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Assuming a two-way relationship between climate change and tourism, it is very im-
portant to know the beliefs and attitudes of tourist managers. Research of beliefs and
attitudes of touristmanagers is a key problemof this research. Beliefs and attitudes of
tourist managers are affected by different factors such as: sociodemographic charac-
teristics, especially gender; level of education; length of service in the tourism sector;
membership in ecological ngos; and beliefs and attitudes about climate change. To
investigate managers’ opinions, the authors created a survey which focused on all
managers who manage categorized facilities by type in the Republic of Croatia. The
results have shown significant differences in the beliefs and attitudes about the inter-
influence of climate change and tourist accommodation. Managers who are female,
who have completed tertiary education, who are members of ecological ngos and
who consider themselves activists, and those who have more years of work experi-
ence, showed stronger pro-environmental attitudes and higher levels of ecological
awareness.
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Introduction
Climate change has become the biggest challenge and
threat to the survival of human civilization, withmany
consequences for virtually every aspect of human life.
There is a two-way relationship between tourism and
climate change as tourism is largely dependent on the
climate and is influenced by climate change in real
time (Mahadew & Appadoo, 2019).

It is estimated that tourism is the source of at least

8 of global CO2 emissions which is why great ef-
forts are being made on the global and national levels
to mitigate the consequences of climate change (Wa-
jahat et al., 2020). This also involves planning and
taking measures to prevent further negative conse-
quences that might become irreversible in the future
(Kocak et al., 2020; Becken et al., 2020). Many authors
agree that climate change originates in nature, ‘but has
causes in an economic, cultural and political system
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that is spreading around the world’ (Ančić et al., 2016).
On the theoretical level this research has started

from basic principles derived from the Theory of
Planned Behaviour (tpb) that looks at ‘intentions to
behave,’ and not necessarily actual actions of individu-
als. It argues that attitudes, subjective norms and per-
ceived behavioural control affect intentions to act and
these in turn predict behaviour. tpb starts from the
premise that individuals make logical, reasoned deci-
sions to engage in specific behaviour by evaluating the
information available to them. The performance of a
behaviour is determined by the individual’s intention
to engage in it (influenced by the value the individual
places on the behaviour, the ease with which it can be
performed and the views of significant others) and the
perception that the behaviour is within his/her con-
trol (Ajzen, 1985). The theory was intended to explain
all behaviour over which people have the ability to
exert self-control. The key component to this model
is behavioural intent; behavioural intentions are in-
fluenced by the attitude concerning the likelihood
that the behaviour will have the expected outcome
and the subjective evaluation of the risks and ben-
efits of that outcome. Rosenberg’s three-component
structure was discussed when developing the research
plan, in the sense that an attitude is a whole made up
of cognitive (what an individual thinks of an object
of attitude), emotional or affective (what an individ-
ual feels about an object of attitude) and conative or
behavioural components (how an individual intends
to behave towards an object of attitude) (Alessandri
& Vecchione, 2015). This model of attitude structure
is also called the abc model (affect, intention of be-
haviour, cognition) (Stern & Oskamp, 1987).

The theoretical concept on which this research of
beliefs and attitudes leans is the theory of the mode
model developed byFazio (1993) andMyers andTwen-
ge (2016). The model broadens the one-dimensional
approach to attitudes by emphasizing the undisputable
connection between beliefs, attitudes and intention of
behaviours, withMyers and Twenge aware that ‘the re-
lationship of individual components of attitude is not
simple and unambiguous’ (Ajduković et al., 2005).

The mode model (‘motivation and opportunities
as determinants’) assumes that attitudes can influence

intention of behaviour either through the conscious
implications that they have on the intention of be-
haviour or by automatic selective processing for the
posture of significant information. Specifically, a more
precise mode model is based on the assumption that
attitudes, in addition to referring to certain objects,
have their ‘strength,’ and that we can locate it on the
so-called ‘strength scale’ accordingly, where zero is the
complete indifference to the object of attitude. Only
strong attitudes are stable and reliable in predicting
behaviour. Attitudes also represent a link between the
object of attitude itself and the individual’s evaluation
of the object. Attitudes are based on experience that
in this case forms the basis of the evaluation. In the
mode model, the authors emphasize the importance
of the so-called concept of activation of the aforemen-
tioned object connection and the existing evaluation,
and link it to the scale of power where relative indif-
ference is found at the lower part of the strength scale.
In order for the attitude-behaviour process to be acti-
vated, theremust be an external influence that can also
represent a simple question posed about the object it-
self. At the opposite end of the scale where attitudes
are strong, this activation can occur and automatically,
without external stimuli, is already sufficient percep-
tion of the object to initiate the attitude-intention of
the behaviour process.

Authors Sinatra et al. (2012) measured attitudes to-
ward climate change caused by anthropological ac-
tivity and found that respondents who had a more
accepting attitude toward climate change were more
likely to express a willingness to act. Authors Garay et
al. (2018) explored cognitive mechanisms that moti-
vate managers to introduce sustainability practices in
their businesses. They concluded that managers’ sub-
jective norms explained more of their behavioural in-
tentions than their attitudes or perceived behavioural
controls.

