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Studies have found that green practices can help organization create unique

competitive advantages, such as enhancing the brand value. However, in the

existing research, people did not know much about the exhibition audiences’

perceptions of green practices, or its impact on brand loyalty. This study

explores the dimension of green practice perceptions of exhibition audiences,

uses the trust-commitment theory to verify the relationship between green

practice perceptions and exhibition brand loyalty. A total of 665 valid

questionnaires were collected in the two exhibitions. The results show that

four of the five types of green practices perceived by the audience will

significantly affect green trust and then brand loyalty through commitment.

Two of the five types of green practice perception can directly affect

brand loyalty. And green self-identity will significantly adjust the relationship

between green trust and affective commitment. Finally, suggestions are

proposed for academic and practical reference.

KEYWORDS

green practice perception, brand loyalty, exhibition audience, trust-commitment,
green self-identity

Introduction

As people continue to pay attention to environmental issues, the environmental
protection features of products or services are increasingly being valued by consumers.
The green practices of enterprises are not only conducive to environmental protection,
but also bring positive economic and social benefits to enterprises. Studies have found
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that companies’ green practices can help create unique
competitive advantages (Hart, 1995; Porter and Van der Linde,
1995), such as increasing participants’ willingness to pay
premiums (Wong et al., 2015) and enhancing brand value (Li
et al., 2018). It can be seen that green operation is one of
the important sources of corporate competitive advantages (Lee
et al., 2010; Hwang and Lee, 2019).

The exhibition industry is a huge industry. In 2018, there
were approximately 32,000 exhibitions directly involving 303
million visitors and nearly five million exhibitors across more
than 180 countries (UFI and Oxford Economics, 2019). The
environmental impacts of the exhibition industry have been
mentioned long ago. Many international organizations have
put forward practical guidelines for sustainable events for
exhibition organizers. In the exhibition field, audiences are a
very important group (Rittichainuwat and Mair, 2012), and the
number and structure of audiences are also important contents
of exhibition audits (UFI, 2020). At the same time, from the
perspective of the competitiveness of exhibition companies,
the brand equity of companies should also be based on the
perceptions of audiences. However, in the existing research,
little is known about the perceptions of green practices of
stakeholders such as exhibition audiences. Although the positive
relationship between green practices in business operations and
brands has been verified by scholars (Chen K. L. et al., 2015;
Suki, 2016), some scholars have also begun to pay attention
to the subsequent impacts of green events. For example, the
impacts of green events on participants’ consumption behavior
(Horng et al., 2014; Wong et al., 2015), sustainability awareness
(Ahmad et al., 2013) and so on have been discussed. However,
few scholars integrate audiences’ perceptions of green practices
and exhibition brand loyalty into a framework to explore the
influence mechanism between the two.

China’s exhibition industry has developed rapidly in recent
years and has ranked first in the world in terms of scale (MCC,
2018). However, what is not commensurate with the scale
of industrial development is that there are not many studies
in the context of China’s exhibition industry. As consumers
of different nationalities or cultural groups have significant
differences in their perceptions of environmental sustainability
and their impacts (Berezan et al., 2013), in the context of China’s
exhibition industry, exploring the relationship between practical
audience perceptions of green practices and exhibition brand
loyalty has certain theoretical value.

In order to bridge the above research gaps, this research aims
to achieve the following research goals: (1) Explore audiences’
perceptions of green practices in exhibitions and their impact
on exhibition brand loyalty; (2) Based on the commitment-
trust theory, verify the green trust commitment framework’s
role between audiences’ perceptions of green practices and
exhibition brand loyalty; and (3) Explore the moderating
effect of audiences’ green self-identity in the green trust-
commitment framework.

Literature review and hypotheses

Audience perceptions of green
practices in exhibitions

Green practices have been valued in many industries.
The exhibition industry is an industry that has a significant
impact on the environment. For example, the internationally-
renowned organization ISO (2012) pointed out: “Events take
a heavy toll on resources, society and the environment, often
generating significant waste.” For this reason, green practices
have attracted the attention of the exhibition industry. Many
environmentally sustainable operations guidelines have been
established in the industry for exhibition organizers to learn
from, such as the “Green Meeting Guide–Roll out the Green
Carpet for Your Participants” (UNEP, 2009). ISO has also
developed a green event standard, the ISO, 2012 on Event
Sustainability Management. In addition, the American Society
for Testing and Materials (ASTM) has launched Standards
for Green Meetings. The Global Reporting Initiative has
launched Event Organizers Sector Supplement (GRI-EOSS).
However, these green practice guidelines are mainly aimed
at exhibition organizers. Will exhibition audiences agree that
relevant operations are green practices? If there is a difference
between the perceptions of the audience and the practices of
the exhibition organizer, greenwashing may occur, which may
negatively affect the exhibition brand (Chen et al., 2019). It can
be seen that discussing green practices in exhibitions from the
perspective of audiences has important theoretical and practical
significance.

However, there is very little research on the green operation
of exhibitions from the perspective of audiences. In the
field of event management, few scholars have discussed the
green practice perceptions of events such as festivals and
conferences. For example, the green practice perceptions of
festival participants are defined from the following three
facets: green food; green environment and activity; and green
design and waste management (Wong et al., 2015). The green
practice perceptions of conference participants are understood
from the following five aspects: sustainability-related initiatives;
electricity consumption; waste diversion; facilities’ food service;
and enhancing sustainability (Buathong and Lai, 2017). Due
to the significant differences in green practices between trade
show events and other events (Merrilees and Marles, 2011), it is
necessary to understand the perspectives from which exhibition
audiences perceive the organizers’ green practices.

Green trust

Trust refers to the willingness to rely on an exchange partner
in whom one has confidence (Moorman et al., 1992). The
concept of trust comes from philosophy and is regarded as
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the core force of social functions. Smith and Barclay (1997)
pointed out that generally people understand trust from two
aspects, namely cognitive expectation or affective sentiment and
risk-taking behavior or willingness. The act of taking risks is
implicit in the expectation of trust (Morgan and Hunt, 1994).
Many theories regard trust as a very important core element.
For example, the transaction cost theory believes that trust can
reduce contract costs (Hill, 1990). The norm of reciprocity in
social exchange theory also shows that “the first thing to do is
to prove that you are trustworthy" (Blau, 1964). In marketing
theory, scholars often regard trust as the core of successful sales
(Smith and Barclay, 1997).

