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Abstract 

The purpose of this study is to examine factors that influence airline passenger’s 

behaviour towards green practices adoption by exploring perceived sacrifice as an 

antecedent to behavioural intentions to adopt green practices and green practices 

adoption behaviour. This study adopted the theory of planned behaviour (TPB) as the 

fundamental framework. The key factors of airline passenger’s green practices 

adoption behaviour are attitude, subjective norm, perceived behavioural control, 

behavioural intention and perceived sacrifice. Four hundred copies of questionnaires 

were distributed to airline passengers to investigate their green practices adoption 

behaviours. The data collected were analysed using structural equation modelling. 

The results indicated that all theory of planned behaviour components directly or 

indirectly influence airline passenger’s green practices adoption behaviour. Besides, 

perceived sacrifice negatively influences airline passenger’s behavioural intention to 

adopt green practices and green practices adoption behaviour. The results of the study 

allow airlines to formulate their marketing strategies to both enhancing environmental 

protection efforts and attracting environmentally responsible passengers. To the best 

of researchers’ knowledge, this is one of the first studies that examines perceived 

sacrifice as an antecedent to behavioural intention and behaviour amongst airline 

passengers in a developing country, hence contributing to existing literature.  
 

Keywords:  Airline Passenger, Behavioural Intention, Green Practices Adoption, 

Perceived Sacrifice, Theory of Planned Behaviour 

 

 

 

 

______________ 

Publication Details: Received 19 June 2020; Revised 28 Sept 2020; Accepted 1 Dec 2020



Wong, Sia, & Ling, 2020 

 

Asian Journal of Business Research, Volume 10, Issue 3, 2020 86  

Introduction 
 

Over the years, environmental issues such as global warming and pollution have 

become a major concern in the tourism industry (Cohen & Cohen, 2012; Laroche, 

Bergeron & Barbaro-Forleo, 2001; Packer, Ballantyre & Hughes, 2014). According to 

Lenzen, Sun, Faturay, Ting, Geschke & Malik (2018), tourism is accountable for 

around eight per cent of the world’s carbon emissions, with aviation being one of the 

significant contributors of global greenhouse gas emissions such as carbon dioxide, 

carbon monoxide and nitrogen oxide. Fuel consumption, waste production, air and 

noise pollution are some of the most significant environmental impacts caused by air 

travel besides high level of carbon emissions (Becken, 2002). Subsequently, research 

on environmental issues caused by air travel has assumed greater significance over the 

last few years (Mayer, Ryley & Gillingwater, 2012). 

 

The concern about the environment has resulted in environmentally responsible 

behaviours amongst consumers generally, and airline passengers specifically. Emekci 

(2019) indicated that consumers in Turkey are more inclined to purchase green 

products or services if they are concerned about the environment. A study conducted 

by Niu, Liu, Chang & Ye (2016) further discovered that airline passengers in Taiwan 

prefer to travel with environmentally friendly airlines that actively implementing 

green activities to protect the environment. This has created an opportunity for 

airlines and other business organizations to communicate their environmental 

initiatives to consumers through green marketing (Laroche et al., 2001). 

Subsequently, airlines are able to gain reputation as socially responsible corporations 

that could be attractive to consumers (Cowper-Smith & de Grosbois, 2011; Mayer et 

al., 2012). 

 

Existing studies in the airline industry focus on efforts to reduce cost (O’Connell & 

Williams, 2016; Springer, 2017), drivers that influence the airline’s environmental 

commitment (Cowper-Smith & de Grosbois, 2011), passenger’s perceptions of the 

green image associated with airlines (Mayer et al., 2012; Mayer et al., 2015), 

passenger’s willingness to choose environmentally friendly airlines (Niu et al., 2016), 

airline’s business model adaptation in emerging economies (Sharma et al., 2016), 

passenger dissatisfaction towards low-cost carriers (Herjanto, Byrnes, Rivas & 

Kasuma, 2020) and cross-cultural analysis on Frequent Flyer Programs (Platz & 

Józsa, 2018). However, the number of studies on airline passenger’s attitude and 

behaviour towards green practices adoption is limited and has yet to be fully 

investigated. In order to address this research gap, this study thus attempts to 

investigate airline passenger’s attitude and behaviour towards green practices 

adoption.  

 

Furthermore, research on green practices adoption in the airline industry using TPB is 

limited and has not been widely conducted. For instance, TPB has been widely used 

in predicting recycling behaviour (Chan & Bishop, 2013; de Leeuw, Valois, Ajzen & 

Schmidt, 2015), intention to save water (Cooper, 2017; Fielding, Russell, Spinks & 

Mankad, 2012), intention to buy green products or services (Hossain & Lim, 2016; 

Chen & Tung, 2014), intention to use alternative transportation (Afroz, Masud, 

Akhtar, Islam & Duasa, 2015; Nordlund, Eriksson & Garvill, 2013) and 

environmental behaviour at the workplace (Blok, Wesselink, Studynka & Kemp, 

2015; Liao, Zhao & Zhang, 2018) to date. In order to address this research gap, 
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conducting a study on green practices adoption in the airline industry using TPB is 

thus considered timely.  

 

This study therefore adopts the TPB to address the above-mentioned gaps. The model 

is extended by adding perceived sacrifice, and this is one of the first studies that 

examines perceived sacrifice as an antecedent to behavioural intention and behaviour. 

Main purpose of this study is to examine the factors that are most likely to influence 

green practices adoption behaviours amongst airline passengers in Malaysia. Better 

understanding of airline passenger’s attitude and behaviour towards green practices 

adoption could be beneficial for airlines. It allows airlines to formulate their 

marketing strategies to enhance environmental protection efforts and subsequently 

attract environmentally responsible passengers. 

 

Research Context 

 

Escalating oil prices, high operating costs, increasing competition within the industry, 

and air disasters are reasons that contribute to Malaysia Airlines (MAS) and AirAsia 

struggling to stay profitable in the Malaysian airline industry from 2009 to 2014. 

Although plummeting oil prices in recent years have eased some financial burdens on 

both airlines, they suffered unprecedented losses this year due to the COVID-19 

pandemic. With the enforced lockdown in Malaysia, Malaysian citizens are not 

allowed to travel abroad, and foreigners are not allowed to enter the country. The 

demand for air travel has also reduced drastically during this pandemic. Recently, 

AirAsia had announced that the group sustained net losses of RM992.88 million in the 

second quarter of this year due to travel bans caused by the COVID-19 pandemic 

(The Star, 2020a).  