The starting point for this paper was the assump-
tion of a two-way relationship between climate change
and tourism, and the importance of knowing the be-
liefs and attitudes of multiple stakeholders – man-
agers in the entire tourist accommodation industry
as key persons in tourism management and decision-
making, and key actors in implementing environmen-

54 | Academica Turistica, Year 14, No. 1, June 2021



Aleksandar Racz et al. Managers’ Perspectives

tal protection, as well as implementing and develop-
ing business policies in the area of sustainable devel-
opment (Bohdanowicz, 2005). The main objective of
this paper was to analyse the influence of four different
sociodemographic characteristics among managers
concerning beliefs and attitudes on climate change:
gender, level of education, length of service in the
tourism sector and membership in ecological ngos
or activism in ecological actions and initiatives (Racz,
2019). The researchers’ intention was to provide a se-
ries of insights that might be relevant for the devel-
opment of sustainable practices in the tourism sec-
tor, and particularly the hotel industry in general, as
they contribute to understanding the attitudes of key
decision-makers. This can also provide the basis for
predicting their intention of behaviour in relation to
the application of environmental protectionmeasures.

Literature Review
Climate change poses a unique challenge to the en-
tire human civilization and affects all aspects of hu-
man life, including tourism. The Earth is currently
0.7°C warmer than in 1900, and if all emissions are
stopped today, the Earth will warm by a further 0.5–
1°C in the next decade. Research shows that the biggest
impact on these changes is the release of carbon diox-
ide into the atmosphere, which due to its properties
enhances the greenhouse effect on Earth. Interest in
climate change has increased in recent years, especially
after the 2009 United Nations Climate Change Con-
ference held in Copenhagen (Scott & Becken, 2010;
Gössling et al., 2012; Rosselló-Nadal, 2014; Rutty et al.,
2017). Dogru et al. (2019) explore the extent to which
vulnerability and resilience to climate change affect
tourism and the overall economy. The results indi-
cate that tourism is both more vulnerable and more
resilient to climate change compared to the economy
in general. Scott et al. (2019) argue that vulnerability
is highest in many countries where tourism represents
the largest percentage of gdp, as well as regions where
tourism growth is expected to be the strongest over the
coming decades.

Tourism depends on having a favourable climate,
preserved environment and rich flora and fauna (Buck-
ley, 2011; Müller & Weber, 2008). To a degree, climate

elements such as temperature, total hours of sunshine
and rain periods define international tourism flows in
Europe (Joop et al., 2015). Numerous key tourism fac-
tors are affected by climate change (Scott & Lemieux,
2010; Kozak et al., 2008; Hamilton & Tol, 2007).

Rising sea levels, changing ecosystems, changes
in the water system on Earth, various health effects
and more frequent extreme weather events will af-
fect tourism not only in terms of reducing comfort,
but also in terms of reduced safety (Michailidou et
al., 2016). Tourism is extremely sensitive to climate
change and it can endure many negative or positive
effects (Joop et al., 2013; Wong et al., 2013; Schliephack
& Dickinson, 2017).

The tourism sector has seen significant growth in
the last four decades (Gössling et al., 2013) and it is
also a significant factor in the economic development
of both developed and developing countries (Cannon-
ier & Burke, 2018; Dogru & Bulut, 2018: Becken, 2019;
Hall, 2019; Jentos et al., 2012; Saarinen & Rogerson,
2014; Scheyvens & Hughes, 2018). Some authors have
focused on exploring the impact of climate change on
tourism demand based on ipcc (Intergovernmental
Panel on Climate Change) climate change projections
(Hindley & Font, 2017; Hall et al., 2016; Amelung et
al., 2007; Scott & Brenda, 2007). These projections en-
compass the global level, the country level, and des-
tinations such as coastal areas and islands, as well as
skiing destinations (Wyss & Abegg, 2014; Dawson &
Scott, 2007).

There are not, however, many studies focused on
the beliefs and attitudes of managers in tourism con-
cerning the impact of climate change, especially when
it comes to the interdependence between climate chan-
ge and accommodation in tourism. Research focused
on manager beliefs and attitudes regarding climate
change and tourism, or research of a single aspect, is
typically conducted for a particular country or desti-
nation. Trawoger (2014) analysed climate change per-
ceptions of winter tourism stakeholders in Tyrol (Aus-
tria). He concluded that growing awareness of climate
change is limited to perceiving the issue as a global
phenomenon. Hall et al. (2016) presented a systematic
overview of tourism accommodation providers and
consumer attitudes, intention of behaviour and prac-
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tices pertaining to sustainable development, sustain-
ability in general and climate change. Legrand et al.
(2012) hypothesized that the hotel industry is respon-
sible for CO2 emissions into the atmosphere and thus
responsible for the intensifying climate change. They
concluded that hotels have recognized how important
sustainability and its principles have become and that
green investments are on the rise. Yu-Ping, Hall & Oz-
zane (2012) proposed that hotels and the hotel industry
are the most vulnerable to climate change as a conse-
quence of their primary resources. Their research re-
sults encompass attitudes, awareness and intention of
behaviour of Taiwanese hotel managers with regard to
climate change, its potential impact and their ecolog-
ical practices in general. Authors Dube and Nhamo
(2020) used a method approach; their study sought
to document tourist perceptions and attitudes regard-
ing the impact and future of the Victoria Falls World
Heritage Site. Authors Torres-Bagur et al. (2019) con-
ducted interviews with owners and managers to un-
derstand perceptions and identify the main problems
associated with climate change in order to design ef-
fective mitigation and adaptation strategies to guaran-
tee the sustainability of tourism and natural resources.

