer another promising avenue, as constructs
like nature identity, place attachment, and emotional bonding
may help explain long-term commitment to sustainability.

Finally, there remains a need to explore psychological barriers
that prevent tourists from adopting sustainable options even
when they possess the knowledge and motivation to do so.
Understanding these obstacles can help refine interventions
and strengthen tourist engagement with environmental
responsibility.

VIII.  CONCLUSION

This review underscores that sustainable consumer
behaviour in tourism is a multifaceted phenomenon shaped by
cognitive evaluations, emotional responses, personal norms,
habitual patterns, social expectations, and a wide array of
contextual influences. By integrating psychological theories
with sustainability research, scholars and practitioners gain a
deeper understanding of how tourists form intentions and
translate them into responsible actions within travel
environments. As global tourism continues to expand, the
promotion of sustainable behaviour becomes not only an
ethical requirement but also a strategic necessity for protecting
the ecological, cultural, and social integrity of destinations. By
synthesizing key behavioural drivers and highlighting
emerging research directions, this paper provides a
comprehensive foundation for future theoretical development,
empirical investigation, and policy innovation in sustainable
tourism. Ultimately, the continued advancement of knowledge
in this domain will contribute to more resilient tourism
systems and foster more environmentally conscious traveller
behaviour worldwide.
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