 

Studies have shown that the adoption of green practices is an effective cost reduction 

strategy implemented by airlines (Coles, 2015; Johnson & Gonzalez, 2013; O’Connell 

& Williams, 2016). For instance, electronic ticketing, web check-in and the use of 

electronic boarding passes allow airlines to reduce costs by saving paper. Many 

airlines such as United Airlines and Air Canada have implemented paperless ticketing 

to cut operational costs (O’Connell & Williams, 2016). Subsequently, cost reduction 

leads to sustainability and survival in business. Therefore, airline companies in 

Malaysia need to seriously consider encouraging green practices adoption amongst 

passengers to reduce their operating costs. This study, therefore, examines factors that 

influence voluntary green practices adoption amongst airline passengers in Malaysia 

to warrant an effective and efficient implementation of green practices by airline 

companies. 

 

Specifically, this study pursues the following research objectives: 

 

1. To determine the factors influencing behavioural intention to adopt green 

practices. 

 

2. To determine the factors influencing green practices adoption behaviour. 

 

3. To propose a conceptual model that helps to explain green practices adoption 

behaviour. 
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Therefore, accomplishment of the above-mentioned research objectives is likely to 

explain airline passengers’ green practices adoption behaviours when green practices 

are implemented by airline companies in Malaysia. 

 

 

Conceptual Framework and Hypotheses 
 

Theory of Planned Behaviour  

 

Theory of planned behaviour (Ajzen, 1991) was chosen as the fundamental 

framework for this study to investigate green practices adoption behaviour. 

Applications of TPB is consistent in predicting a range of environmentally friendly 

behaviours such as recycling behaviours (Chan & Bishop, 2013; de Leeuw et al., 

2015), intentions to save water (Cooper, 2017; Fielding et al., 2012), consumers’ 

buying behaviours towards organic food (Yazdanpanah & Forouzani, 2015), 

consumers’ purchase intentions of green sportswear (Nam, Dong & Lee, 2017), 

intentions to use alternative transportation (Afroz et al., 2015) and environmental 

behaviours in the workplace (Liao et al., 2018). Furthermore, TPB is one of the most 

extensively used theories to investigate behaviour and behaviour change in social 

marketing (David & Rundle-Thiele, 2018; Truong, 2014). 

 

Although TPB has been widely used to predict a wide range of behavioural intentions 

or behaviours, existing constructs in the model may not be sufficient when predicting 

certain behaviours such as green practices adoption behaviour (Bagozzi, 2007; 

Perugini & Bagozzi, 2001). Therefore, Pavlou & Fygenson (2006) suggested 

extending TPB with other constructs. Furthermore, Ajzen (1991) argued that TPB can 

be extended by adding new variables into original model or by altering the existing 

paths of the original model. TPB was therefore extended in this study by adding an 

independent construct of perceived sacrifice to examine green practices adoption 

behaviours amongst airline passengers in Malaysia. 

 

Perceived Sacrifice 

 

Attitude does not always affect behaviour, especially when it comes to 

environmentally friendly behaviours or green practices adoption behaviours (Gupta & 

Ogden, 2009; Kollmuss & Agyeman, 2002). This gap between attitude and behaviour 

is called the value-action gap or the attitude-behaviour gap (Kollmuss & Agyeman, 

2002).  Gupta & Ogden (2009) meanwhile, labelled the gap between consumers’ 

attitudes towards the environment and the adoption of environmentally friendly 

behaviours as ‘green gap’. The value-action gap occurs when an individual’s attitude 

does not influence the individual’s action or behaviour. Furthermore, other factors 

such as comfort and convenience can cause the value-action gap when performing 

environmentally friendly behaviour (Kollmuss & Agyeman, 2002). 

 

The ‘green gap’ between consumers’ favourable attitudes towards environmental 

protection and their conflicting and inconsistent environmentally friendly behaviours 

has been a major concern for social marketers and policymakers (Moraes, Carrigan & 

Szmigin, 2012). Perceived sacrifice was therefore added to the original model of TPB 

to better explain and predict airline passengers’ green practices adoption behaviours. 

The concept of perceived sacrifice is derived from the concept of perceived value. 
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Zeithaml (1988) defined perceived value as “the customer’s overall assessment of the 

utility of a product based on what is received and what is given”. For instance, 

perceived value of the airline services is rated based on the quality of the airline 

services received when compared to the cost of airline ticket purchased. Value 

received is rated high if the airline company offers full in-flight services such as in-

flight meal and in-flight entertainment at discounted airline ticket fares. Woodruff 

(1997) further enhanced the definition of perceived value as the gap between relevant 

benefits and sacrifices in a specific situation. Zauner, Koller & Hatak (2015) on the 

other hand, indicated that perceived value is a trade-off between perceived benefit and 

perceived sacrifice. Perceived sacrifice can thus be defined as costs given up with the 

purpose of receiving benefits such as to acquire a product or service (Shukla, 2010; 

Zeithaml, 1988).  Thus, perceived sacrifice in the present study is defined as the 

amount of non-monetary cost such as comfort, convenience, and effort an airline 

passenger is willing to surrender when adopting green practices.   

 

Perceived sacrifice as a construct works as a barrier towards green practices adoption 

in the present study. In order to have a better understanding of the relationship 

between sacrifice and consumer behaviour, researchers have categorized perceived 

sacrifice into different types. Researchers thus suggested that perceived sacrifice 

consists of both monetary and nonmonetary factors. For instance, Yang & Peterson 

(2004) considered monetary aspects such as cost as a perceived sacrifice. Putra (2005) 

considered perceived sacrifice as non-monetary factors such as time, search costs 

(energy and time consumed when researching for a product or service), and physical 

efforts (energy and time). Furthermore, according to Sanchez, Callarisa, Rodriguez & 

Moliner (2006), sacrifice includes cost, time, effort, amount of risk, and convenience.  

On the other hand, Johnstone & Tan (2015) considered comfort as another aspect of 

perceived sacrifice besides convenience and effort. While monetary costs such as 

price are not relevant in the context of green practices adoption by airline passengers, 

it can be argued that non-monetary sacrifices such as convenience and effort could 

have influences on green practices adoption behaviours. Perceived sacrifice as an 

additional construct, is postulated to directly influence behavioural intention to adopt 

green practices and green practices adoption behaviour in this study. This study is one 

of the first studies that examines how perceived sacrifice influences behavioural 

intention to adopt green practices and green practices adoption behaviour. 