Tourism needs to introduce certain adjustment
measures to boost the positive and mitigate the neg-
ative effects of future climate change (Perić & Šverko
Grdić, 2017). However, it must be emphasized that cli-
mate change will have a different effect on different
destinations and, consequently, on the economic ben-
efits of tourism.

Mitigating Tourism-Induced Climate Change

There are two primary strategic approaches when it
comes to climate change – mitigation and adapta-
tion. The two should not be observed separately, they
are not an either/or choice. Instead, they are con-
nected, alternative strategies that can achieve the best
results through the use of well-developed instruments
and measures for the simultaneous implementation
of both. The goal of mitigation is to slow down cli-
mate change, while adaptation involves lowering cli-
mate change vulnerability (Jopp et al., 2015).

Another aim of the mitigation strategy is to reduce
harmful emissions into the atmosphere, thus reducing

the greenhouse effect. Mitigation strategies in general
include enhancing, restoring, creating, or preserving
current standards in order to offset unavoidable ef-
fects (Dogru et al., 2019). Climate resilience and the
need for decarbonization are highlighted in commu-
nication in the tourism sector, but there is little evi-
dence of significant action being taken regarding mit-
igation (Gössling & Scott, 2018). All economic sectors
will be required to contribute to reducing emissions in
order to achieve the objective set by the Paris Climate
Agreement – to limit global warming to 2°C above
pre-industrial levels. Any increase in emissions from
specific sectors or countries will mean that there is a
widening gap between trajectories and mitigation ob-
jectives. For tourism, in a business-as-usual scenario,
this would correspond to more than 2.5 Gt of CO2 per
year by 2050 (European Travel Commission, 2018).

Adaptation andmitigation are very important strat-
egies for responding to climate change and they are
equally important (Hambira & Saarinen, 2015). With-
out early and timelymitigation, the costs of adaptation
will rise, and the ability of countries and individuals
to adapt effectively will be constrained. Understanding
the nature and consequences of climate change is the
basis of any serious mitigation or adaptation policies
(Galeotti & Roson, 2012). In order to be able to im-
plement mitigation and adaptation, it is important to
assess what the cost of inaction would be, i.e. the eco-
nomic impact of climate change in a baseline scenario
in which no policies are implemented. The greening of
accommodation establishments (Hoogendoorn et al.,
2015) and attempts at creating carbon-neutral tourism
destinations could potentially be viable and address
both adaptation and mitigation strategies.

Methodology
The study included managers from 1,084 individual
tourist accommodation establishments from the terri-
tory of the entire Republic of Croatia, included in the
list of categorized objects on the Ministry of Tourism’s
website on March 7, 2019. The survey included cate-
gorized hotels and apart-hotels, hotel and apartment
complexes, categorized campsites, and marinas. It was
conducted using online surveys and was completely
anonymous, with targeted distribution of survey ques-
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tionnaires, i.e. calls through professional associations
and competent bodies and chambers in the period
from April to June 2019. To determine beliefs and at-
titudes about climate change and the impact of cli-
mate change and tourist accommodation, a question-
naire prepared for this research was used, which was
based on the Euro Barometer Questionnaire 300 and
459 (European Commission, 2009, 2017). Further-
more, the questionnaire included a selection of modi-
fied questions used in previous research, but targeted
with regard to the target population – top managers
in tourist accommodation facilities in Croatia (Bo-
hdanowicz, 2005, 2006; Leiserowitz et al., 2018). The
final form of the survey questionnaire was obtained by
including a series of original questions aimed precisely
at the goals of this research and the target population,
thus creating an original questionnaire.

Attitudes and beliefs were explored using the at-
titude measurement scale. The expressed degree of
agreement with the proposed claims and the stan-
dardized manner of assessment determined the re-
spondent’s position. The first part of the questionnaire
used a series of 30 statements related to global warm-
ing and climate change, and the relationship between
tourism and climate change, according to which re-
spondents had to express their degree of agreement
with each statement on a 7-point Likert scale, with
grade 1 meaning ‘strongly disagree,’ 4 meaning ‘nei-
ther agree nor disagree’ and 7 meaning ‘strongly agree’
with the statement. The scale examined the cognitive,
intention of behaviour and affective components of
attitude. In the second part of the questionnaire, re-
spondents were offered 6 terms related to the parent
term ‘climate change and global warming,’ in which
they were asked to indicate the position best matching
their feelings about climate change and global warm-
ing on a 7-point scale, which additionally examined
the affective component of attitude. The action com-
ponent of attitude was examined through a series of
8 statements, each related to individual personal in-
volvement or intent to participate in any of the afore-
mentioned adaptation measures or measures for re-
ducing the negative impact of global warming through
personal actions, expressed on a 7-point scale.

