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Abstract 
Camping is a widely enjoyed leisure activity, and in light of growing environmental concerns, sustainable 
camping practices have become increasingly important. This study investigates the drivers and barriers 
of green camping behaviour among Czech campers, aiming to fill a notable gap in the sustainable tourism 
literature—specifically, the underexplored domain of eco-conscious camping behaviours in Central 
Europe. Using a combination of convenience and purposive sampling, an online survey was administered 
to 300 Czech campers. The survey instrument, validated through a two-section format, gathered 
demographic information and assessed behavioural constructs grounded in environmental psychology. 
Partial Least Squares Structural Equation Modelling (PLS-SEM) was employed to test the hypothesised 
relationships. The results revealed that environmental awareness, perceived behavioural control, and 
social norms drive green camping behaviour. At the same time, barriers such as a lack of knowledge, 
limited access to eco-friendly products, and higher costs deter sustainable practices. Furthermore, a 
positive association was found between green camping behaviour and overall satisfaction with the 
camping experience. The study provides practical implications for camping service providers and 
policymakers seeking to enhance sustainable tourism by addressing behavioural motivators and barriers 
specific to camping contexts in Czechia. 
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1. Introduction 
 

Czechia is known for camping and outdoor recreational activities. The rightward shift in demand 
for campsites in 2021 amounted to 67580 sites across the country (EUROSTAT, 2021). The Czech 
Statistical Office reports an estimated 8.55% increase in the supply of campsite inventory, including trailer 
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and recreational vehicle parks (EUROSTAT, 2021). Although wild or dispersed camping is not permitted 
in Czechia, designated areas exist for campers to pitch in and park their recreational vehicles. Places like 
Šumava and České Švýcarsko National Park are predominant camping areas. Tourist camping has been 
an activity in the Czech Republic since the time of the erstwhile Czechoslovak Republic. Czech parents 
often recollect their childhood experiences with different camping styles and show the desire to pass on 
such experiences to their children (Jirásek et al., 2025). Also, as education in nature is a growing trend in 
Czechia, summer camps [tábory] are encouraged as part of it (Martin et al., 2024).  Documentary evidence 
shows that one of the first camps to emerge in 1930 was Vranov Nad Dyjí, located in the Znojmo District 
of the Southern Moravian region. Today, conservative estimates suggest that Czechs own around 22,088 
motorhomes and 31,396 trailers, making camping a critical leisure activity in the country (Expats. Cz, 
2022). 

The camping sector is experiencing rapid growth in this decade (Guo et al., 2024). Brooker & 
Joppe (2013) have organised camping products into four broad themes based on their usage during 
camping activity (Campsite, Tools and repairs, Kitchen, and Clothing and Sanitation), shown in Figure 
1. Camping is a sustainable recreation activity, and the camping sector, which is heterogeneous, is 
becoming an important sector by gaining popularity as an alternative form of accommodation (Grande 
et al., 2024; Grande & Botti, 2024; Liu et al., 2024; Mikulić et al., 2017). Though there is no consensus 
on how this outdoor hospitality segment is referred to, ‘camping’ is the most used among terms like 
campground, campsite, caravan and tourist park (Grande & Séraphin, 2024).   

 
Figure 1. Classifying Camping Products 

 
 

 

Source: Brooker and Joppe (2013) 

 