With people’s emphasis on green marketing, Chen et al.
(2020) proposed the concept of green trust: “a willingness to
depend on a product, service, or brand based on the belief
or expectation resulting from its credibility, benevolence, and
ability about its environmental performance.” It can be seen
that green trust also refers to the willingness of consumers to
rely on products or services, which comes from the perception
and judgment of the company’s environmental performance.
Consumers’ decisions are often made under asymmetric
information. That is why consumers’ trust often comes from
their own perceptions (Kardes et al., 2004), especially the
perceptions of quality (McKnight et al., 2004). In terms of green
trust, the perceptions of environmental friendliness of products
or services will have a significant positive impact on green trust
(Chen Y. S. et al., 2015). For this reason, this research proposes:

H1: There is a significant positive relationship between
green practices and green trust.

Green brand commitment

Consumers’ commitment to a brand can be regarded as
an emotional or psychological attachment (Warrington and
Shim, 2000), which reflects the strength of the brand as
the best choice in the series. In the study by Tuškej et al.
(2013), brand commitment is considered to be composed
of two dimensions, namely, affective commitment and social
compliance commitment. Affective commitment refers to
consumers’ emotional association with a brand due to positive
perceptions of the brand. Social compliance commitment refers
to a commitment to a certain product or service based on
normative beliefs or the recognition of people around them.

According to the Commitment-Trust Theory, there is a
circular relationship between trust and commitment–that is,
trust leads to commitment, and commitment strengthens trust.
Nevertheless, the influence of trust on commitment should
be an earlier relationship (Morgan and Hunt, 1994). The
research results of Chen (2010) show that green trust will help
consumers and product or service providers form a relationship

commitment. This kind of relationship commitment based
on green trust may come from one’s own concern for
environmental protection, or it may come from the emphasis
on environmental protection by social codes of conduct. Based
on the above analysis, it can be seen that green trust can have an
impact on consumers’ brand commitment. For this reason, this
research proposes the following hypotheses:

H2: There is a significant positive relationship between
green trust and affective commitment;

H3: There is a significant positive relationship between
green trust and social compliance commitment.

Brand loyalty

Brand loyalty can be defined as the actual pattern of
consumers’ purchase behavior for a certain brand (Tucker,
1964), or the behavioral intention for a brand (Assael, 1998). In
this research, brand loyalty is defined as consumers’ purchase
behavior intentions for a certain brand rather than other
brands. Although many scholars have conducted research on
the relationship between the product or service provider’s
green practice perception and the consumer’s loyalty, they have
not reached a unified conclusion. For example, Yusof et al.
(2017) found that in non-green hotels, there is no significant
relationship between green practice perceptions and consumer
loyalty. The research of Martínez (2015) on hotels and that of
Ibe-Enwo et al. (2019) on green banks show that green practices
directly affect consumer loyalty. Considering that under normal
circumstances, consumers’ perceptions of the value of products
or services will affect their loyalty to product providers (Cronin
et al., 1997), this study believes that there is a significant
connection between green practices and loyalty.

Many scholars have pointed out that brand trust is an
important antecedent of brand loyalty (i.e., Sahin et al., 2011;
Chinomona, 2016). This is mainly because when consumers put
trust in a certain company, they will form a dependence on the
brand, and then form a positive buying tendency (Lau and Lee,
1999). In addition, brand loyalty and brand commitment are
two closely related variables. The difference between them is
that loyalty focuses more on behavior, that is, the intention to
repeat visits or purchases; while commitment is more inclined
to attitude (Assael, 1998). Because attitudes have a decisive
influence on behavioral intentions, many scholars define brand
loyalty as the behavioral consequences of commitment, and even
directly propose the commitment-loyalty link (Pritchard et al.,
1999; Fullerton, 2003).

For this reason, this research proposes the following
hypotheses:
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FIGURE 1

The theoretical framework.

H4: There is a significant positive relationship between
green trust and brand loyalty;

H5: There is a significant positive relationship between
affective commitment and brand loyalty;

H6: There is a significant positive relationship between
social compliance commitment and brand loyalty;

H7: There is a significant positive relationship between
green practices and brand loyalty.

Moderating effect of green
self-identity

Shared values have an important influence on trust and
relationship commitment (Mathieu and Zajac, 1990). The so-
called shared values refer to the beliefs shared by both parties
(Morgan and Hunt, 1994), and are also understood as the
appropriateness of a certain behavior that is jointly recognized
(Heide and John, 1988). If the theory is extended to the scenario
of this research–that is, when the audience and the exhibition
organizer have the same environmental values, or both believe
that it is appropriate or necessary to take a certain behavior
(such as green practices)–trust and relationship commitment
are created between the audience and the organizer. The
identity theory can be used to explain the correct behavior
corresponding to individual roles and how to enhance the status
of individuals in society (Callero, 1985). The self-identity here
refers to the various meanings given to oneself by self, and
positions one in social space through the relationships implied
by the identity (Gecas and Burke, 1995). Self-identity is reflected
in that person’s beliefs, values, and attitudes (Fisbein and Ajzen,
1975). Therefore, this study introduces self-identity as a green

consumer, that is, the degree of concern an individual has about
green issues (Carfora et al., 2017). Since the implementation of
green initiatives by exhibition organizers reflects their concerns
about green issues, when the audience has a strong self-identity
as green consumers, the shared values of both parties will also
be higher. At this time, the relationship between trust and
commitment may be stronger. For this reason, this research
proposes:

H8: Green consumer identity has a moderating effect on the
green trust-affective commitment relationship;

H9: Green consumer identity has a moderating effect on the
green trust-social compliance commitment relationship.

The theoretical framework of this research is shown in
Figure 1:

Materials and methods

Participants and procedures

This research is divided into two stages. The main purpose
of the first stage is to initially construct the dimension of
audiences’ perceptions of green practices in exhibitions. In this
stage, items were developed using a combination of literature
review and in-depth interviews. Researchers conducted a survey
of the audience during the 25th Macao International Trade
and Investment Fair and conducted a factor analysis of green
practice perceptions. In the first phase of the survey, a total
of 350 questionnaires were distributed to the audience and
319 valid questionnaires were returned. The main purpose of
the second stage is to perform a confirmatory factor analysis
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TABLE 1 Demographic profile of the sample (n = 346).

Demographic Frequency Percentage

Sex

Male 208 60.12%

Female 138 39.88%

Age

18–20 11 3.18%

21–30 52 15.03%

31–40 87 25.14%

41–50 105 30.35%

51–60 79 22.83%

≥ 61 12 3.47%

Education

Middle School 9 2.60%

High school 125 36.13%

Undergraduate 178 51.45%

Postgraduate 34 9.82%

Occupation

Employee 165 47.69%

Government staff 56 16.18%

Teaching staff 23 6.65%

Student 49 14.16%

Freelance 32 9.25%

Others 21 6.07%

Income

5,000 ≤ 62 17.92%

5,001–7,000 93 26.88%

7,001–9,000 81 23.41%

9,001–11,000 87 25.14%

≥ 11,001 23 6.65%

of the measurement tools of audiences’ perceptions of green
practices, and to verify the theoretical model as well. The survey
at this stage was mainly aimed at the audience of the China
International Furniture Fair (Guangzhou) in 2021. A total of 400
questionnaires were issued, and 346 valid ones were collected,
demographic information is shown in Table 1.