Post hoc comparisons of p-values were performed

in each of the three component domains (cognitive,
affective, and conative) for each of the observed so-
ciodemographic characteristics. In order to analyse
the share and contribution of each component of the
attitude to the overall expressed level of environmental
awareness, some total factor scores (given the differ-
ent number of questions involved) were converted to
a scale from 0 (least agreement/no agreement with
each factor) to 100 (complete agreement with a factor)
according to the formula in which the numerator is
formed by the difference of the scores of the ladder of
each factor, reduced by the smallest possible amount
of the ladder of the factor, the denominator represents
the possible range of the ladder of factors, and the
result is multiplied by one hundred. Orientation to
the right (higher score) denotes ecologically friendly
intention of behaviour or understanding of the pat-
tern, consequences, and correlation of phenomena
with global warming and climate change.

ibm spss Statistics software version 25.0 was used
in the analysis. Data processing was performed using
Microsoft Excel. In the entire survey the Kolmogorov-
Smirnov test was used to analyse the distribution of
continuous numerical values, and corresponding non-
parametric tests were applied according to the ob-
tained data. Categorical and nominal values were pre-
sented using corresponding frequencies and shares.
Continuous values were presented using medians and
interquartile ranges, and the differences between them
were analysed by the Kruskal-Wallis test, and pre-
sented in a box and whisker plot showing median
values, interquartile ranges, minimum and maximum
values, and extreme values which differ from the me-
dians by more than 1.5 interquartile ranges.

Results and Findings
From the total of 1,084 categorized tourist accommo-
dation establishments, the survey collected a total of
283 fully completed questionnaires, which represents
a response rate of 26.1. The study included 283 par-
ticipants of different genders, of which 168 (59.36)
were male and 115 (40.64) were female. Analysing
the highest achieved level of education has shown that
among the 283 participants there were 77 participants
(27.20) with secondary school education, 66 partici-
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Table 1 Descriptive Statistics: Numerical Data for Cognitive Component

Category Item N sv sd Min Max Perc.  Median Perc.  P

Gender Male  . . . . . . . <.

Female  . . . . . . .

Educational level Secondary  . . . . . . . <.

High  . . . . . . .

University  . . . . . . .

Postgraduate  . . . . . . .

ngo membership No  . . . . . . . <.

Yes  . . . . . . .

Working experience
in tourism

< years  . . . . . . . <.

– years  . . . . . . .

> years  . . . . . . .

Table 2 Descriptive Statistics: Numerical Data for Affective Component

Category Item N sv sd Min Max Perc.  Median Perc.  P

Gender Male  . . . . . . . <.

Female  . . . . . . .

Educational level Secondary  . . . . . . . <.

High  . . . . . . .

University  . . . . . . .

Postgraduate  . . . . . . .

ngo membership No  . . . . . . . <.

Yes  . . . . . . .

Working experience
in tourism

< years  . . . . . . . <.

– years  . . . . . . .

> years  . . . . . . .

pants (23.32) with higher education, 124 participants
(43.81) with a university degree and 16 (5.67) with
postgraduate education. Regarding the length of em-
ployment or, to put it another way, the length of work-
ing experience in tourism, 65 (22.97) of respondents
have been working in tourism for less than 5 years,
133 (46.99) have been working for 5–15 years, and 85
(30.04) for more than 15 years.

For the visual presentation of obtained data a box-
plot was used as a standardized way of displaying the
dataset based on a five-number summary: the mini-
mum, the maximum, the sample median, and the first

and third quartiles. A boxplot, is a method for graphi-
cally depicting groups of numerical data through their
quartiles. For further analysis we addedTables 1–3 that
numerically show the elements of descriptive statistics
for each individual component of the attitude on the
basis of which the graphs were made.

Cognitive Component

The study found statistically significant differences in
the cognitive component of attitudewith respect to the
gender of managers, with female managers showing
statistically significant greater acceptance of the pro-
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Table 3 Descriptive Statistics: Numerical Data for Conative Component

Category Item N sv sd Min Max Perc.  Median Perc.  P

Gender Male  . . . . . . . <.

Female  . . . . . . .

Educational level Secondary  . . . . . . . <.

High  . . . . . . .

University  . . . . . . .

Postgraduate  . . . . . . .

ngo membership No  . . . . . . . <.

Yes  . . . . . . .

Working experience
in tourism

< years  . . . . . . . <.

– years  . . . . . . .

> years  . . . . . . .

Figure 1 Differences in Respondents’ Attitudes Shown
in a Box andWhisker Plot with Respect
to Respondents’ Gender for the Cognitive
Component of Attitude

ecological claims offered compared to male managers,
or higher levels of environmental awareness (see Fig-
ure 1).

The post hoc comparisons showed that there is a
statistically significant difference in the attitudes of
managers depending on the level of education com-
pleted, and in each of the comparisons made between
the compared 4 groups, except when comparing the
attitudes ofmanagerswith a high school diploma com-
pared to those of postgraduate students. From the data
presented in Figure 2, it can be concluded that the

Figure 2 Differences in Respondents’ Attitudes Shown
in a Box andWhisker Plot with Respect
to Respondents’ Level of Education
for the Cognitive Component of Attitude

highest degree of acceptance of the claims, and thus
the highest level of environmental knowledge, was
shown by the managers with the highest level of edu-
cation. The lowest scores were recorded in the group
of respondents whose highest level is secondary edu-
cation, which confirmed the importance of the com-
pleted level of previous education in the formation of
the cognitive component of attitudes (see Figure 2).