Camping links people directly to nature and produces smaller carbon footprints than other 
tourism activities (Huang et al., 2024; Poudyal et al., 2013; Ram & Hall, 2022). With the rising 
environmental awareness among tourist, their growing preference for sustainable tourism activities 
(Nekmahmud, 2020) and eco-friendly habits (Tavitiyaman et al., 2024), camping has become a new niche 
market for "green" tourists (Brochado & Brochado, 2019). In response, firms have been pushing 
environmental marketing campaigns promoting green products to save the environment (Scholz et al., 
2022; Zientara & Zamojska, 2016). Moreover, environmentalists advocate for more sustainable outdoor 
activities, such as using sustainable camping gear and materials (Moghimehfar & Halpenny, 2016; Paudel 
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et al., 2022; Wilson, 2019) and leaving no harmful traces on camping sites (Leave No Trace Organisation, 
2022). Borrowing camping gear (e.g., tent), using renewable energy (solar lights), using 
reusable/recyclable utensils, and other sustainably-produced camping products are some actions with 
pro-environmental implications. Green products minimise environmental problems, reduce waste and 
energy consumption, and improve human life (Jurigova & Lencsesova, 2015; Kiwan et al., 2022). Though 
evidence in the literature highlights consumers' growing preference for sustainably produced products, 
knowledge is still limited in the camping tourism context (Grande & Camprubi, 2024; Khan et al., 2024). 
Besides, studies on camping tourism have been overlooked mainly in tourism and hospitality research 
(Mikulić et al., 2017; Rogerson & Rogerson, 2020). In addition, consumers' preference for campsite 
brands and their underlying predictors remains poorly understood (Mlakar & Dosen, 2022), more so with 
the usage of sustainable camping products.         

Prior research has highlighted the economic, ecological and technological impact of the camping 
industry, there is limited empirical insight into how product sustainability and technologies influence 
tourist satisfaction, pro-environmental intent, and consumption choices (Alsharif et al., 2024, Fuentes , 
2014; Matijová et al., 2023; Mikulić et al., 2017; Androniceanu, 2025; Androniceanu, 2024; Duhnea et al., 
2024). These macro-level tendencies are consistent with economic evidence showing that organisations 
can sustain competitiveness only by innovating continuously and adapting to shifting conditions (Vlach, 
2025).Moreover, global literature has tended to overlook the specific behavioural mechanisms 
underpinning green product usage within camping tourism, especially in post-socialist contexts like 
Czechia. This study responds to that gap by focusing on the psychological and contextual factors driving 
or hindering the adoption of sustainable camping products. To frame this inquiry, the study adopts the 
Model of Goal-Directed Behaviour (MGDB), a robust theoretical framework that extends beyond the 
limitations of traditional behavioural models like the Theory of Planned Behaviour (TPB) and Value–
Belief–Norm (VBN) theory. While these models have been instrumental in exploring environmentally 
responsible behaviour, they are often criticized for treating intention as a direct outcome of rational 
evaluation, overlooking the nuanced role of emotions, desires, and motivational dynamics (Cheung et al., 
2017; Stern, 2000). After evaluating the theoretical fit of TPB and VBN in the context of sustainable 
consumption, the MGDB was selected for its greater explanatory depth in contexts where emotional 
forecasting and complex motivational structures significantly shape behavioural outcomes (Perugini & 
Bagozzi, 2001). MGDB introduces the mediating construct of “desire” to distinguish between volitional 
intention and underlying emotional motivation, thereby addressing the indeterminacy of intent often 
found in TPB-based models (Malle & Knobe, 2001). The framework also incorporates anticipated 
emotions—both of success and failure—as central determinants of behaviour, enabling a more dynamic 
understanding of why individuals choose to engage in green consumption practices such as purchasing 
sustainable camping products (Gleicher et al., 1995). This emotional and cognitive depth is particularly 
pertinent to tourism behaviour, where decision-making is often affect-driven, context-specific, and 
morally loaded.     

Taking cognisance of the premises present herewith, this paper aims to investigate the 
psychological and contextual factors that drive or hinder green camping behaviour among Czech tourists, 
with a particular focus on the use of sustainable camping products. The paper is divided into six segments, 
including the literature review, research methodology, results, the discussion and conclusion. 
 