Measurements

One of the purposes of this research is to explore audiences’
perceptions of green practices in exhibitions. For this reason,
this study constructed the green practice audience perception
measurement scale according to the method suggested by
Churchill (1979). Based on the compilation of the exhibition
industry’s green guide documents and related journal literature,
this study interviewed 25 exhibition audience representatives
and invited five experts to screen questions. There were a
total of 43 items in the initial question bank, of which 12

items were from the industry guidelines, 14 items were from
related literature, and 17 items were from in-depth interviews.
After two rounds of expert screening, the initial test scale
for the first stage was obtained, with a total of 33 items.
According to the data analysis results in the first stage, the green
practice perception is composed of five dimensions, including
a total of 26 items. The five dimensions are: technology
based consumption reduction, reduction of exhibition supplies,
recycling and reducing emissions, green food service, and
strengthening the concept of sustainability. Combined with the
data analysis of the second stage, a measurement tool composed
of 21 items was finally obtained. For the detailed output of the
factor analysis and CFA analysis in the above research process,
please refer to the attachment.

Green trust was measured using five items (Chen, 2010).
Composite reliability was 0.89. Affective commitment and social
compliance commitment were measured using three question
items (Tuškej et al., 2013), respectively. Composite reliability
was 0.79 and 0.8. Loyalty was measured using three items (Yi
et al., 2018). Composite reliability was 0.895. Self-identity as a
green consumer was measured using three items (Carfora et al.,
2017). Composite reliability was 0.755. All the scale items in
the questionnaire were measured with a seven-point Likert scale
(where 1 = strongly disagree and 7 = strongly agree).

Data analysis

This research used SPSS23 for descriptive analysis and factor
analysis in the development of measurement tools, and Amos 24
for CFA analysis and SEM analysis. When testing the theoretical
model, researchers first checked the kurtosis, skewness, average
value and other indicators, and then carried out a common
method deviation test to judge whether the data could be further
analyzed, after which they analyzed the total correlation among
the items of each construct, eliminated inappropriate items,
and then checked the reliability. CFA analysis, combination
reliability analysis and convergence validity analysis were
performed on the measurement model with Amos24.0. On this
basis, SEM was used to test the overall structure model and
verify the aforementioned hypotheses. This study adopted the
bootstrap method to test the mediation effect. The moderated
ordinary least squares regression analysis (Aiken et al., 1991)
method was adopted to verify the moderating effect.

Results

Before data analysis, this study checked the missing values
and outliers of the data set and found that there were no
missing values and outliers. Through kurtosis and skewness
indicators, it can be found that the data is normally distributed
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TABLE 2 The results of CFA.

Items Std. S.E. T-value CR AVE

TCR Cronbach’s α = 0.882 0.883 0.603

TCR6 0.802

TCR5 0.693 0.058 14.321

TCR4 0.826 0.058 17.878

TCR3 0.737 0.058 15.475

TCR2 0.817 0.053 17.62

RES Cronbach’s α = 0.885 0.885 0.658

RES5 0.821

RES4 0.824 0.054 18.223

RES3 0.825 0.053 18.256

RES1 0.774 0.057 16.796

RRE Cronbach’s α = 0.862 0.87 0.692

RRE3 0.829

RRE2 0.917 0.054 20.906

RRE1 0.739 0.053 16.165

GFB Cronbach’s α = 0.851 0.853 0.591

GFB4 0.757

GFB3 0.768 0.077 15.05

GFB2 0.807 0.073 15.864

GFB1 0.743 0.065 14.504

SCS Cronbach’s α = 0.867 0.871 0.575

SCS5 0.835

SCS4 0.74 0.052 15.979

SCS3 0.698 0.059 14.799

SCS2 0.721 0.058 15.447

SCS1 0.789 0.055 17.399

GrT Cronbach’s α = 0.887 0.89 0.62

GT5 0.861

GT4 0.716 0.062 16.129

GT3 0.788 0.062 18.614

GT2 0.746 0.054 17.144

GT1 0.817 0.056 19.723

ABC Cronbach’s α = 0.783 0.79 0.56

ABC1 0.625

ABC2 0.801 0.109 11.71

ABC3 0.805 0.109 11.736

SCBC Cronbach’s α = 0.801 0.8 0.572

SCBC3 0.774

SCBC2 0.802 0.069 13.455

SCBC1 0.688 0.068 12.27

BL Cronbach’s α = 0.894 0.895 0.74

BL1 0.836

BL2 0.839 0.052 19.509

BL3 0.904 0.053 21.246

GS Cronbach’s α = 0.754 0.755 0.506

GS3 0.687

GS2 0.746 0.106 10.199

GS1 0.701 0.097 10.145

TCR, technology-based consumption reduction; RES, reduction of exhibition supplies; RRE, recycling and reducing emissions; GFB, green food service; SCS, strengthening the concept
of sustainability; GrT, Green Trust; ABC, affective commitment; SCBC, social compliance commitment; BL, Brand Loyalty; Gs, Green self-identity.
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TABLE 3 Discriminant validity.

CR AVE TCR RES RRE GFB SCS GrT ABC SCBC BL GS

TCR 0.883 0.603 0.777

RES 0.885 0.658 0.597 0.811

RRE 0.87 0.692 0.629 0.572 0.832

GFB 0.853 0.591 0.737 0.714 0.707 0.769

SCS 0.871 0.575 0.620 0.581 0.665 0.666 0.758

GrT 0.89 0.62 0.593 0.438 0.616 0.624 0.584 0.787

ABC 0.79 0.56 0.400 0.359 0.463 0.440 0.495 0.681 0.748

SCBC 0.8 0.572 0.314 0.194 0.301 0.262 0.290 0.508 0.499 0.756

BL 0.895 0.74 0.479 0.479 0.417 0.555 0.400 0.608 0.518 0.415 0.86

GS 0.755 0.506 0.129 0.075 0.039 0.08 0.09 0.152 0.257 0.228 0.231 0.712

TCR, technology-based consumption reduction; RES, reduction of exhibition supplies; RRE, recycling and reducing emissions; GFB, green food service; SCS, strengthening the concept
of sustainability; GrT, Green Trust; ABC, affective commitment; SCBC, social compliance commitment; BL, Brand Loyalty; Gs, Green self-identity.

TABLE 4 The result of model fit.