 

Hypotheses 

 

Attitude and Behavioural Intention 

 

TPB suggests that a person’s behavioural intention is influenced by attitude towards 

the behaviour, subjective norm and perceived behavioural control (Ajzen, 1991). The 

first determinant of behavioural intention is attitude towards the behaviour. Attitude 

towards the behaviour is the degree to which an individual has a favourable or 

unfavourable evaluation of a specific behaviour. Previous studies revealed that 

attitude has a significant influence on behavioural intention. Ng & Law (2015) 

discovered that favourable attitudes from consumers in Hong Kong towards green 

products has a significant positive effect on their intentions to buy those products. 

Furthermore, Fang, Ng, Wang & Hsu (2017) found out that positive attitudes from 

visitors towards the use of reusable tableware significantly influence their behavioural 

intention to use reusable tableware. It is predicted that favourable attitude in adoption 
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of green practices will strengthen the influence on behavioural intention to adopt 

green practices. Airline passengers who have favourable attitudes towards green 

practices adoption will have stronger intention to adopt green practices than those 

who have unfavourable attitudes towards green practices adoption. It is thus 

hypothesized that: 

 

H1 Attitude towards green practices adoption has a positive influence on 

behavioural intention to adopt green practices. 

 

Subjective Norm and Behavioural Intention 

 

The second determinant of behavioural intention is subjective norm. Subjective norm 

is an individual’s perception on the social pressures on the individual to perform or 

not to perform a particular behaviour (Ajzen, 1991). Airline passengers will most 

likely adopt green practices if their parents, friends, colleagues and partner think it is 

necessary. This is consistent with the findings of a number of previous studies to 

predict green practices adoption behaviour. In investigating electric car usage 

intention, Moons & De Pelsmacker (2012) discovered that subjective norm positively 

influences consumers’ usage intentions of the electric car. De Leeuw et al. (2015) on 

the other hand, suggested that subjective norm contributes to the prediction of high 

school students’ intentions to perform pro-environmental behaviours such as 

recycling and saving on energy and water. Therefore, the following hypothesis is 

proposed: 

 

H2 Subjective norm to adopt green practices has a positive influence on 

behavioural intention to adopt green practices. 

 

Perceived Behavioural Control and Behavioural Intention 

 

The third determinant of behavioural intention is perceived behavioural control. Ajzen 

& Madden (1986) defined perceived behavioural control as “the individual’s 

perception on how easy or difficult the performance of the behaviour is likely to be”. 

In a study to predict intention of low carbon commuting through bicycle sharing in 

China, Cai, Long, Li, Liang, Wang & Ding (2019) stated that perceived behavioural 

control has a positive influence on the intention. Furthermore, Nordlund er al. (2013) 

indicated that perceived behavioural control to perform pro-environmental behaviours 

such as recycling and limiting car use positively influences the intention to perform 

such behaviours. In the present study, airline passengers who have greater perceived 

behavioural controls to adopt green practices will have stronger intentions to adopt 

green practices such as web check-in and the use of electronic boarding pass. 

Therefore, this study proposes the following hypothesis: 

 

H3 Perceived behavioural control to adopt green practices has a positive influence 

 on behavioural intention to adopt green practices. 
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Behavioural Intention and Behaviour 

 

Behavioural intention is the main determinant of the behaviour. Behavioural intention 

or intention is a plan or likelihood that an individual will undertake a particular 

behaviour given a specific situation (Ajzen, 1991). The stronger the intention to 

perform the behaviour, the more likely the behaviour will be performed. Chan & 

Bishop (2013) in a study to investigate recycling behaviour in Western Australia, 

suggested that higher household waste recycling intention leads to actual recycling 

behaviour of participants in the study. Furthermore, another study conducted by 

Wong, Afandi, Ramachandran, Kunasekaran & Chan (2018) revealed that behavioural 

intentions have a positive influence on pro-environmental behaviours amongst 

primary school students in Malaysia. Therefore, the stronger the behavioural 

intentions of airline passengers to adopt green practices, the more likely they will 

adopt green practices implemented by airline companies. This study thus 

hypothesizes: 

 

H4 Behavioural intention to adopt green practices has a positive influence on 

green practices adoption behaviour. 

 

Perceived Behavioural Control and Behaviour 

 

Ajzen (1991) proposed to consider perceived behavioural control as a determinant to 

predict behaviour in addition to behavioural intention because many behaviours are 

difficult to execute. Wang, Liu & Qi (2014) in their study to investigate factors 

influencing sustainable consumption behaviours in China, indicated that perceived 

behavioural control has a significant positive influence on sustainable consumption 

behaviours. Furthermore, a study from Webb, Soutar, Mazzarol & Saldaris (2013) 

identified perceived behavioural control to have a positive influence on household 

energy saving behaviour. In the present study, the greater the perceived behavioural 

controls of airline passengers to adopt green practices, the more likely they will adopt 

green practices. Therefore, the above discussion leads to the following hypothesis: 

 

H5 Perceived behavioural control to adopt green practices has a positive influence 

on green practices adoption behaviour. 

 

Attitude and Green Practices Adoption Behaviour 

 

Besides positively influences behavioural intention, attitude has been found to directly 

influence behaviour. In a study to examine Chinese consumers’ green purchase 

behaviours, Cheung & To (2019) argued that both attitude towards environmental 

issues and attitude towards eco-social benefits have positive effects on green purchase 

behaviour. Furthermore, Amoako & Dzogbenuku (2020) found out that a green 

attitude has a significant positive influence on the green purchasing behaviour of the 

youth in Ghana. In the present study, airline passengers who have favourable attitudes 

towards green practices adoption will more likely adopt green practices than those 

who have unfavourable attitudes towards green practices adoption. Per the above 

discussion, it is hypothesized that: 

 

H6 Attitude towards green practices adoption has a positive influence on green 

practices adoption behaviour. 
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Subjective Norm and Green Practices Adoption Behaviour 

 

In a study examining green purchase behaviours amongst Malaysian consumers, 

Mohd. Noor, Jamil, Mat, Kasim, Muhammad & Salleh (2012) indicated that 

subjective norm is positively related to green purchase behaviour. Ha, Cong & Wall 

(2020), on the other hand, discovered that subjective norm has a positive relationship 

with marine-based environmental behaviour amongst scuba divers in China. 

Therefore, airline passengers who have favourable subjective norms towards green 

practices adoption will more likely adopt green practices implemented by airlines than 

those who have unfavourable subjective norms towards green practices adoption. 

Hence, the following relationship is hypothesized: 

 

H7 Subjective norm to adopt green practices has a positive influence on green 

practices adoption behaviour. 