Membership of respondents in non-governmental
(ngo) environmental associations was expected to
prove to be a statistically significant differentiating
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Figure 3 Differences in Respondents’ Attitudes Shown
in a Box and Whisker Plot with Respect
to Respondents’ Membership in ngo
for the Cognitive Component of Attitude

factor for the cognitive component of managerial atti-
tude.Managers involved in the work of environmental
ngos are expected to express significantly more pro-
ecologically affirmative attitudes than socially non-
engaged respondents, relative to those who are not
active members of the ngo scene (see Figure 3).

Work experience has emerged through post hoc
comparisons as a factor leading to a statistically sig-
nificant difference in attitudes when comparing three
groups of respondents: those with less than five years
of work experience compared with those with 5–15
years of experience or compared with those respon-
dents with over 15 years of experience. Differences
were also confirmed when comparing the attitudes of
respondents with 5–15 years of experience compared
to those of respondents with more than 15 years of ex-
perience. The data shows that the group of managers
with the most seniority shows, in the cognitive atti-
tude component, the highest degree of acceptance or
agreement with the statements offered, compared to
the other two groups of respondents, related to the
most developed level of environmental awareness (see
Figure 4).

Affective Component

The study found statistically significant differences in
the affective, emotional component of attitudewith re-
spect to manager gender. Female managers showed a

Figure 4 Differences in Respondents’ Attitudes Shown
in a Box andWhisker Plot with Respect
to Respondents’ Years of Work Experience
in Tourism for the Cognitive Component
of Attitude

Figure 5 Differences in Respondents’ Attitudes Shown
in a Box andWhisker Plot with Respect
to Respondents’ Gender for the Emotional
Component of Attitude

statistically significant greater acceptance of the pro-
environmental assertions offered than male managers
(see Figure 5).

The conducted post hoc comparisons showed that
there is a statistically significant difference in the at-
titudes of managers depending on the level of their
highest completed education, and in each of the com-
parisons conducted between each of the 4 groups.

From the data presented in Figure 6, it can be con-
cluded that the highest degree of acceptance of the
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Figure 6 Differences in Respondents’ Attitudes Shown
in a Box andWhisker plot with Respect
to Respondents’ Level of Education
for the Emotional Component of Attitude

claims, and thus the highest degree of environmental
sensitivity in the affective, emotional component, was
shown by the managers with the highest completed
education, while the lowest results were recorded in
the group of respondents with the lowest, i.e. sec-
ondary education, thus confirming the importance of
the completed level of previous education in the atti-
tude formation process (see Figure 6).

Respondents’ membership in ngos, as expected,
proved to be a statistically significant differentiating
factor for the affective component of managerial atti-
tude. Managers involved in the work of environmen-
tal ngos are expected to have significantly more pro-
ecologically affirmative views than respondents not
engaged in the work of environmental ngos (see Fig-
ure 7).

Work experience has emerged through post hoc
comparisons as a factor that leads to a statistically sig-
nificant difference in managerial attitudes when com-
paring the attitudes of managers classified into three
groups: managers with less than five years of service,
managers with 5–15 years of service, and those with
over 15 years of service.

Differences were also confirmed when comparing
the attitudes of respondents with 5–15 years of experi-
ence with those of over 15 years of experience. The data
shows that the group of managers with the most years
of experience shows, in the affective, emotional com-

Figure 7 Differences in Respondents’ Attitudes Shown
in a Box andWhisker Plot with Respect
to Respondents’ Membership in ngo
for the Emotional Component of Attitude

Figure 8 Differences in Respondents’ Attitudes Shown
in a Box andWhisker Plot with Respect
to Respondents’ Years of Work Experience
in Tourism for the Emotional Component
of Attitude

ponent, the highest degree of acceptance or agreement
with the statements offered compared to the other two
groups of respondents (see Figure 8).

Behavioural, Conative Component

The study found statistically significant differences in
attitudes for the conative, behavioural component of
attitudewith respect to the gender ofmanagers, graph-
ically presented in Figure 9.

It can be concluded that female managers showed
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Figure 9 Differences in Respondents’ Attitudes Shown
in a Box and Whisker Plot with Respect
to Respondents’ Gender for the Conative
Component of Attitude

a statistically significant greater acceptance of the pro-
ecological claims offered compared to male managers.
This points to the conclusion that women managers
are more sensitive to participating in environmental
actions and implementing environmental strategies
and plans (see Figure 9).

The post hoc comparisons showed that there is a
statistically significant difference in attitudes of man-
agers depending on the level of education completed,
and in each of the comparisons between the 4 groups,
except when comparing the attitudes ofmanagers with
completed university education with those with post-
graduate education.