Index χ 2 Df χ 2/df RMSEA SRMR GFI AGFI CFI NFI RFI IFI TLI

CFA 1027.34 620.00 1.66 0.04 0.04 0.88 0.86 0.95 0.89 0.87 0.95 0.95

Structural model 909.17 535.00 1.70 0.06 0.04 0.89 0.87 0.95 0.90 0.89 0.96 0.95

Fitted value - - < 3.0 <◦0.05 < 0.05 > 0.9 >◦0.9 > 0.9 >◦0.9 > 0.9 >◦0.9 > 0.9

and suitable for further analysis. Please refer to the attachment
for specific data.

Common method variance

In this study, Harman (1976)’s single factor detection
method was used to detect the common method deviation of the
data. Through an exploratory factor analysis of all items, if the
explanatory variation rate of the unrotated first factor does not
exceed 50%, it indicates the common method deviation is within
an acceptable range. The explanatory variation of the first factor
in this study is 28.73%, which is lower than the 50% standard.
It can be seen that there is no covariance bias in the data of this
study.

Measurement model

In this study, SPSS23.0 was used to measure the reliability
of each construct in the data set to ensure good consistency
in each dimension. Through testing, the Cronbach’s alpha of
each construct is between 0.790 and 0.903 (see Table 2), and the
overall correlation coefficient (CITC) of the project is all greater
than 0.5. Therefore, it can be determined that the data reliability
of this study is good. In addition, the results in Table 1 also
show that the factor loading of most items is higher than 0.7,
the construct reliability value of each dimension is greater than
0.7, and the Average Variance Extracted (AVE) is greater than
0.5.

The square root of the AVE of each construct in this study is
greater than the Pearson correlation coefficient of the construct
and the related construct (see Table 3 for details). Therefore, the
discriminative validity of each dimension of the scale is generally
satisfactory. The model fit of the measurement model also meets
the standards of Hair et al. (2010) (see Table 4 for details).

Structure equation model

This study used the maximum likelihood method to test
the hypotheses. Judging from the results of Table 4 (structure
model), the model fit is generally satisfactory (Hair et al.,
2010). Judging from the results in Figure 2, all hypotheses are
supported except that the paths of H1b, H7b, H7c, and H7d are
not significant. For detailed data, please refer to Table 5.

Moderation effect

The Hayes process (version 3) was adopted to verify the
moderating effect of Green self-identity on the relationship
between green trust and affective commitment and social
commitment. The data in Table 6 shows that the cross-product
term of self-identity as a green consumer and green trust has
a significant positive correlation with affective commitment
(t = 3.413). For this reason, it can be concluded that the
relationship between green trust and affective commitment will
be moderated by green self-identity, so H8 has been verified. On
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FIGURE 2

Results of path analysis. TCR, technology-based consumption reduction; RES, reduction of exhibition supplies; RRE, recycling and reducing
emissions; GFB, green food service; SCS, strengthening the concept of sustainability; GrT, Green Trust.

TABLE 5 The result of structural equal model test.

Hypothesis Estimate Std. S.E. T-value P Support

RES → GrT −0.147 −0.112 0.093 −1.584 0.113 no

RRE → GrT 0.29 0.251 0.086 3.388 *** yes

GFB → GrT 0.359 0.243 0.149 2.411 0.016 yes

SCS → GrT 0.277 0.209 0.094 2.935 0.003 yes

TCR → GrT 0.251 0.193 0.098 2.558 0.011 yes

GrT → ABC 0.471 0.693 0.048 9.876 *** yes

GrT → SCBC 0.44 0.515 0.05 8.728 *** yes

GrT → BL 0.304 0.319 0.091 3.343 *** yes

ABC → BL 0.219 0.156 0.102 2.145 0.032 yes

SCBC → BL 0.143 0.128 0.064 2.241 0.025 yes

TCR → BL 0.043 0.035 0.096 0.448 0.654 no

RES → BL 0.249 0.199 0.092 2.708 0.007 yes

RRE → BL −0.137 −0.124 0.085 −1.605 0.108 no

GFB → BL 0.359 0.256 0.148 2.423 0.015 yes

SCS → BL −0.158 −0.125 0.094 −1.685 0.092 no

TCR, technology-based consumption reduction; RES, reduction of exhibition supplies; RRE, recycling and reducing emissions; GFB, green food service; SCS, strengthening the concept
of sustainability; GrT, Green Trust; ABC, affective commitment; SCBC, social compliance commitment; BL, Brand Loyalty; Gs, Green self-identity. ***P < 0.001.
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TABLE 6 Moderation effect of green self-identity.

Dependent variables Affective commit Social commit

model 1 model 2 model 3 model 4

coef. t coef. t coef. t coef. t

Interrupt 1.521 2.400 4.787 12.446 2.639 4.052 4.781 11.913

Control variables

Gender 0.870 0.768 0.074 0.662 −0.029 −0.249 −0.029 −0.246

Age −0.041 −0.838 −0.029 −0.599 −0.083 −1.667 −0.083 −1.665

Tourist type −0.042 −0.704 −0.024 −0.401 0.024 0.399 0.024 0.390

Vocational −0.030 −1.256 −0.025 −1.041 0.029 1.153 0.029 1.144

Education 0.026 0.482 0.021 0.399 −0.045 −0.828 −0.045 −0.825

Income/per month −0.028 −0.578 −0.036 −0.765 0.047 0.951 0.047 0.952

Green self-identity (Gs) 0.189 2.259 0.282 3.588 0.083 1.076 0.081 0.983

Independent variable

Green trust (GrT) 0.444 12.423 0.424 11.872 0.335 9 0.116 0.335 8.994

Moderator

GrT * Gs 0.158 3.413 −0.003 −0.070

Model statistics

R2 0.333 0.353 0.206 0.206

R2 adj. 0.319 0.333 0.189 0.206

F 23.508 22.781 12.219 10.834

TCR, technology-based consumption reduction; RES, reduction of exhibition supplies; RRE, recycling and reducing emissions; GFB, green food service; SCS, strengthening the concept
of sustainability; GrT, Green Trust; ABC, affective commitment; SCBC, social compliance commitment; BL, Brand Loyalty; Gs, Green self-identity.

the other path, the moderating effect of green self-identity is not
significant, and H9 is not supported.

In order to further demonstrate the specific performance of
the moderating effect, this studydrew simple slope, as shown in
Figure 3. It can be seen that when green self-identity is relatively
strong, green trust will lead to a stronger affective commitment.

Discussion

Theoretical significance

This study explores the dimension of green practice
perceptions in the exhibition industry from the perspective
of audiences, uses the trust-commitment theory to verify the
relationship between green practice perceptions and exhibition
brand loyalty, and draws some enlightening conclusions.