 

Perceived Sacrifice and Behavioural Intention 

 

Previous studies on green practices adoption behaviour indicated that behavioural 

intention is negatively influenced by perceived sacrifice. For instance, Ramayah, Lee 

& Mohamed (2010) in their study to investigate green product purchase intention in a 

developing country, indicated that the amount of effort and convenience consumers 

are willing to sacrifice negatively influence the intentions to purchase green product. 

Additionally, Australian young low-income earners’ need for temperature comfort 

was found to negatively influence their energy saving intentions (Russell-Bennett, 

Mulcahy & Swinton, 2018). In the present study, airline passengers will have weaker 

intentions to adopt green practices if they have to sacrifice comfort and convenience 

and spend more effort when adopting green practices such as web check-in. Hence, 

the following hypothesis is proposed: 

 

H8 Perceived sacrifice has a negative influence on behavioural intention to adopt 

green practices. 

 

Perceived Sacrifice and Behaviour 

 

Furthermore, perceived sacrifice as a construct is postulated to negatively influence 

green practices adoption behaviour amongst airline passenger in this study. This 

denotes that perceived sacrifice does have an influence on green practices adoption 

behaviour where this is consistent with the findings in a number of previous studies. 

According to Johnstone & Tan (2015), various aspects of perceived sacrifice such as 

comfort, convenience and effort negatively influence consumers’ green consumption 

behaviours. Furthermore, Miao & Wei (2016) in their study to investigate consumers’ 

pro-environmental behaviour in the lodging segment revealed that hotel customers are 

not willing to compromise personal comfort when staying at a hotel. Therefore, airline 

passengers will more likely not adopt green practices if they have to sacrifice comfort 

and convenience and spend more effort when adopting green practices such as web 

check-in. This leads to the following hypothesis: 

 

H9 Perceived sacrifice has a negative influence on green practices adoption 

behaviour. 
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With that, the research framework of this study is depicted in Figure 1. 

 
Figure 1: Research Framework 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Methodology 

 

Sampling Design 

 

The target population in this study are all airline passengers who arrive, depart and 

transit at Kuala Lumpur International Airport (KLIA), including KLIA2. They were 

chosen as the population of this study because KLIA has the highest passenger traffic 

compared to other airports in Malaysia. The total passenger traffic at KLIA (including 

KLIA2) for the year 2017 was 59.99 million, representing 58.55 per cent of the total 

passenger traffic of 102.46 million at all 22 major airports in Malaysia (MAHB, 

2019). Furthermore, KLIA and KLIA2 have inbound flights from nearly all major 

domestic and international airports in Malaysia except for smaller regional airports. 

Therefore, the respondents in this study include domestic and international passengers 

flying with all airlines at KLIA and KLIA2. 

 

This study employed convenience sampling to select the sample. Convenience 

sampling has advantages such as reduced cost and higher convenience as subjects are 

easily available at places such as airport (Blair, Czaja & Blair, 2014; Sekaran & 

Bougie, 2013). According to Krejcie & Morgan (1970), the sample size should be 384 

only if population size is more than one million. Hair, Black, Babin & Anderson 

(2014) suggested that a sample size between 200 and 400 is appropriate. Wolf, 
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Harrington, Clark & Miller (2013) on the other hand suggested that the sample size 

requirements for structural equation models should range from 30 to 450. Therefore, 

this study used a sample size of 400 for airline passengers at KLIA because this 

sample size is within the range of previous studies aforementioned and structural 

equation modelling (SEM) requirements. 

 

Questionnaire Design 

 

All items in the questionnaire of this study were adapted from published literature. 

The questionnaire items to measure attitude, subjective norm and perceived 

behavioural control were adapted from Kim, Njite & Hancer (2013). Among these 

three scales, attitude is a six-item scale, subjective norm is a four-item scale and 

perceived behavioural control is a three-item scale. Four-item scale for behavioural 

intention was adapted from Kim & Han (2010). Besides, the three-item green 

practices adoption behaviour scale was adapted from Afroz et al. (2015). The 

questionnaire items to measure perceived sacrifice on the other hand, was adapted 

from Cronin Jr., Brady & Hult (2000). All questionnaire items in the aforementioned 

previous studies were modified to better suit the context of the present study. For 

instance, the item “I am confident that if I want to, I can select an eco-friendly 

restaurant for a meal, compared to a non-eco-friendly restaurant” in Kim et al. (2013) 

was modified to “I am confident that if I want to, I can adopt green practices when 

travelling by air”. Table 1 shows the questionnaire items. 

 
Table 1: Questionnaire Items 

Construct Items 

Attitude towards green 

practices adoption 

(ATT) 

att1 For me, adopting green practices to protect 

environment would be good. 

revatt2 For me, adopting green practices to protect 

environment would be foolish. 

att3 For me, adopting green practices to protect 

environment would be useful. 

att4 For me, adopting green practices to protect 

environment would be positive. 

revatt5 For me, adopting green practices to protect 

environment would be wrong. 

att6 For me, adopting green practices to protect 

environment would be suitable. 

Subjective norm to 

adopt green practices 

(SN) 

sn1 Most people who are important to me think I should 

be willing to adopt green practices when traveling by 

air. 

sn2 People whose opinions I value would prefer that I 

adopt green practices when traveling by air. 

sn3 People who are important to me would approve of me 

being an environmentally friendly airline passenger 

actively adopting green practices to protect the 

environment. 

sn4 Most of the airline passengers with whom I am 

familiar with adopt green practices on a regular basis 

when traveling by air. 

Perceived behavioural 

control to adopt green 

practices (PBC) 

pbc1 I am confident that if I want to, I can adopt green 

practices when traveling by air. 
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pbc2 It is up to me whether or not I become an 

environmentally friendly airline passenger. 

pbc3 I have enough time to check-in my flights online. 

Behavioural intention 

to adopt green 

practices (INT) 

int1 I plan to check-in online in the near future. 

int2 I am willing to adopt green practices in future flights. 

int3 I will make an effort to adopt green practices in future 

flights. 

int4 I will recommend other airline passengers to adopt 

green practices. 

Green practices 

adoption behaviour 

(GPAB) 

gpab1 I often check-in my flights online. 

gpab2 I often recommend other airline passengers to check-

in their flights online. 

gpab3 When there is a choice, I always adopt green practices 

that pose little harm to the environment when 

traveling by air. 

Perceived sacrifice 

(SAC) 

sac1 I believe that adopting green practices does not 

interrupt my existing lifestyle. 

sac2 I believe that check-in online does not require much 

effort. 

revsac3 I find it is inconvenient to check-in online. 