 

2. Literature Review and Theoretical Anchoring 

The Model of Goal-Directed Behaviour (MGDB) has emerged as a valuable lens to examine 
sustainable consumption behaviours, offering an advancement over the Theory of Planned Behaviour 
(TPB) by integrating emotional and motivational factors such as desire and anticipated affect (Perugini 
& Bagozzi, 2001). While TPB conceptualises behaviour as a function of rational evaluation—attitudes, 
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subjective norms, and perceived control—MGDB incorporates both cognitive and affective dimensions 
by positioning desire as a central mediating construct. In this study, MGDB enables a deeper 
understanding of how psychological mechanisms influence the actual behaviour of Czech consumers 
when choosing green camping products. Originally developed to address the limitations of indeterminacy 
in TPB, the MGDB enriches behavioural modelling by investigating how beliefs, subjective norms, 
intentions, and behaviour interact (Cheung et al., 2017). A key contribution of the model is its 
introduction of desire, which mediates the relationship between antecedents and intentions. Perugini & 
Bagozzi (2001) emphasise that while people distinguish between wishes (e.g., “I wish to buy green 
products”) and intentions (e.g., “I plan to buy green products”), desire functions as the bridge between 
affective evaluations and goal-setting. MGDB further delineates two types of desires—volitive and 
appetitive (Davis, 1984). Volitive desires are grounded in cognitive justifications, arising from attitudes, 
norms, and perceived control. In contrast, appetitive desires are more impulsive, lacking rational 
foundations, but still potentially triggered by underlying attitudinal or normative cues. To capture the 
complexity of emotional anticipation, the MGDB includes constructs such as anticipated emotions of 
success and failure (Gleicher et al., 1995), where individuals project their emotional responses to future 
actions. For example, individuals may act when they foresee pride from success or guilt from failure—
thus, these emotions catalyse behavioural motivation.      

In MGDB, desire bridges the intention-behaviour link by reflecting both volitional (reasoned) 
and appetitive (emotion-driven) motivations. This distinction is especially relevant in sustainable tourism 
contexts, where emotional reactions to imagined future outcomes often drive pro-environmental actions 
(Tavitiyaman et al., 2024). Anticipated pride, for instance, has been shown to positively influence 
sustainable product preferences by invoking feelings of accomplishment and moral satisfaction (Kanojia 
& Dhiman, 2025; Hwang et al., 2019). In contrast, the role of anticipated guilt is more intricate—some 
studies suggest that guilt enhances responsible behaviour (Haj-Salem et al., 2022), while others argue that 
excessive guilt may lead to emotional avoidance rather than action (Antonetti & Maklan, 2014; Chen & 
Lee, 2015). This inconsistency underscores the necessity to test guilt within specific contexts, such as 
Czech eco-tourism, where cultural attitudes toward emotional expression may mediate its behavioural 
influence. Subjective norms, another pillar of MGDB, describe perceived social expectations 
(Maruszewska et al., 2023). In collectivist-leaning societies or tightly-knit recreational communities, such 
as camping enthusiasts in Central Europe, social approval can significantly shape green choices (Patiño-
Toro et al., 2024). As green camping is often a visible, identity-expressive activity, individuals may feel 
compelled to conform to eco-norms if such practices are supported within their social reference groups 
(Çelik & Çevirgen, 2021). Ecological attitudes serve as evaluative predispositions grounded in biospheric 
values. These values, acquired through environmental socialization or direct contact with nature, often 
guide sustainable purchasing behaviours in contexts where outdoor recreational experiences foster nature 
connectedness (Carrión-Bósquez et al., 2024). However, the strength of these attitudes may differ by 
national context—while Western literature links strong biospheric values with green consumerism, post-
socialist societies like the Czech Republic may exhibit different ecological motivations influenced by 
recent market transitions (Streimikiene, 2023). Perceived behavioural control (PBC), conceptualised in 
MGDB as a self-assessed ability to act, has consistently predicted pro-environmental behaviours in 
product- and experience-based tourism (Kouarfaté et al., 2024; Liang et al., 2024). Still, its influence is 
moderated by actual resource availability, which can vary widely in niche eco-tourism markets. Unlike 
other predictors, PBC often plays a dual role—contributing to both desire formation and behavioural 
execution. Some studies find that high PBC not only fosters intention but also facilitates follow-through 
by reducing barriers (Chaudhary & Bisai, 2018) . Yet, cognitive dissonance or situational obstacles may 
weaken this pathway, especially when green options are perceived as inconvenient or costly.  