First of all, from the perceptions of exhibition audiences,
the green practices in exhibitions can be divided into five
dimensions, namely technology-based consumption reduction
(TCR); reduction of exhibition supplies (RES); recycling and
reducing emissions (RRE), green food service (GFB), and
strengthening the concept of sustainability (SCS). This result is
consistent with the connotation of the concept of environmental
sustainability proposed by Goodland (1995)–that is, it can be
understood from two aspects: input and output. Input means to

protect resources, while output means to reduce emissions. For
example, TCR and RES both represent operations to reduce the
use of resources, while RRE and GFB represent the reduction
of waste emissions. The content of the SCS dimension in this
study is similar to the enhancing sustainability dimension in
the study of Buathong and Lai (2017), and GFB is also listed
as a dimension in the green practices of events in previous
studies (Wong et al., 2015; Buathong and Lai, 2017). It can be
seen that audiences’ perceptions of green practices in exhibitions
obtained by this research are highly reliable. At the same time, by
comparing previous scholars’ research results on green practices
in festivals and conferences, it can be seen that participants’
perceptions of green practices in exhibitions are indeed not
completely consistent with those in conferences and festivals,
which again proves the point of view of Merrilees and Marles
(2011).

Second, in terms of the impact of audiences’ perceptions
of green practices on green trust, among the five dimensions,
four dimensions have a significant impact on green trust, with
the exception of RES. This result is not surprising, because in
recent years, scholars in the hotel field have also questioned
whether green behavior can really guarantee a positive response
from consumers (Goh and Balaji, 2016). For example, Chen
et al. (2019) pointed out that when hotels ask consumers to
make appropriate concessions for environmental reasons, such
as reducing the number of towel changes, consumers may
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question the purpose of the hotels’ environmental behavior,
thus forming the impression of greenwashing. The RES in this
research refers to the promotion of environmental protection
by reducing the supply and consumption of materials. The
cost reduction of the organizer and the concession of the
audience’s interests are involved. For example, the audience
is not provided with paper and pens, and no carpets are
used. As a result, the audience doubts the purpose of the
exhibition organizer, thus failing to generate green trust. Many
scholars have also studied the antecedent variables of trust,
and the results show that in order to induce green trust
among consumers, it is necessary to improve the quality
and performance of environmental protection (Chen and
Chang, 2013), cement the relationship between green practices
and individuals, strengthen communication (Anderson et al.,
1987), etc. It can be seen that SCS has certain advantages in
performance presentation and promotion of communication,
such as publishing environmental protection regulations and
promoting environmental protection booth award. TCR and
RRE can enhance the connection between green practices and
individuals through audiences’ personal participation, thereby
easily generating green trust in audiences.

From the perspective of the relationship between green
practice perceptions and exhibition brand loyalty, neither RES,
RRE, nor GFB can establish a significant positive relationship
with exhibition brand loyalty. The author believes that the
uniqueness seeking theory (Ryan, 2008) can explain this finding.
Scholars in the fields of fashion, retail, and tourism have verified
that consumer loyalty to brands will be affected by brand
uniqueness (i.e., Noble et al., 2006; Jun, 2016; Su and Chang,
2018). The content of RRE and GFB practices perceived by the
audience in this study, such as the separate recycling program,
has become a popular and familiar scene in people’s daily lives
(Agovino et al., 2019). For this reason, the lack of unique green
practices may lead to the absence of brand loyalty among the
audience.

Third, from the perspective of moderating effect of self-
identity, green self-identity only has a significant effect on the

FIGURE 3

The moderating effect of green self-identity on green trust and
affective commitment.

relationship between green trust and affective commitment but
has no significant effect on the relationship between green
trust and social compliance commitment. The results show that
respondents with higher green self-identity have stronger green
trust-affective commitment. This is because when the image
of a product is consistent with individuals’ self-concept, it is
easier to gain the favor of consumers (Escalas, 2004), thereby
forming emotional attachment (Tuškej et al., 2013). From the
point of view of its meaning, social compliance commitment is
mainly about forming an attachment to a brand based on social
norms.

As the exhibition industry has not yet established a unified
standard and identification system with a high degree of
recognition in the green level of exhibitions, the choice of green
brands for exhibition projects is not as obvious as personal
environmental behavior in daily life. For this reason, there is
no basis for important people around audiences to influence
their brand commitment. Therefore, regardless of whether
audiences identify themselves with green consumers, the
relationship between environmental trust and social compliance
commitment is not affected. This finding is also consistent
to a certain extent with what Yusof et al. (2017) found in
non-green hotels: green practices will not lead to people’s
commitment to a hotel brand, because the hotel industry has
implemented green certification on a large scale which has
been recognized by consumers (Verma and Chandra, 2016).
Therefore, for users of non-green hotels, even if consumers
perceive a hotel’s green practices, they will not get the support
of important people around them to form a brand commitment
to the hotel.

Management significance

The findings of this research also have some inspiration
for exhibition management. First of all, as far as exhibition
organizers are concerned, actively promoting green practices
is not only a manifestation of the organizers’ strong sense of
social responsibility, but also helps the audiences to form a
certain brand loyalty to the exhibition projects. In particular, the
combination of technology and environmental protection and
the enhancement of the audiences’ environmental awareness
can not only directly increase the brand loyalty to the projects,
but also increase the loyalty by enhancing the audiences’
green trust and brand commitment. As for the reduction of
pollutant emissions through recycling, exhibition organizers
should focus on taking measures to strengthen the link between
relevant measures and green trust of audiences. For example,
the actual effect of waste recycling can be made explicit, such
as notifying audiences of the amount of emission reduction
achieved through the recycling process. It is also possible to
consider enhancing the association between waste recycling
and individuals, such as the association of resource recycling
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behavior with the personal identities of exhibition participants.
In this way, the trust-commitment mechanism can be used
to transform the green practices of recycling and emission
reduction into brand loyalty in the exhibition industry. In
terms of reducing the supply of exhibition materials, organizers
should avoid letting audiences form the wrong sense of reducing
costs in the name of environmental protection. To this end,
organizers can consider establishing multiple communication
channels with audiences on relevant green practices to help
them build a positive sense of green trust. Secondly, this
study also found that the relationship between green trust
and social compliance commitment is relatively weak, and
that green self-identity does not significantly moderate the
above relationship. In view of this, exhibition organizers
may also consider actively promoting exhibition projects to
pass green certification, so as to let the public understand
the environmental protection contributions of the exhibition
projects, thereby further enhancing the association between
green trust and social compliance commitment, and improving
the conversion efficiency from green practices to brand loyalty.
Finally, this study found that green self-identity has a significant
moderating effect on the relationship between green trust and
affective commitment. For this reason, exhibition organizers
can also consider enhancing audiences’ green self-identity, so
that a series of green practices in exhibitions can enhance
audience loyalty to exhibition brands through a stronger trust-
commitment framework.

Research limitations and prospects

Despite some enlightening conclusions, this study also has
the following limitations: First, this study’s measurement of
audiences’ perceptions of exhibitions’ green practices comes
from a self-developed study. Although its reliability and validity
have been tested by two exhibition surveys, considering the
diversity of exhibition types and content, the universality
of exhibition audiences’ perceptions of green practices needs
further testing.