 

This study used five-point Likert scales ranging from ‘1=strongly disagree’, 

‘2=disagree’, ‘3=moderate’, ‘4=agree’ and ‘5=strongly agree’ to measure the 

constructs. These constructs are attitude towards green practices adoption, subjective 

norm to adopt green practices, perceived behavioural control to adopt green practices, 

behavioural intention to adopt green practices, green practices adoption behaviour and 

perceived sacrifice. 

 

The final questionnaire is divided into three major sections. Section A is the 

preliminary section containing a set of qualifying questions. Respondents were asked 

whether they have travelled by air and have arrived, departed and transited at KLIA or 

KLIA2 in the past 12 months. Furthermore, they were asked whether the airline used 

in their previous trip provides web check-in service and whether or not they checked-

in their flights online. Only qualified respondents who had answered “yes” for all the 

aforementioned questions would be allowed to proceed to sections B and C. Section B 

of the questionnaire attains data about perceptions of airline passengers towards 

adoption of green practices that include attitude towards green practices adoption, 

subjective norm to adopt green practices, perceived behavioural control to adopt green 

practices, behavioural intention to adopt green practices, green practices adoption 

behaviour and perceived sacrifice. Finally, section C attains demographic profile of 

respondents. 

 

Data Collection 

 

This study employed intercept survey to collect data at KLIA in March, 2018. 

Intercept survey is implemented as doubts can be clarified immediately, enabling the 

researcher to interact directly with respondents, thus establishing strong rapport and 

motivating respondents to complete the questionnaires. Hence, this reduces the 

potential for non-response bias. Respondents were screened by asking whether they 

were airline passengers who had been to KLIA in the past 12 months. This is to 

ensure that respondents have fresh memory to complete the questionnaires accurately. 
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Prior to participation, respondents were briefed the purpose of the study and their 

right to withdraw from participating in the survey.  Anonymity of the respondents was 

guaranteed and no personal information was collected. Informed consent was 

obtained from each respondent before they agreed to participate in the survey and 

were given the questionnaires. Thereafter, each respondent was be given a self-

administered questionnaire to complete. One advantage of self-administered 

questionnaires is reduced interviewer bias (Blair et al., 2014). Furthermore, 

respondents were well-informed that there are no right or wrong answers, and they 

should answer questions as honestly as possible. According to Podsakoff, MacKenzie, 

Lee, and Podsakoff (2003), this should reduce respondents’ evaluation apprehension, 

and the respondents will less likely edit their responses based on how they think the 

researcher wants them to respond. Thus, this subsequently reduces the common 

method bias.  A total of 400 questionnaires had been distributed and 379 were deemed 

usable for data analysis. Data obtained were analysed by using Statistical Package for 

Social Sciences (SPSS) and SPSS Analysis of Moments Structures (SPSS AMOS). 

 

 

Data Analysis and Results 
 

Descriptive Analysis 

 

Amongst the 379 respondents, females recorded 57.3% and males stood at 42.7%. 

The majority of respondents were between 21 to 30 years old (51.7%), followed by 

22.2% from 31 to 40 years old group. Furthermore, 82.1% of respondents were 

Malaysians and the rest were non-Malaysians. Meanwhile, majority of the airline 

passengers at KLIA participating in the survey of this study were Malaysians. In 

terms of academic qualifications, majority of the respondents were diploma or 

bachelor degree holders (65.2%), followed by postgraduate degree holders (17.9%) 

and secondary or high school qualification (14.2%). It is concluded majority of the 

respondents in this study had undergone tertiary education. In terms of occupation, 

38.8% of the respondents were professionals or managers. The second largest group 

was students or teachers or academics at 34.8% followed by technicians or clerical 

works or services and sales or executives at 17.2%. Besides, approximately 39.6% of 

the respondents have flown two to three times in the past 12 months and 

approximately 42.7% of them have arrived or departed at KLIA or KLIA2 in the past 

12 months. Therefore, majority of the respondents were frequent airline passengers at 

KLIA. 

 

Common Method Variance Assessment 

Confirmatory factor analysis (CFA) was performed by modelling all items as the 

indicators of a single factor called common method variance (CMV) in order to assess 

common method bias in this study. CMV may occur if the model fits the data very 

well (Malhotra, Kim & Patil, 2006). In other words, if the results show poor model 

fitness, CMV is assumed to be insignificant. The model indicated poor fitness, with 

all goodness-of-fit indices not within the respective recommended range ( χ2  = 

3100.445, df = 230, p-value = 0.000, χ2/df = 13.480, GFI = 0.550, AGFI = 0.422, TLI 

= 0.505, CFI = 0.550, RMSEA = 0.182). Therefore, there was no evidence of possible 

CMV in this study. 
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Goodness-of-fit Assessment 

 

A pooled measurement model consisting of all constructs involved in this study was 

first developed using SPSS AMOS. The pooled measurement model was then 

analysed by using CFA. The measurement model has to first meet multiple fit indices 

as proposed by Hair et al. (2014). The value of normed chi-square (χ2/df) should be 

no more than 3 (Bagozzi & Yi, 1988), and the values of RMSEA and AGFI should be 

no more than 0.08 (Kline, 2016) and no less than 0.80 (Chau & Hu, 2001) 

respectively. Furthermore, the values of GFI, CFI and TLI should exceed 0.90 (Hair 

et al., 2014). The goodness-of-fit indices indicated that the measurement model fitted 

the data adequately (χ2 = 668.770, df = 215, p-value = 0.000, χ2/df = 3.111, GFI = 

0.866, AGFI = 0.828, TLI = 0.916, CFI = 0.929, RMSEA = 0.075).  

 

Reliability and Validity Assessment 

 

CFA was performed and convergent validity was assessed using factor loadings, 

average variance extracted (AVE) and composite reliability, as per suggestion by Hair 

et al. (2014). All factor loadings should not be less than 0.70 to indicate high 

convergent validity (DeVellis, 2017; Hair et al., 2014). AVE and composite reliability 

on the other hand should not be less than 0.50 and 0.70 respectively (Hair et al., 

2014). Furthermore, the Cronbach’s alpha coefficient of a scale should not be less 

than 0.70 to achieve internal consistency reliability (DeVellis, 2017; Hair et al., 

2014). Referring to Table 2, AVE, composite reliability and Cronbach’s alpha values 

of all scales used in this study were above the recommended values aforementioned. 

Furthermore, the loadings for all items exceeded the recommended value of 0.70. 

Therefore, convergent validity and reliability have been established for this study. 