Desire, as positioned in MGDB, mediates between emotional precursors and behavioural 
intentions (Wang et al., 2024). The transformation from affective inclination to actionable planning is 
well-documented in green tourism, where motivational strength often determines whether values 
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translate into commitments (Han & Yoon, 2015; Zhai et al., 2023). Finally, the intention-behaviour link—
a core concern in sustainability literature—continues to face scrutiny due to the well-known intention-
behaviour gap. Prior research across sustainable fashion, transport, and accommodation services 
demonstrates that intention alone cannot guarantee behaviour unless supported by enabling conditions  
(Mainolfi, 2019; Maleknia et al., 2024; Han, 2020; Tarhini et al., 2016). By applying MGDB to the 
underexplored context of green camping in the Czech Republic, this study bridges the psychological 
antecedents of desire with environmental behaviour and provides insight into how affective forecasting, 
perceived agency, and socio-cultural dynamics interact. Synthesising insights from recent literature and 
aligning them with a theory-driven framework allows for a nuanced understanding of sustainable 
consumption beyond mere rational choice. Figure 2 provides the research model of the study and the 
hypotheses formulated on the basis of the above antecedents, as follows.  

Figure 2. Research Model 

GREEN CAMPING 
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BEHAVIOUR
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SUBJECTIVE NORMS

ECOLOGICAL ATTITUDE
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DESIRE
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Source: authors’ own depiction 

 
2.1 Hypotheses 

H1: Anticipated Pride positively influences the desire for green camping products. 
H2: Anticipated Guilt negatively influences the desire for green camping products. 
H3: Subjective Norms positively influence the desire for green camping products. 
H4: Ecological Attitudes positively influence the desire for green camping products. 
H5: Perceived Behavioural Control positively influences the desire for green camping products. 
H6: Perceived Behavioural Control positively influences green camping product behaviour. 
H7: Desire positively influences the intention to buy green camping products. 
H8: Intention positively influences green camping product behaviour. 
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3. Research Methodology 
According to Hair et al. (2017), Structural Equation Modelling (PLS-SEM) is a tool for analysing 

the complex interactions between various variables in a study. PLS-SEM is a sophisticated multivariate 
statistical tool that examines complex and interconnected interactions between numerous variables. It is 
a variation of the more standard SEM that is especially well-suited for investigating complicated 
mathematical models with latent variables. Foo et al. (2018) further add that this particular technique 
does not necessitate assumptions of normalcy or huge sample numbers, making it a more adaptable and 
practical method in various research scenarios. As a result, it was decided to use this method in this study 
to acquire a better knowledge of the elements that influence consumer behaviour and to build successful 
ways to encourage the use of sustainable and environmentally friendly camping items. 

 
3.1 Survey Design and Data Collection Procedure  

 
The survey design used in this study was based on a quantitative research approach. The survey 

questionnaire was designed to collect data on the variables of interest, which included ecological attitude, 
anticipated pride and guilt, subjective norms, perceived behavioural control, desire and intention for 
green camping products and the dependent variable, actual green camping product behaviour. The 
adapted scales were used to measure the constructs of the independent and dependent variables derived 
from existing literature. The survey questionnaire consisted of two sections. The first section included 
questions related to the participants' demographic information, such as age, gender, education level, and 
work experience. The first section established two screening queries to determine experience with 
outdoor camping and Czech domicile. A dichotomous response of 0 for non-experienced and 1 for 
experienced, and similarly, 0 for non-Czech domicile and 1 for Czech domicile, was deployed to capture 
the desired sample tray. The second section included questions related to the constructs of interest (Refer 
to Table 1). Each construct was measured using multiple items that were adapted from existing scales. 
These items were modified to suit the context of this study. The study used a mixture of convenience-
purposive sampling procedures, as the unit of analysis is the Czech camper who is available and willing 
to participate in the study (Jarva et al., 2022).  

Table 1. Scale Design 
 

Construct Items References 
Eco Attitude (ECO) - I believe protecting the environment is a 

personal responsibility. 
- I feel morally obligated to reduce my 

environmental footprint. 
- I consider the environmental impact before 

making consumption choices. 