From the data presented in Figure 10, it can be con-
cluded that the highest degree of acceptance of the
claims, and thus the highest degree of environmen-
tal sensitivity in the intention of behaviour component
was shown by the managers with the highest qualifi-
cations, while the lowest results were recorded in the
groupwith the lowest, i.e. secondary education. In this
way, the importance of the completed level of previous
education in forming the intention of behaviour com-
ponent of attitudes was confirmed (see Figure 10).

Respondents’ membership in ngos proved to be
a statistically significant differentiating factor for the
conative, intention of behaviour component of the
managers’ attitudes. Managers involved in the work of
ngos are significantly more pro-ecologically active

Figure 10 Differences in Respondents’ Attitudes Shown
in a Box and Whisker Plot with Respect
to Respondents’ Level of Education
for the Conative Component of Attitude

Figure 11 Differences in Respondents’ Attitudes Shown
in a Box andWhisker Plot with Respect
to Respondents’ Membership in ngo
for the Conative Component of Attitude

in practice, and thus exhibit significantly more pro-
ecologically affirmative attitudes than non-engaged
respondents.

The results presented in Figure 11 could perhaps
be explained by the assumption that there is positive
feedback between respondents’ engagement in envi-
ronmental actions organized by ngos and their pro-
environmental intention of behaviour in the tourism
business entity in which they hold a managerial posi-
tion (see Figure 11).

62 | Academica Turistica, Year 14, No. 1, June 2021



Aleksandar Racz et al. Managers’ Perspectives

Figure 12 Differences in Respondents’ Attitudes Shown
in a Box andWhisker Plot with Respect
to Respondents’ Years of Work Experience
in Tourism for the Conative Component
of Attitude

Work experience has been shown through post hoc
comparisons as a factor that leads to a statistically sig-
nificant difference in attitudes when comparing three
groups of respondents depending on length of service,
or when comparing attitudes of those with less than
five years of service compared to those with 5–15 years
or with views of those with over 15 years of service.

Differences were also confirmed when comparing
the attitudes of respondents with 5–15 years of expe-
rience compared with those with more than 15 years.
The data presented in Figure 12 shows that the group
of managers with the most years of experience also
shows in the intention of behaviour component the
highest degree of acceptance or agreement with the
offered statements. This, in practice, means that the
highest pro-ecological intention of behaviour can be
expected from this group in comparisonwith the other
two groups of respondents (see Figure 12).

Discussion
Taking into account all other environmental problems,
climate change has become the biggest challenge and
threat to the survival of the human civilization, with
far reaching consequences and a wide influence on
and relationship with virtually every aspect of human
life. The 2014 International Panel on Climate Change
stated that ‘it is confirmed with near certainty that

human activities are the dominant cause of global
warming, leading tomultiplemanifestations of climate
change’ (ipcc, 2014). This paper is focused on the
beliefs and attitudes of tourism managers on the in-
terplay between climate change and tourism, because
the selection of a sustainable tourism development
strategy, and particularly its implementation, is closely
linked to the beliefs and attitudes of key decisionmak-
ers. That is, the views, beliefs and attitudes of topman-
agers, the decision makers, is what the success of the
implementation of the selected strategies depends on
(Schliephack &Dickinson, 2017). Attitudes and beliefs
are formed in the processes of socializing and are ac-
quired directly, based on experience with the object
of the attitude, or indirectly, through interaction with
the social environment. At the same time, attitudes,
as an acquired tendency to react either positively or
negatively to external persons, objects or situations, or
to one’s own qualities, ideas, or actions, are connected
to certain sociodemographic characteristics. This has
once again been confirmed by our results. Managers’
attitudes and beliefs are essential in planning how to
minimize or mitigate the negative impacts of climate
change on the tourist accommodation industry, be-
cause several authors suggest that unfortunately, no
prevention of negative tourism impact is possible, but
it is possible to manage impact better and/or to har-
monize it with the positive. It is always a matter of
optimizing the impact of the tourism, which is real-
ized through the effective management of the impact
(planning and developmental process) (Gursoy et al.,
2019).

At the same time, their attitudes are important for
implementing measures aimed at minimizing the im-
pact of how tourism contributes to global warming
through greenhouse gas emissions, especially hotel ac-
commodation and lodging, as well as transportation
(Gössling et al., 2012).

If we desire to make significant changes to en-
sure sustainable development, understanding man-
agers’ attitudes and beliefs is important in order to
understand the risks and opportunities for changing
the ‘business as usual’ practice which has become un-
sustainable (Becken & Hay, 2007). Considering the
sociodemographic characteristics of the respondents
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and their correlation with the views expressed, previ-
ous studies, e.g. the results of the Eurobarometer sur-
vey, have also shown that more educated respondents
feel well-informed about climate change (its causes,
consequences andways of fighting it), ormore actively
perceive the phenomenon of climate change as a very
serious problem. They believe that the process may
be halted, that alternative fuel can be used to combat
it, and that climate change will have a more positive
impact on the European economy. This is in contrast
to respondents who spent a shorter time in education
who do not think climate change is a serious problem
(European Commission, 2009).