 
Table 2: Reliability and Validity for Each Construct 

Construct Items Factor 

Loadings 

Cronbach’s 

Alpha 

AVE Composite 

Reliability 

Attitude towards 

green practices 

adoption (ATT) 

att1 0.81 0.92 0.67 0.93 

revatt2 0.83 

att3 0.85 

att4 0.86 

revatt5 0.82 

att6 0.75 

Subjective norm to 

adopt green 

practices (SN) 

sn1 0.86 0.87 0.62 0.87 

sn2 0.86 

sn3 0.72 

sn4 0.70 

Perceived 

behavioural control 

to adopt green 

practices (PBC) 

pbc1 0.91 0.88 0.72 0.89 

pbc2 0.92 

pbc3 0.70 

Behavioural 

intention to adopt 

green practices 

(INT) 

int1 0.83 0.93 0.78 0.93 

int2 0.92 

int3 0.91 

int4 0.86 

Green practices 

adoption behaviour 

(GPAB) 

gpab1 0.79 0.82 0.61 0.82 

gpab2 0.82 

gpab3 0.73 
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Perceived sacrifice 

(SAC) 

sac1 0.81 0.87 0.70 0.88 

sac2 0.91 

revsac3 0.79 

 

In order to demonstrate discriminant validity, the value of square root of AVE for 

each construct in this study must be greater than inter-construct correlations 

associated with that construct (Hair et al., 2014). Referring to Table 3, all values of 

square root of AVE (the shaded bold elements in diagonal) were greater than inter-

construct correlations in their corresponding columns. This indicates that all 

constructs used in this study were of adequate discriminant validity. 

 
Table 3: Discriminant Validity of Constructs 
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ATT 0.821      

SN 0.566 0.789     

PBC 0.396 0.310 0.850    

INT 0.629 0.508 0.447 0.881   

GPAB 0.469 0.327 0.277 0.711 0.778  

SAC -0.433 -0.293 -0.313 -0.570 -0.483 0.838 

 

Structural Model Evaluation 

 

This study employed structural model evaluation to examine the relationships 

amongst constructs based on the research framework shown in Figure 1. The SPSS 

AMOS version 20 with maximum likelihood estimation (MLE) was used when 

evaluating structural models. The hypothesized model as shown in Figure 1 was first 

evaluated. Assessment of goodness-of-fit indices indicated that the hypothesized 

model fitted the data adequately (χ2 = 668.770, df = 215, p-value = 0.000, χ2/df = 

3.111, GFI = 0.866, AGFI = 0.828, TLI = 0.916, CFI = 0.929, ECVI = 2.092, 

RMSEA = 0.075). Table 4 lists standardized beta coefficients of all hypothesized 

paths in Figure 1. According to Tabachnick & Fidell (2013), a parameter is 

statistically significant at the 0.05 levels when the critical value (C.R.) is greater than 

the absolute value of 1.96 for a regression weight. Therefore, all hypothesized paths 

were statistically significant and in the hypothesized direction except for ATT → 

GPAB, SN → GPAB, PBC → GPAB, and SAC → GPAB. Figure 2 illustrates the 

proposed conceptual model for green practices adoption behaviour that includes all 

hypothesized paths. 
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GPAB 

SAC 

SN 

INT ATT 

PBC 

0
.6
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0.321 

-

0.058 

Table 4: Standardized Betas of All Hypothesized Paths in the Hypothesized Model 

Hypothesized Path Standardized Beta C.R. p-Value Result 

ATT → INT 0.321 5.633 *** Supported 

SN → INT 0.180 3.479 *** Supported 

PBC → INT 0.161 3.536 *** Supported 

SAC → INT -0.328 -6.701 *** Supported 

INT → GPAB 0.667 8.154 *** Supported 

SAC → GPAB -0.115 -1.940 0.052 Not supported 

PBC → GPAB -0.062 -1.168 0.243 Not supported 

ATT → GPAB 0.056 0.838 0.402 Not supported 

SN → GPAB -0.058 -0.954 0.340 Not supported 
Note: *** indicates p-value < 0.001. 

 
Figure 2: Final Model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Discussion 
 

Perceived sacrifice was found to negatively influence behavioural intentions to adopt 

green practices amongst airline passengers in Malaysia. Additionally, perceived 

sacrifice is the most significant predictor of behavioural intention to adopt green 

practices. The findings of the present study revealed that airline passengers are not 

willing to sacrifice comforts, conveniences, and exert efforts when adopting green 

practices. For instance, if airline passengers believe that it is inconvenient to check-in 

online, they will most probably not plan to check-in online in the near future. In other 

words, airline passengers will only make an effort to perform web check-in if they 

believe that adopting green practices does not interrupt their existing lifestyles and 

that check-in online does not require much effort. In view of this, airline companies 

can employ incentive marketing strategy to encourage green practices adoption 

behaviours amongst airline passengers. Firstly, airline companies can provide 

incentives such as the privilege to choose their own seat for passengers who are 

actively adopting green practices. Secondly, airline companies can implement a 

number of changes in their daily operations to minimize inconveniences caused to 
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airline passengers when they are adopting green practices. This includes 

simplification and acceleration of the web check-in process and the use of an 

electronic boarding pass. These incentive marketing strategies are effective in 

encouraging consumers’ repeated behaviours in their choices of product or service 

(Toker-Yildiz, Trivedi, Choi & Chang, 2017). 

 

However, perceived sacrifice was found to have no significant influence on green 

practices adoption behaviour. Numerous studies have indicated that perceived 

sacrifice is a strong predictor of environmentally friendly behaviours (Johnstone & 

Tan, 2015; Miao & Wei, 2016). Nevertheless, not all other studies have indicated that 

environmentally friendly behaviours are influenced by perceived sacrifice. For 

instance, Minelgaité & Liobikiené (2019) in their study to investigate determinants of 

waste management behaviours in the European Union, revealed that efforts required 

to reduce waste only influence waste recycling behaviour, but not waste reducing and 

waste reusing behaviours. Therefore, the researchers can conclude that perceived 

sacrifice does not necessarily influence all types of environmentally friendly 

behaviours such as web check-in and the use of electronic boarding pass in the 

context of the present study. One of the reasons perceived sacrifice does not have a 

significant influence on green practices adoption behaviour in this study may be due 

to internet access has become common in everyday routine. A finding indicated that 

39.2 per cent of Malaysians spend one to four hours daily using the internet as of 

August 2018 (Statista Research Department, 2020). Therefore, there is every chance 

that they will adopt green practices such as web check-in regardless of the amount of 

effort required.  