- I actively seek information about 
environmental issues. 

- I think my actions can make a positive 
difference for the environment. 

(Kaiser et al., 1999; Kotchen & 
Reiling, 2000; Paço & Lavrador, 
2017) 

Anticipated Pride (PRID) - I would feel proud if I used eco-friendly 
camping products. 

- Using green products gives me a sense of 
accomplishment. 

- I would feel good about myself for 
supporting sustainable tourism. 

- I would feel appreciated by others for 
making eco-conscious choices. 

(Haj-Salem et al., 2022; Talwar 
et al., 2022) 
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Anticipated Guilt (GUI) - I would feel guilty if I used non-sustainable 
camping products. 

- Avoiding green products would make me 
feel irresponsible. 

- I would regret not making an 
environmentally friendly choice. 

- I would feel uneasy if my actions harmed 
the environment. 

(Elgaaied, 2012; Haj-Salem et 
al., 2022; Steenhaut & Van 
Kenhove, 2006) 

Subjective Norm (NOR) - People who are important to me think I 
should use green camping products. 

- My family supports the use of eco-friendly 
products while camping. 

- I feel social pressure to behave in an 
environmentally responsible way. 

(Barbera & Ajzen, 2020; De 
Vries et al., 1988; Dey et al., 
2020) 

Perceived behavioural 
control (PBC) 

- I feel confident in my ability to choose 
green camping products. 

- I know where to find environmentally 
friendly camping gear. 

- I can afford to purchase green products for 
camping. 

(Barbera & Ajzen, 2020; Terry 
& O’Leary, 1995; Zolait, 2011) 

The desire for green 
camping products (DES) 

- I want to try green camping products on my 
next trip. 

- I feel a strong urge to choose sustainable 
camping options. 

- I desire to reduce my ecological footprint 
while camping. 

- I am drawn to products that promote 
environmental protection. 

(Wu et al., 2018) 

Intention for green 
camping products (INT) 

- I intend to purchase green camping 
products in the future. 

- I will choose eco-friendly camping options 
whenever possible. 

- I plan to avoid non-sustainable camping 
gear. 

- I am determined to support green tourism 
through my actions. 

(Shukla, 2019) 

Green camping product 
behaviour (GCB) 

- I have recently used green camping 
products during my trips. 

- I consistently choose eco-friendly options 
while camping. 

- I participate in environmentally responsible 
camping practices. 

- I recycle or properly dispose of waste while 
camping. 

(Hwang & Lyu, n.d.; Lin & 
Huang, 2012) 

Source: authors’ own analysis 

 
This study's data collection procedure involved an online survey platform. The data collection 

exercise was conducted from the month of December 2024 through March 2025. The survey was 
distributed to participants who met the inclusion criteria. The inclusion criteria for this study were 
individuals who have experience in the field of interest and are proficient in English. Participants were 
requested to contribute to the study through digital invitations and social media platforms. Each 
invitation included a brief description of the study, its purpose, and an informed consent form. 
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Participants who agreed to participate in the study were directed to the online survey platform, where 
they completed the survey questionnaire. The data collected from the survey questionnaire were stored 
in a secure server and analysed using PLS-SEM. The analysis involved testing the measurement and 
structural models, which examined the relationships between the constructs of interest. To estimate the 
study's sample size, an apriori analysis consisting of a power sample analysis using G*power software 
exposed a minimum sample size (n) of 120. The G*Power configuration took cognisance that the model 
is composed of 7 predictors; thereby, the analysis was supplied with a medium effect size (f2) of 0.15, 
Power (1-β) = 80%, and significance level (α) of 5%. Accordingly, it can be implied that the study achieves 
a minimum power of 0.8, given a minimum n=120 (Cohen, 1970; Dey et al., 2021). Following a 
purposive-convenience sampling strategy, the questionnaire was thus digitally shared with 250 individuals 
residing in different locations across the Czech Republic. However, only 230 were found eligible for 
further analysis. The questionnaire contained a screener query to gauge whether the respondent actually 
participated in a camping activity in the last 6 months. The rationale for using a 6-month recall window 
is guided by the study by Tung et al. (2017).  