The importance of higher levels of completed ed-
ucation for developing environmental awareness and
connecting the cognitive with the conative compo-
nent has been previously shown by other researchers
(Bradley et al., 1999). They found that increasing en-
vironmental knowledge in some individuals results in
more positive attitudes and environmentally respon-
sible intention of behaviour towards the environment
(McMillan et al., 2004). The results of this study are in
agreementwith the results of a study conducted on the
general population in Croatia, which showed that the
level of education is a significant independent factor,
as the results indicate that the lower the level of edu-
cation, the lower the level of environmental concern
(Landau et al., 2009).

Since both consumers and service providers need
to develop pro-environmental attitudes and pro-envi-
ronmental intentions of behaviour, the role of in-
formed tourism managers as leaders of change is very
important for the further development of tourism.
Empirical research should identify, isolate, and cre-
ate holders of positive change. The first step is learn-
ing about their attitudes and beliefs, as well as con-
necting the cognitive, affective, and conative intention
of behaviour components, to which this research has
contributed. The most important limitations of the
survey are a relatively poor response rate of managers
to the call for participation in the survey, and a pos-
sible selection bias, as it could be assumed that more
managers who havemore pro-environmental attitudes
participated in the study because they value environ-
mental issues more.

Conclusion
Managers’ attitudes and beliefs are important in or-
der to anticipate, plan and direct the use of mitiga-
tion measures and to manage the negative impacts
of climate change and the tourist accommodation
industry. This research showed that there are very
few managers who are either personally engaged in
an environmental ngo or accept environmental ac-
tivism as their commitment, despite the strong link
between tourism, industry and ecology. The mem-
bership of respondents in an environmental associa-
tion or self-determined engagement in environmental
activism was analysed and 39 (13.78) active mem-
bers of different ngos were observed among the re-
spondents, compared to 244 (86.22) who did not re-
port membership or activist engagement in any ngo
or initiative. When comparing the three components
that are constituents of attitudes in accordance with
the theory of the threefold structure of attitudes, the
managers have shown that the most powerful and
positively-oriented was the intention of behaviour
component, followed by the cognitive and finally the
equally positively oriented conative component. It has
also been confirmed that the beliefs and attitudes of
managers in tourist accommodation differ based on
their various sociodemographic characteristics. The
results have confirmed that managers in tourist ac-
commodation facilities have established beliefs and
attitudes about the interinfluence of climate change
and tourist accommodation. After scoring the stated
degree of acceptance of individual claims according
to the seven-point Likert scale, it showed the specific
influence of various sociodemographic characteristics
on all three components of attitude. The presented
results have shown stronger pro-ecological attitudes
and higher levels of ecological awareness concerning
climate change amongmanagerswho are of the female
gender, who have completed tertiary education, who
havemore years of work experience and who consider
themselves as environmental activists. The results of
this paper provide insight that may be relevant for the
development of sustainable practices in the tourism
sector and particularly in the hotel industry, as they
contribute to understanding the attitudes of key deci-
sion makers and can provide the basis for predicting
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their intention of behaviour in relation to implement-
ing environmental protection measures.

In future research, it is important to start from the
limitations of this research in two directions: it is nec-
essary to conduct a new study on a representative sam-
ple of managers and achieve full turnout in order to
avoid the selection bias present in this research. In
particular, an attempt should be made to compare the
stated intentions of behaviour with the field research
regarding the measures actually implemented in the
accommodation facilities themselves.
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Appendix: Exploring Attitudes and Beliefs of Leading
Managers in Tourism about the Reciprocal Impact of
Climate Change and Tourism and the Effect of Climate
Change on Shaping the TourismOffer

Greetings,
Your participation will enable insight into the attitudes and
beliefs of leading managers in tourism, who are exception-
ally important for implementing measures for adapting the
tourism sector to climate change. This research is conducted
for the purpose of preparing a doctoral thesis within the
scope of theManagement of SustainableDevelopment at the
Faculty of Tourism and Hospitality Management in Opatija.
As the research is oriented towards manager attitudes, we
kindly ask that the questionnaire be filled by a person at a
manager position in your company and/or object (owner or
member of the executive or oversight board, director, head of
the department for environmental protection or department
of quality or similar). We guarantee that the results will only
be used for academic purposes. Participation in the research
is anonymous and voluntary, and the results presented will
not be able to be traced to any person or company that fills
in the questionnaire. Filling in the questionnaire takes about
15minutes. Taking into consideration how precious time can
be, we thank you for participating and for your contribution.
Thank you for your cooperation.

Below are multiple statements concerning climate change,
global warning, and the relationship between tourism and
climate change. Please express the degree to which you agree
or disagree with each given statement on a scale from 1 to
7, where 1 means ‘I completely disagree,’ 4 means ‘I neither
agree nor disagree,’ and 7 means ‘I completely agree with the
statement. Pleasemark only one response to each statement.