 

This study discovered that attitude towards green practices adoption does not 

significantly influence green practices adoption behaviour. As per the model of dual 

attitudes (Wilson, Lindsey & Schooler, 2000), individuals can have both explicit and 

implicit attitudes toward the same behaviour. An explicit attitude can be defined as 

conscious attitude based on an individual’s beliefs about the outcomes of performing 

a particular behaviour, is commonly discussed and measured in social psychology as a 

key variable to influence behaviour such as in the Ajzen’s TPB, and is usually 

measured using questionnaires (Muschalik, Elfeddali, Candel, Crutzen & de Vries, 

2019). Explicit attitude is easier to change and may only determine behaviour in the 

shorter term. Attitude towards green practices adoption in this study is considered as 

explicit attitude, and thus does not significantly influence green practices adoption 

behaviour. Contrary to the explicit attitude, the implicit attitude that exists without 

conscious awareness, is more difficult to change and thus more likely to determine 

behaviour in the longer term (Wilson et al., 2000).  A study conducted by Govind, 

Singh, Garg & D’Silva (2019) revealed that the implicit attitude determines behaviour 

but not explicit behaviour. They investigated ethical consumption, and discovered that 

the implicit attitude determines behaviour while explicit attitude does not have any 

impact on the choice of consumers. 

 

This study revealed that subjective norm to adopt green practices does not influence 

green practices adoption behaviours amongst airline passengers in Malaysia. In other 

words, airline passengers may decide not to adopt green practices such as web check-

in regardless of the opinions received from peers and persons of importance. Previous 

studies conducted to predict environmentally friendly behaviours suggested that 

subjective norm does not always influence the behaviour. For instance, Ashraf, 
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Joarder & Ratan (2019) in their study to examine the relationship between anti-

consumer behavioural aspects and organic food purchase in Bangladesh, indicated 

that subjective norm does not significantly influence organic food purchase 

behaviour. In another study conducted to model the responsible attitude and behaviour 

of Iranian farmers with respect to the environment, Farani, Mohammadi & 

Ghahremani (2019) argued that farmers’ responsible environmental behaviours are 

not significantly influenced by the subjective norm. Therefore, the researchers can 

conclude that the finding of this study was consistent with a number of previous 

studies in which subjective norm does not have a significant influence on green 

practices adoption behaviour. 

 

Notably, this study discovered that perceived behavioural control to adopt green 

practices does not significantly influence green practices adoption behaviour.  Several 

previous studies also reported that perceived behavioural control does not always 

influence behaviour. For instance, Onel (2017) in a study to investigate the pro-

environmental purchasing behaviour of consumers, suggested that perceived 

behavioural control does not influence behaviour. One reason contributing to 

inactivity amongst airline passengers is insufficient information on the advantages of 

adopting green practices. Furthermore, airline passengers have no obligation to adopt 

voluntary green practices such as web check-in and the use of the electronic boarding 

pass. Airline companies should therefore convey their messages to airline passengers 

that explain the goals of implementing green practices in the airport and during the 

flight. For this purpose, airline companies can employ social media marketing 

strategy to create and share information on social media that adopting green practices 

when travelling by air helps to protect the environment. Subsequently, this encourages 

green practices adoption behaviours amongst airline passengers who have shown 

concerns about the environment. A previous study also indicated that social media 

marketing is effective in improving consumer’s behavioural engagement towards a 

product or service (Richard & Guppy, 2014; Tafesse & Wien, 2018). 

 

Many business organizations have started to formulate strategies to promote 

environmentally friendly products or services in an attempt to satisfy consumers and 

achieve competitive advantage (Segev, Fernandes & Hong, 2016; Tong & Su, 2018). 

Airline companies can therefore employ the green marketing strategy to encourage 

green practices adoption behaviours amongst airline passengers. For instance, eco-

friendly attributes associating with each particular green practice can be presented to 

the public through a variety of communication channels such as media advertisements 

and onboard magazines. Subsequently, airlines can gain a reputation as socially 

responsible corporations and capitalize on the increasing trend of green consumerism 

and attract more passengers (Cowper-Smith & de Grosbois, 2011). Mayer et al. 

(2012) in a study conducted in England, revealed that about 50 per cent of airline 

passengers could differentiate between environmentally friendly and non-

environmentally friendly airlines. Moreover, Burhanudin & Ferguson (2018) 

indicated that consumers are more likely to switch from non-environmentally friendly 

to environmentally friendly products or services in order to save the environment. 

Therefore, conducting a study to get an insight into the perceptions of airline 

passengers towards green practices implemented by airlines is considered timely. 
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Theoretical Implications 
 

This study contributed to the literature in pro-environmental behavioural research by 

examining perceived sacrifice that impacts airline passengers’ green practices 

adoption behaviours. It is one of the few studies that examine perceived sacrifice as a 

determinant of behavioural intention to adopt green practices and green practices 

adoption behaviour amongst airline passengers.  By investigating the effects of a 

range of psychographic factors on behavioural intention to adopt green practices, the 

findings enrich explanation on the determinants of psychological factors in airline 

passenger green practices adoption behaviour.  Thus, contributing to the body of 

knowledge in the pro-environmental behavioural realm in a developing economy.  

Overall results show that behavioural intention to adopt green practices is a significant 

predictor towards green practices adoption behaviours amongst the airline passengers 

while perceived sacrifice significantly influences behavioural intention. Previous 

studies also indicated that barriers (perceived sacrifice) and intentions are good 

predictors of behaviours such as walking to and from school behaviour (David & 

Rundle-Thiele, 2019). Among the two constructs, behavioural intention to adopt 

green practices is the most significant predictor of green practices adoption behaviour 

in this study. It has been acknowledged that behavioural intention is the immediate 

antecedent of behaviour. For instance, Onel (2017) in a study to investigate the pro-

environmental purchasing behaviours of consumers, suggested that behavioural 

intention has a positive influence on behaviour. In the present context, if airline 

passengers have strong intentions to adopt green practices such as performing web 

check-in, they will most probably often check-in their flights online. Besides, they 

will often recommend other airline passengers to check-in their flights online too. 

 

 

Managerial Implications 
 

The findings from the study can be used by airlines to cut costs in operations while 

encouraging airline passengers to adopt green practices.  One strategy to stay 

competitive and profitable in the airline industry is for airlines to reduce costs. 