3.2 Data Analysis 
 
The hypothesised path linkages in this work's research model were explored and inferred using 

partial least squares structural equation modelling, or PLS-SEM. Several empirical studies evaluating 
complicated structural linkages in various domains frequently employ it (Carranza et al., 2020; Bhatti, 
2024). Additionally, it has demonstrated improved statistical power when handling irregular data and 
small sample sizes (Hair et al., 2017). PLS-SEM is therefore regarded as appropriate considering the type 
and objective of the investigation, sample size, and data properties. RStudio, the IDE of the R Program, 
was used to run the PLS-SEM analysis. Three major packages were used to conduct the empirical 
examinations, namely “Seminr” (), “Rcpp” (), and “lavaan” (). Additionally, Harman’s single-factor test 
was conducted, and the results indicated that a single factor did not account for the majority of the 
variance, suggesting that common method bias was not a significant concern (Podsakoff et al., 2003). 
 

 

4. Results 
 
4.1 Assessment of the Measurement Model 

 
In studies involving PLS-SEM, the measurement model assessment concentrates on the reliability 

and validity of the measurement items and their association with the constructs in the study framework 
(Hair et al., 2017). The authors conducted a PLS-based estimation of the model, and the outputs are 
given herewith in Table 2 below. It can be deciphered that all critical parameters viz; alpha, rhoC, and 
rhoA are above and beyond the heuristic threshold of .7 (Voorhees et al., 2016), and the AVE values are 
>.5 for all the constructs (Farrell, 2010), thereby confirming robust convergent validity in the model (J. 
Hair et al., 2017; Sarstedt et al., 2014). 

Table 2. Reliability Parameters 
 

 alpha rhoC AVE rhoA 
ECO 0.850 0.891 0.620 0.869 
PRID 0.807 0.873 0.632 0.814 
GUI 0.835 0.890 0.670 0.838 
NOR 0.787 0.874 0.698 0.808 
PBC 0.796 0.880 0.710 0.806 
DES 0.907 0.935 0.782 0.910 
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INT 0.750 0.856 0.665 0.764 
GCB 0.858 0.913 0.779 0.858 

Source: authors’ calculations from R Studio 

 
Table 3 further describes the factor loadings extracted from the bootstrapping exercise. The 

readings show that all indicators are statistically substantial, surpassing the threshold of .5 (Dash & Paul, 
2021).  

Table 3. Factor Loadings 
 

 ECO PRID GUI NOR PBC DES INT GCB 
ECO1 0.75 . . . . . . . 
ECO2 0.77 . . . . . . . 
ECO3 0.71 . . . . . . . 
ECO4 0.73 . . . . . . . 
ECO5 0.69 . . . . . . . 
PRID1 . 0.73 . . . . . . 
PRID2 . 0.73 . . . . . . 
PRID3 . 0.73 . . . . . . 
PRID4 . 0.68 . . . . . . 
GUI1 . . 0.72 . . . . . 
GUI2 . . 0.77 . . . . . 
GUI3 . . 0.75 . . . . . 
GUI4 . . 0.76 . . . . . 
NOR1 . . . 0.79 . . . . 
NOR2 . . . 0.71 . . . . 
NOR3 . . . 0.75 . . . . 
PBC1 . . . . 0.8 . . . 
PBC2 . . . . 0.74 . . . 
PBC3 . . . . 0.72 . . . 
DES1 . . . . . 0.87 . . 
DES2 . . . . . 0.82 . . 
DES3 . . . . . 0.87 . . 
DES4 . . . . . 0.82 . . 
INT1 . . . . . . 0.64 . 
INT2 . . . . . . 0.69 . 
INT3 . . . . . . 0.8 . 
GCB1 . . . . . . . 0.83 
GCB2 . . . . . . . 0.84 
GCB3 . . . . . . . 0.79 

Source: authors’ calculations from R Studio 

 
Table 4 describes the HTMT values extracted from the covariances between the constructs to 

determine discriminant validity. Heuristically, HTMT values <.90 signal discriminant validity in the model 
(Henseler et al., 2014). According to the Table presented herewith, it can be concluded that the model 
contains discriminant validity. 