Second, in the research process, only a few exhibition
projects in Guangzhou and Macau are involved. Due to the
cultural differences in people’s perceptions of environmental

impacts, the conclusions of related research may also need to
be verified in a broader scope.

Third, this research only explores the relationship between
the perceptions of green practices and brand loyalty in the
exhibition industry from the perspective of audiences. However,
there are still many factors that affect audiences’ exhibition
brand loyalty, such as the service quality of exhibitions,
the service efficiency of exhibitions, etc. Future research can
consider integrating these factors and green practices into the
model for research.

Data availability statement

The original contributions presented in this study are
included in the article/supplementary material, further inquiries
can be directed to the corresponding author.

Author contributions

All authors listed have made a substantial, direct, and
intellectual contribution to the work, and approved it for
publication.

Conflict of interest

The authors declare that the research was conducted in the
absence of any commercial or financial relationships that could
be construed as a potential conflict of interest.

Publisher’s note

All claims expressed in this article are solely those of the
authors and do not necessarily represent those of their affiliated
organizations, or those of the publisher, the editors and the
reviewers. Any product that may be evaluated in this article, or
claim that may be made by its manufacturer, is not guaranteed
or endorsed by the publisher.

References

Agovino, M., Cerciello, M., and Musella, G. (2019). The good and the bad:
Identifying homogeneous groups of municipalities in terms of separate waste
collection determinants in Italy. Ecol. Indic. 98, 297–309. doi: 10.1016/j.ecolind.
2018.11.003

Ahmad, N. L., Rashid, W. E. W., Abd Razak, N., Yusof, A. N. M., and Shah,
N. S. M. (2013). Green event management and initiatives for sustainable business
growth. Int. J. Trad Econ. Finance 4:331. doi: 10.7763/IJTEF.2013.V4.311

Aiken, L. S., West, S. G., and Reno, R. R. (1991). Multiple Regression: Testing and
Interpreting Interactions. Thousand Oaks: Sage.

Anderson, E., Lodish, L. M., and Weitz, B. A. (1987). Resource allocation
behavior in conventional channels. J. Mark. Res. 24, 85–97. doi: 10.1177/
002224378702400108

Assael, H. (1998). Customer Behavior and Marketing Action. Boston: PWS-
Kelling.

Frontiers in Psychology 11 frontiersin.org

https://doi.org/10.3389/fpsyg.2022.1019508
https://doi.org/10.1016/j.ecolind.2018.11.003
https://doi.org/10.1016/j.ecolind.2018.11.003
https://doi.org/10.7763/IJTEF.2013.V4.311
https://doi.org/10.1177/002224378702400108
https://doi.org/10.1177/002224378702400108
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/


fpsyg-13-1019508 September 20, 2022 Time: 15:36 # 12

Jia et al. 10.3389/fpsyg.2022.1019508

Berezan, O., Raab, C., Yoo, M., and Love, C. (2013). Sustainable hotel practices
and nationality: The impact on guest satisfaction and guest intention to return. Int.
J. Hosp. Manag. 34, 227–233. doi: 10.1016/j.ijhm.2013.03.010

Blau, P. M. (1964). Exchange and Power in Social Life. New York, NY: John Wiley
and Sons: Inc.

Buathong, K., and Lai, P.-C. (2017). Perceived attributes of event sustainability
in the MICE industry in Thailand: A viewpoint from governmental, academic,
venue and practitioner. Sustainability 9:1151. doi: 10.3390/su9071151

Callero, P. L. (1985). Role-identity salience. Soc. Psychol. Q. 48, 203–215. doi:
10.2307/3033681

Carfora, V., Caso, D., Sparks, P., and Conner, M. (2017). Moderating effects of
pro-environmental self-identity on pro-environmental intentions and behaviour:
A multi-behaviour study. J. Environ. Psychol. 53, 92–99. doi: 10.1016/j.jenvp.2017.
07.001

Chen, H., Bernard, S., and Rahman, I. (2019). Greenwashing in hotels: A
structural model of trust and behavioral intentions. J. Clean. Prod. 206, 326–335.
doi: 10.1016/j.jclepro.2018.09.168

Chen, K. L., Chen, H.-J., and Weng, C.-K. (2015). The Effect of Green Hotel on
Consumers’ Consumption Intention: The Mediator Role of Brand Image. Int. J.
Perform. Meas. 5, 65–92.

Chen, Y. S., and Chang, C. H. (2013). Towards green trust. Manag. Decis. 51,
63–82. doi: 10.1108/00251741311291319

Chen, Y.-S. (2010). The drivers of green brand equity: Green brand image, green
satisfaction, and green trust. J. Bus. Ethics 93, 307–319. doi: 10.1007/s10551-009-
0223-9

Chen, Y.-S., Huang, A.-F., Wang, T.-Y., and Chen, Y.-R. (2020). Greenwash and
green purchase behaviour: The mediation of green brand image and green brand
loyalty. Total Qual. Manag. Bus. Excell. 31, 194–209. doi: 10.1080/14783363.2018.
1426450

Chen, Y. S., Lin, C.-Y., and Weng, C.-S. (2015). The influence of environmental
friendliness on green trust: The mediation effects of green satisfaction and green
perceived quality. Sustainability 7, 10135–10152. doi: 10.3390/su70810135

Chinomona, R. (2016). Brand communication, brand image and brand trust as
antecedents of brand loyalty in Gauteng Province of South Africa. Afr. J. Econ.
Manag. Stud. 7, 124–139. doi: 10.1108/AJEMS-03-2013-0031

Churchill, G. A. Jr. (1979). A paradigm for developing better measures of
marketing constructs. J. Mark. Res. 16, 64–73. doi: 10.1177/002224377901600110

Cronin, J. J., Brady, M. K., Brand, R. R., Hightower, R., and Shemwell, D. J.
(1997). A cross-sectional test of the effect and conceptualization of service value.
J. Serv. Mark. 11, 375–391. doi: 10.1108/08876049710187482

Escalas, J. E. (2004). Narrative processing: Building consumer connections to
brands. J. Consum. Psychol. 14, 168–180. doi: 10.1207/s15327663jcp1401&2_19

Fisbein, M., and Ajzen, I. (1975). Belief, Attitude, Intention and Behavior: An
Introduction to Theory and Research. Massachusetts: Addison-Wiley Publishing
Company.

Fullerton, G. (2003). When does commitment lead to loyalty? J. Serv. Res. 5,
333–344. doi: 10.1177/1094670503005004005

Gecas, V., and Burke, P. J. (1995). “Self and identity,” in Sociological Perspectives
on Social Psychology, eds K. Cook, G. A. Fine, and J. S. House (Boston: Allyn and
Bacon), 41–67.