Although laying off and downsizing of employees are effective cost reduction 

strategies, these strategies can only be used as a last resort when all other cost 

reduction strategies fail. Therefore, airline companies have to seriously consider 

encouraging green practices adoption amongst passengers as one initiative for 

reducing costs. Successful implementation of green marketing and incentive 

marketing, and social media marketing strategies discussed above will result in 

frequent adoption of green practices by airline passengers. Subsequently, frequent 

adoption of green practices amongst airline passengers helps airlines to reduce costs 

by using fewer resources and generating fewer wastes. For instance, electronic 

ticketing, web check-in, and the use of electronic boarding pass enable airlines to 

reduce costs through paper saving. Furthermore, baggage limits imposed on every 

airline passenger reduces fuel costs. A reduction in operating costs should assist 

airlines’ survival and sustains airlines’ competitiveness in the industry. 
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In recent years, public individuals have gradually changed their demands, intentions, 

and behaviours toward green products or services in order to protect the environment 

(Baum, 2012; Suki, 2016). Tseng et al. (2016) reported that there is an increasing 

trend in green consumerism as there are growing numbers of consumers who prefer to 

purchase green products or services from corporations that engage in green practices 

in daily operations. Furthermore, Ha (2013) in a study of business ethics, indicated 

that consumers usually react favourably to the ethical behaviours of the business 

organizations. This has thus created an opportunity for airlines to encourage the 

adoption of green practices amongst airline passengers through green marketing. 

Through encouraging green practices adoption amongst airline passengers, airlines 

can gain a reputation as socially responsible corporations actively practicing green 

activities and meeting the green needs of the consumers (Lee, Abdul Wahid & Goh, 

2013; Mayer et al., 2013). Subsequently, this enables airlines to capitalize on the 

increasing trend of green consumerism and attract more passengers. 

 

 

Limitations, Future Research Direction and Conclusion 
 

The study has taken the first step towards the understanding of the airline passenger 

green adoption behaviour. However, the study did not make a comparison between 

gender. Future research can be conducted by using a partial least squares multi-group 

approach to find out if there is a difference between male and females’ passengers in 

green adoption behaviour. A study on pro-environmental behaviour among university 

students in Basque elucidated that there was a significant difference between male and 

females’ students (Vicente-Molina et al., 2018).     

 

The generalization of the study is limited to all types of passengers in commercial 

flights. It is not designed to represent different clusters of passengers, for instance, 

senior citizens, families, disabled, and business passengers.  In the same vein, the 

study did not examine different age groups of passengers. Thus, future research that 

focuses on the clusters above-mentioned and different age groups is needed, to which 

the current study provides a fundamental basis.   

 

The study successfully examined the influence of perceived sacrifice, attitude, 

subjective norm, perceived behavioural control and behavioural intention on airline 

passenger green adoption behaviours. However, the study did not examine 

behavioural intention as a mediator. Thus, the findings have opened an additional 

research area in investigating other determinants that influence airline passengers in 

green adoption behaviour. Future research should examine other constructs, for 

instance, perceived threat and perceived severity as independent variables, and 

behavioural intention as a mediator. By the same token, it is also in response to the 

current global pandemic that has brought a significant impact on the airline industry. 
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Practical Implications for Asian Business 
 

The findings of the study provide practical significance to the airline industry in 

Southeast Asian countries. A healthy airline industry boosts tourism. This is because 

tourism depends on air transport to bring visitors. In year 2019, travel and tourism 

contributed USD380 billion to the total gross domestic product (GDP) of all Southeast 

Asia countries, which represented 12.1 per cent of total GDP in the region (World 

Travel & Tourism Council, 2020a). Furthermore, tourism is an important industry for 

Malaysia as the industry has contributed significantly to the country’s GDP and has 

resulted in the creation of jobs. According to World Travel and Tourism Council 

(2020b), tourism contributed RM173.3 billion to the Malaysian GDP, and this amount 

represented 10.3 per cent of total GDP of the country in year 2019. It is indicated that 

GDP directly contributed by travel and tourism sector has increased by 6.6 per cent in 

year 2019. Subsequently, the travel and tourism sector directly supported 2.22 million 

jobs in year 2019, and this represents 14.7 per cent of total employment in Malaysia 

(World Travel & Tourism, 2020b). Furthermore, spending by international tourists 

within Malaysia was RM93.1 billion in year 2019. This amount represented 9.4 per 

cent of total exports of Malaysia in year 2019 (World Travel & Tourism Council, 

2020b).  

 

However, in recent months, airlines in the region reported more than 50 per cent drop 

of passengers in demand in year 2020 compared to year 2019 due to COVID-19 (The 

Star, 2020b).  Singapore Airlines reported a first-quarter net loss of more than 

US$800 (RM3.4 billion) million in July 2020 (New Straits Times, 2020). 

Correspondingly, Thai Airways reported a net loss of Bt28 billion (RM3.68 billion) in 

the first half of 2020 (Chua, 2020). 

 

In Malaysia, two major airlines namely MAS and AirAsia have suffered either net 

losses or reduced profits for the past few years. For instance, MAS registered a net 

loss of RM430.74 million for the financial year 2012 (Malaysia Airlines, 2013). In the 

year 2013, the airline’s net losses increased to RM1.17 billion (Malaysia Airlines, 

2014). Furthermore, MAS had its net losses increased by another 59 per cent in the 

first quarter of the year 2014 when compared to the same period a year ago, following 

the disappearance of flight MH370 on March 8, 2014 (The Star, 2014). Further net 

losses were reported by MAS at RM1.12 billion in 2015, RM438 million in 2016, 

RM812 million in 2017, and RM791 million in 2018 (The Edge, 2019). AirAsia 

meanwhile, had its net profit dropped by 54.14 per cent to RM362.12 million for the 

financial year 2013 (AirAsia, 2014). In year 2014, AirAsia’s net profit further 

dropped by 77.12 per cent to RM82.84 million when compared to the year 2013 

(AirAsia, 2015). The airlines reported a net loss of RM286 million in 2019 (Cirium, 

2020) and RM993 million in the second quarter of 2020 (The Edge, 2020).  

 

Given the above, the airlines in Southeast Asia countries can use the insights of the 

study to re-strategise their business survival in the COVID-19 pandemic.  Through the 

findings of the study, airlines can align their marketing strategies with passenger 

behavioural intention to adopt green practices and green practices adoption behaviour, 

and thus reduction in operating costs and improve the cash flow. Since the study 

revealed that behavioural intention to adopt green practices was the most significant 

predictor of green practices adoption behaviour, airline companies in Southeast Asia 

could employ motivational tools to promote green practices adoption behaviour. The 
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airline companies could provide incentives for passengers who are actively adopting 

green practices. For instance, passengers who check-in their flights online are given 

the priority to choose their seats, additional points for the customer loyalty program, 

and a complimentary drink inside the flights. Consequently, minimum staff will be 

deployed at the check-in counter to serve passengers that translated into a reduction in 

operating costs. 
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