Table 4. HTMT Value 
 

 ECO PRID GUI NOR PBC DES INT GCB 

ECO  0.782 0.754 0.730 0.813 0.627 0.620 0.831 
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PRID 0.784  0.800 0.705 0.755 0.630 0.603 0.778 

GUI 0.754 0.802  0.740 0.831 0.763 0.552 0.809 

NOR 0.730 0.701 0.738  0.829 0.557 0.484 0.725 

PBC 0.813 0.756 0.832 0.827  0.678 0.684 0.842 

DES 0.627 0.631 0.761 0.559 0.675  0.405 0.717 

INT 0.620 0.601 0.548 0.485 0.685 0.404  0.665 

GCB                    0.831 0.780 0.809 0.725 0.841 0.717 0.665  
Source: authors’ calculations from R Studio 

 
4.2 Structural Model Assessment  

 
This section provides for the assessment of various metrics used to gauge the structural model 

of the investigation. Initially, the VIF or Variance Inflation Factor gauges for any multicollinearity issues 
in the model are given in Table 5. No values are > 3.0  (J. F. Hair et al., 2021) recorded in the table, 
thereby signalling no possibility of multicollinearity among the assumed pathways. Secondly, in Table 6, 
the authors provide the bootstrapping result. Figure 3 provides the structural network diagram from the 
PLS estimation procedure.  

Table 5. Variance Inflation Factor 
 

Direct Effects VIF 
ECO  ->  DES           1.28 
PRID  ->  DES         1.47 
GUI  ->  DES           1.35 
NOR  ->  DES          1.00 
PBC  ->  DES           1.50 
PBC  ->  GCB           1.65 

Source: authors’ calculations from R Studio 

 
Table 6. Bootstrapping Table 

 

Direct Effects β  x̄ s.d T-Stats 2.5% CI 97.5% CI 

ECO->DES 0.151 0.160 0.060 2.499 0.053 0.274 
PRID->DES 0.090 0.089 0.051 1.779 0.006 0.185 
GUI->DES 0.412 0.407 0.059 7.033* 0.314 0.511 
NOR->DES -0.005 -0.001 0.045 - 0.112 -0.113 0.071 
PBC->DES 0.148 0.144 0.056 2.624 0.031 0.234 
PBC->GCB 0.572 0.570 0.039 14.506* 0.498 0.640 
DES->INT 0.338 0.338 0.048 7.053* 0.254 0.431 
INT->GCB 0.237 0.239 0.049 4.820* 0.148 0.339 

* Significant at p<0.001 
Source: authors’ calculations from R Studio 
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Figure 3. PLS SEM Output – Pathway Diagram 

 
 
 

 

Source: authors’ calculations from R Studio 

 
 

5. Discussion 
  

H1 posited that anticipated pride positively influences the desire for green camping products. 
While this hypothesis was supported (β = 0.090, T = 1.779, CI [0.006, 0.185]), the strength of this 
relationship was marginal. This finding aligns with prior research that highlights the role of self-conscious 
emotions like pride in reinforcing identity-consistent behaviours (Hwang et al., 2019; Kanojia & Dhiman, 
2025). However, the relatively modest effect size suggests that while pride is relevant, it may act more as 
a peripheral cue than a central driver in the Czech green tourism context, possibly due to socio-cultural 
norms that discourage evident emotional expression (Streimikiene, 2023). 
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In contrast, H2, which hypothesised a negative relationship between anticipated guilt and desire, 
was rejected. The empirical result (β = 0.412, T = 7.033, CI [0.314, 0.511]) showed a strong and significant 
positive effect. This contradicts studies that warn of the counterproductive impact of excessive guilt  
(Antonetti & Maklan, 2014; Chen & Lee, 2015), and instead supports work indicating that guilt can serve 
as a powerful motivational force when experienced in moderate doses (Haj-Salem et al., 2022). This may 
reflect cultural particularities where environmental guilt functions as a moral cue, compelling pro-social 
behaviour (Carrión-Bósquez et al., 2024). H3 proposed that subjective norms positively influence desire. 
Surprisingly, the data did not support this assumption (β = 0.005, T = -0.112, CI [−0.113, 0.071]). This 
contradicts literature asserting that collectivist or peer-sensitive environments heighten social influence 
on sustainable behaviour  (Çelik & Çevirgen, 2021; Patiño-Toro et al., 2024). A plausible explanation 
could be the semi-individualist ethos of Czech campers, who may associate green camping with personal 
values rather than social conformity. It is also possible that eco-behaviour in this context is more identity-
driven than group-norm driven.          