Goh, S. K., and Balaji, M. (2016). Linking green skepticism to green purchase
behavior. J. Clean. Prod. 131, 629–638. doi: 10.1016/j.jclepro.2016.04.122

Goodland, R. (1995). The concept of environmental sustainability. Annu. Rev.
Ecol. Syst. 26, 1–24. doi: 10.1146/annurev.es.26.110195.000245

Hair, J. F., Black, W. C., and Babin, A. (2010). RE and Tatham, RL (2006),
Multivariate Data Analysis. Upper Saddle River, NJ: Pearson Prentice Hall.

Harman, H. H. (1976). Modern Factor Analysis. Chicago: University of Chicago
press.

Hart, S. L. (1995). A natural-resource-based view of the firm. Acad. Manag. Rev.
20, 986–1014. doi: 10.5465/amr.1995.9512280033

Heide, J. B., and John, G. (1988). The role of dependence balancing in
safeguarding transaction-specific assets in conventional channels. J. Mark. 52,
20–35. doi: 10.1177/002224298805200103

Hill, C. W. (1990). Cooperation, opportunism, and the invisible hand:
Implications for transaction cost theory. Acad. Manag. Rev. 15, 500–513. doi:
10.2307/258020

Horng, J.-S., Monica Hu, M.-L., Teng, C.-C., Hsiao, H.-L., Tsai, C.-Y., et al.
(2014). How the introduction of concepts of energy saving and carbon reduction
(ESCR) can affect festival visitors’ behavioural intentions: An investigation using

a structural model. J. Sustain. Tour. 22, 1216–1235. doi: 10.1080/09669582.2014.
884100

Hwang, K., and Lee, B. (2019). Pride, mindfulness, public self-awareness,
affective satisfaction, and customer citizenship behaviour among green restaurant
customers. Int. J. Hosp. Manag. 83, 169–179. doi: 10.1016/j.ijhm.2019.05.009

Ibe-Enwo, G., Igbudu, N., Garanti, Z., and Popoola, T. (2019). Assessing the
relevance of green banking practice on bank loyalty: The mediating effect of green
image and bank trust. Sustainability 11:4651. doi: 10.3390/su11174651

ISO (2012). Sustainable Events with ISO 20121. Geneva: ISO.

Jun, K. S. (2016). The structural relationships of destination image, awareness,
uniqueness and destination loyalty in periurban ecotourism destination. Eur. J.
Tour Hosp. Recreat. 7, 212–225. doi: 10.1515/ejthr-2016-0023

Kardes, F. R., Posavac, S. S., and Cronley, M. L. (2004). Consumer inference:
A review of processes, bases, and judgment contexts. J. Consum. Psychol. 14,
230–256. doi: 10.1207/s15327663jcp1403_6

Lau, G. T., and Lee, S. H. (1999). Consumers’ trust in a brand and the link to
brand loyalty. J. Mark. Focus. Manag. 4, 341–370.

Lee, J.-S., Hsu, L.-T., Han, H., and Kim, Y. (2010). Understanding how
consumers view green hotels: How a hotel’s green image can influence behavioural
intentions. J. Sustain. Tour. 18, 901–914. doi: 10.1080/09669581003777747

Li, X., Liang, J., and Lin, X. (2018). A study on the influence of green exhibition
operation on exhibition brand value: Taking environmental responsibility
fulfillment as the mediator. Tour. Forum 11, 1–11.

Martínez, P. (2015). Customer loyalty: Exploring its antecedents from a green
marketing perspective. Int. J. Contemp. Hosp. 27, 896–917. doi: 10.1108/IJCHM-
03-2014-0115

Mathieu, J. E., and Zajac, D. M. (1990). A review and meta-analysis of the
antecedents, correlates, and consequences of organizational commitment. Psychol.
Bull. 108:171. doi: 10.1037/0033-2909.108.2.171

MCC (2018). Statistical Analysis Report of China Exhibition Industry
Development 2017. London: MCC.

McKnight, D. H., Kacmar, C. J., and Choudhury, V. (2004). Dispositional trust
and distrust distinctions in predicting high-and low-risk internet expert advice site
perceptions. E Service 3, 35–58. doi: 10.2979/esj.2004.3.2.35

Merrilees, B., and Marles, K. (2011). Green business events: Profiling through a
case study. Event Manag. 15, 361–372. doi: 10.3727/152599511X13175676722609

Moorman, C., Zaltman, G., and Deshpande, R. (1992). Relationships between
providers and users of market research: The dynamics of trust within and between
organizations. J. Mark. Res. 29, 314–328. doi: 10.1177/002224379202900303

Morgan, R. M., and Hunt, S. D. (1994). The commitment-trust theory of
relationship marketing. J. Mark. 58, 20–38. doi: 10.1177/002224299405800302

Noble, S. M., Griffith, D. A., and Adjei, M. T. (2006). Drivers of local merchant
loyalty: Understanding the influence of gender and shopping motives. J. Retail. 82,
177–188. doi: 10.1016/j.jretai.2006.05.002

Porter, M. E., and Van der Linde, C. (1995). Green and competitive: Ending the
stalemate. Harv. Bus. Rev. 73, 120–134.

Pritchard, M. P., Havitz, M. E., and Howard, D. R. (1999). Analyzing the
commitment-loyalty link in service contexts. J. Acad. Mark. Sci. 27:333. doi: 10.
1177/0092070399273004

Rittichainuwat, B., and Mair, J. (2012). Visitor attendance motivations at
consumer travel exhibitions. Tour. Manag. 33, 1236–1244. doi: 10.1016/j.tourman.
2011.11.002

Ryan, H. (2008). Uniqueness and Innovativeness: A Look at Controversial Men’s
Fashion Products. Perth: Curtin Business School.