H4 and H5 tested the influence of ecological attitudes and perceived behavioural control (PBC) 
on desire. Both hypotheses were supported. Ecological attitudes had a modest but significant effect (β = 
0.151, T = 2.499, CI [0.053, 0.274]), reinforcing the well-documented role of biospheric values in driving 
sustainable tourism (Carrión-Bósquez et al., 2024). PBC exhibited a comparable influence (β = 0.148, T 
= 2.624, CI [0.031, 0.234]), indicating that perceived ease or feasibility of acting green is essential for 
fostering motivational states like desire. These results reflect the volitive dimension of MGDB, where 
rational evaluation underlies desire formation (Perugini & Bagozzi, 2001). Beyond desire, PBC also 
had a strong direct effect on green camping behaviour (H6: β = 0.572, T = 14.506, CI [0.498, 0.640]), 
supporting dual-path literature that identifies PBC as both an antecedent of motivation and a behavioural 
enabler (Liang et al., 2024). This implies that in high-involvement, resource-sensitive behaviours like eco-
camping, perceived control plays a decisive role. H7 tested whether desire leads to intention and was 
robustly supported (β = 0.338, T = 7.053, CI [0.254, 0.431]). This confirms the central proposition of 
MGDB that desire bridges affective evaluations and volitional commitment (Han & Yoon, 2015; Wang 
et al., 2024).The finding suggests that successful green marketing strategies should appeal not only to 
rational cost-benefit considerations but also to deeper motivational and emotional constructs. 
 Finally, H8 examined the classic intention-behaviour gap in sustainable consumption. Intention 
significantly influenced green camping behaviour (β = 0.237, T = 4.820, CI [0.148, 0.339]), but the 
moderate beta value reveals that intentions alone are insufficient predictors of action. This resonates with 
a broad body of research in sustainable tourism that stresses the role of situational enablers and habit 
strength in bridging the gap  (Han, 2020; Maleknia et al., 2024).  
 
 

6. Conclusion 
   

The study highlights key psychological drivers of green camping behaviour—attitudes, 
anticipated emotions, perceived behavioural control, subjective norms, and intentions, while expanding 
the Model of Goal-Directed Behaviour (MGDB). Ecological attitudes, pride, and control shape desire, 
with intentions strongly predicting actual behaviour. Perceived behavioural control influences both desire 
and action, underscoring the need for clear information and reduced barriers. The study contributes 
empirical insights into Czech campers’ behaviour and offers broader theoretical implications for 
sustainable tourism and eco-friendly consumer adoption. 

The study offers practical insights for tourism marketers and policymakers by highlighting key 
psychological drivers, such as attitudes, anticipated emotions, perceived behavioural control, and 
intentions, that shape consumer preferences for green camping products. By emphasising the importance 
of removing barriers, enhancing environmental cues, and reinforcing self-efficacy, the findings inform 
strategies to increase the adoption of eco-friendly products. These insights are valuable for promoting 
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sustainable tourism practices, particularly in markets where green alternatives exist but consumer 
adoption remains limited. 

The current study takes into consideration only theory and cross-sectional data. Future studies 
are encouraged to investigate a broader range of participants and deploy multiple theories to capture a 
larger spectrum of behavioural antecedents. Emerging economies should also be targeted with a 
longitudinal approach.  
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