Sahin, A., Zehir, C., and Kitapçı , H. (2011). The effects of brand experiences,
trust and satisfaction on building brand loyalty; an empirical research on
global brands. Proc. Soc. Behav. Sci. 24, 1288–1301. doi: 10.1016/j.sbspro.2011.0
9.143

Smith, J. B., and Barclay, D. W. (1997). The effects of organizational differences
and trust on the effectiveness of selling partner relationships. J. Mark. 61, 3–21.
doi: 10.1177/002224299706100102

Su, J., and Chang, A. (2018). Factors affecting college students’ brand loyalty
toward fast fashion. Int. J. Retail Distrib. Manag. 46, 90–107. doi: 10.1108/IJRDM-
01-2016-0015

Suki, N. M. (2016). Green product purchase intention: Impact of green brands,
attitude, and knowledge. Br. Food J. 118, 2893–2910. doi: 10.1108/BFJ-06-2016-
0295

Tucker, W. T. (1964). The development of brand loyalty. J. Mark. Res. 1, 32–35.
doi: 10.1177/002224376400100304

Frontiers in Psychology 12 frontiersin.org

https://doi.org/10.3389/fpsyg.2022.1019508
https://doi.org/10.1016/j.ijhm.2013.03.010
https://doi.org/10.3390/su9071151
https://doi.org/10.2307/3033681
https://doi.org/10.2307/3033681
https://doi.org/10.1016/j.jenvp.2017.07.001
https://doi.org/10.1016/j.jenvp.2017.07.001
https://doi.org/10.1016/j.jclepro.2018.09.168
https://doi.org/10.1108/00251741311291319
https://doi.org/10.1007/s10551-009-0223-9
https://doi.org/10.1007/s10551-009-0223-9
https://doi.org/10.1080/14783363.2018.1426450
https://doi.org/10.1080/14783363.2018.1426450
https://doi.org/10.3390/su70810135
https://doi.org/10.1108/AJEMS-03-2013-0031
https://doi.org/10.1177/002224377901600110
https://doi.org/10.1108/08876049710187482
https://doi.org/10.1207/s15327663jcp1401&2_19
https://doi.org/10.1177/1094670503005004005
https://doi.org/10.1016/j.jclepro.2016.04.122
https://doi.org/10.1146/annurev.es.26.110195.000245
https://doi.org/10.5465/amr.1995.9512280033
https://doi.org/10.1177/002224298805200103
https://doi.org/10.2307/258020
https://doi.org/10.2307/258020
https://doi.org/10.1080/09669582.2014.884100
https://doi.org/10.1080/09669582.2014.884100
https://doi.org/10.1016/j.ijhm.2019.05.009
https://doi.org/10.3390/su11174651
https://doi.org/10.1515/ejthr-2016-0023
https://doi.org/10.1207/s15327663jcp1403_6
https://doi.org/10.1080/09669581003777747
https://doi.org/10.1108/IJCHM-03-2014-0115
https://doi.org/10.1108/IJCHM-03-2014-0115
https://doi.org/10.1037/0033-2909.108.2.171
https://doi.org/10.2979/esj.2004.3.2.35
https://doi.org/10.3727/152599511X13175676722609
https://doi.org/10.1177/002224379202900303
https://doi.org/10.1177/002224299405800302
https://doi.org/10.1016/j.jretai.2006.05.002
https://doi.org/10.1177/0092070399273004
https://doi.org/10.1177/0092070399273004
https://doi.org/10.1016/j.tourman.2011.11.002
https://doi.org/10.1016/j.tourman.2011.11.002
https://doi.org/10.1016/j.sbspro.2011.09.143
https://doi.org/10.1016/j.sbspro.2011.09.143
https://doi.org/10.1177/002224299706100102
https://doi.org/10.1108/IJRDM-01-2016-0015
https://doi.org/10.1108/IJRDM-01-2016-0015
https://doi.org/10.1108/BFJ-06-2016-0295
https://doi.org/10.1108/BFJ-06-2016-0295
https://doi.org/10.1177/002224376400100304
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/


fpsyg-13-1019508 September 20, 2022 Time: 15:36 # 13

Jia et al. 10.3389/fpsyg.2022.1019508

Tuškej, U., Golob, U., and Podnar, K. (2013). The role of consumer–brand
identification in building brand relationships. J. Bus. Res. 66, 53–59. doi: 10.1016/
j.jbusres.2011.07.022

UFI, and Oxford Economics (2019). Global Economics Impact of Exhibitions.
Available Online at: https://www.ufi.org/mediarelease/global-exhibitions-day-
2019-celebrated-around-the-world/ (accessed August 15, 2021).

UFI, (2020). UFI’s Auditing Rules for the statistics of UFI Approved Events and
UFI Approved International Events [Press release]. Levallois-Perret: The Global
Association of the Exhibition Industry.

UNEP (2009). Green Meeting Guide 2009: Roll Out the Green Carpet for your
Participants. Nairobi: UNEP.

Verma, V. K., and Chandra, B. (2016). Hotel guest’s perception and choice
dynamics for green hotel attribute: A mix method approach. Indian J. Sci. Technol.
9, 1–9. doi: 10.17485/ijst/2016/v9i11/82635

Warrington, P., and Shim, S. (2000). An empirical investigation of the
relationship between product involvement and brand commitment. Psychol. Mark.
17, 761–782. doi: 10.1002/1520-6793(200009)17:9<761::AID-MAR2>3.0.CO;2-9

Wong, I. A., Wan, Y. K. P., and Qi, S. (2015). Green events, value
perceptions, and the role of consumer involvement in festival design and
performance. J. Sustain. Tour. 23, 294–315. doi: 10.1080/09669582.2014.95
3542

Yi, X., Fu, X., Jin, W., and Okumus, F. (2018). Constructing a model of
exhibition attachment: Motivation, attachment, and loyalty. Tour. Manag. 65,
224–236. doi: 10.1016/j.tourman.2017.10.006

Yusof, Y., Awang, Z., Jusoff, K., and Ibrahim, Y. (2017). The influence of
green practices by non-green hotels on customer satisfaction and loyalty in
hotel and tourism industry. Int. J. Green Econ. 11, 1–14. doi: 10.1504/IJGE.2017.
082716

Frontiers in Psychology 13 frontiersin.org

https://doi.org/10.3389/fpsyg.2022.1019508
https://doi.org/10.1016/j.jbusres.2011.07.022
https://doi.org/10.1016/j.jbusres.2011.07.022
https://www.ufi.org/mediarelease/global-exhibitions-day-2019-celebrated-around-the-world/
https://www.ufi.org/mediarelease/global-exhibitions-day-2019-celebrated-around-the-world/
https://doi.org/10.17485/ijst/2016/v9i11/82635
https://doi.org/10.1002/1520-6793(200009)17:9<761::AID-MAR2>3.0.CO;2-9
https://doi.org/10.1080/09669582.2014.953542
https://doi.org/10.1080/09669582.2014.953542
https://doi.org/10.1016/j.tourman.2017.10.006
https://doi.org/10.1504/IJGE.2017.082716
https://doi.org/10.1504/IJGE.2017.082716
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/

	How is the value of the exhibition brand in the eyes of the audience? Based on the perspective of green practice
	Introduction
	Literature review and hypotheses
	Audience perceptions of green practices in exhibitions
	Green trust
	Green brand commitment
	Brand loyalty
	Moderating effect of green self-identity

	Materials and methods
	Participants and procedures
	Measurements
	Data analysis

	Results
	Common method variance
	Measurement model
	Structure equation model
	Moderation effect

	Discussion
	Theoretical significance
	Management significance

	Research limitations and prospects
	Data availability statement
	Author contributions
	Conflict of interest
	Publisher's note
	References