1. Climate change is a serious global issue
2. Economy and tourism can be strengthened and em-

ployment increased by fighting climate change and a
more efficient use of energy

3. The impact of tourism accommodation on pollution
is negligible compared to the benefit it brings to the
local community

4. Climate change in the near future will have a signifi-
cant effect on shaping and developing the tourism of-
fer in Croatia
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5. Global warming is predominantly caused by human
activity

6. Global warming is caused by activities related to nat-
ural causes and climate variation regardless of human
activity

7. The total impact of tourism on global warming and
climate change is significantly lower than the impact
from other economic activities

8. Climate change and globalwarmingwill endanger fu-
ture generations

9. Global warming is not actually happening at all
10. The hotel and tourism industries are big spenders

when it comes to energy and other resources
11. The tourism industry depends on a preserved envi-

ronment as a resource, while, paradoxically, it nega-
tively affects the environment at the same time

12. Environmental protection, in the sense of reducing
global warming, is paramount for the sustainable de-
velopment of tourism

13. It is important that the Government sets national
goals for increasing the use of renewable energy such
as wind or solar energy

14. Implementing the principles of sustainable develop-
ment in business practices is an important source of
competitive advantage

15. Scientists do not have a clear answer regarding what
causes global warming

16. It is important that the Government continuously se-
cures resources on the national level to support pro-
grammes for raising energy efficiency

17. Climate change is already significantly defining and
changing the development of tourism offers world-
wide

18. Climate change could endanger myself personally or
my family

19. Climate change causes insecurity regarding success-
ful business in tourism

20. An individual is powerless and helpless in the battle
against climate change

21. Pollution is an unavoidable consequence of develop-
ment

22. Even if climate change is happening, changes in the
environment, such as a rise in average temperature,
are so slow that there is no reason to be concerned

23. Over the last six months, I personally supported or
participated in activities focused on mitigating cli-
mate change

24. When making a choice for purchasing a new vehicle,
low fuel consumption and ecological parameters are
more important to me than the vehicle’s price

25. When building a new object or refurbishing an ex-
isting object, it is important for me to be guided by
the concept of low energy consumption, regardless of
higher initial investments

26. When choosing an energy supplier, if I had the choice,
I would choose the supplier providing a higher per-
centage of power from renewable sources, regardless
of higher prices

27. I try to reduce packaging waste by buying products
with recyclable packaging

28. I try to buy local food products from local producers,
even though themarket offers cheaper products from
other producers or imported products

29. When buying a new electronic or household appli-
ance, I choose primarily based on energy efficiency
and energy class

30. Every day I try to reduce water and energy consump-
tion

On a scale from 1 to 7, please mark to which degree think-
ing about climate change and global warming causes you to
feel the stated emotions, where a mark of 1 means ‘does not
cause the stated emotion at all,’ while amark of 7means ‘very
strongly causes the stated emotion.’

31. Fear
32. Anger
33. Helplessness
34. Indifference
35. Anxiety
36. Excitement

Here are some statements regarding global issues around the
world, including climate change. Please answer the following
questions by selecting one or more of the answers provided.

37. Which of the following problems do you consider to
be the currently most serious issue that the world is
facing? (Note: Please select only one answer.)

a) Climate change
b) International terrorism
c) Poverty, famine and lack of drinkable water
d) Spread of infectious diseases
e) Economic crisis
f) Proliferation of nuclear weapons
g) Armed conflicts and the refugee crisis
h) Global increase of population
i) None of the above
j) I cannot answer the question

38. What else, in addition to your answer to question 37,
do you consider to be serious issues that the world is
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currently facing? (Note: Please select no more than
three answers from options 1–9, or one answer from
options 10 or 11.)

a) Climate change
b) International terrorism
c) Poverty, famine and lack of drinkable water
d) Spread of infectious diseases
e) Economic crisis
f) Proliferation of nuclear weapons
g) Armed conflicts and the refugee crisis
h) Global increase of population
i) Recession and economic crisis
j) None of the above
k) I cannot answer the question

39. According to your opinion,who in the eu is themost
responsible for the struggle against climate change?
(Note: Please select only one answer.)

a) National governments
b) European Union
c) Regional and local governments
d) Individual people
e) Environmental groups and movements
f) Global corporations
g) Someone or something else
h) All of the above
i) None of the above
j) I cannot answer the question

40. The following list contains procedures and activities
that can be done to reduce energy consumption and
affect climate change. Please select all options that . . .
what?

a) Primary waste selection and separation for collec-
tion

b) Automatic air conditioning control when opening
windows in accommodation units

c) Limiting the temperature in accommodation units
during the day and at night

d) Reducing external ambient lighting late at night
e) Reducing energy consumption (sauna tempera-

ture, jacuzzi, air temperature and similar) in well-
ness and spa zones at times when there are no
guests

f) Driving vehicles that use renewable energy sources
for transporting guests and goods within the ac-
commodation complex

g) Availability of bicycles and similarmeans of trans-
portation to reduce the use of cars in place of res-
idence

h) Limiting the use of chemical productswhenmain-
taining property

i) Implementing a programme for reusing bed linen
and towels in agreement with guests

j) Installing reduction valves, sinks and showers that
save time and water

k) Securing a part of the energy requirements from
own sources (solar panels and similar)

l) Encouraging guests to reduce waste generation
concerning unused food and leftovers from meals

m) Recycling and reusing waste whenever possible
n) Purchasing food products from local suppliers

whenever possible
o) Donating scrapped equipment, technology, furni-

ture, consumable supplies and similar to the local
community

p) Redistributing excess food to employees or the lo-
cal community

q) Designing leaflets to remind guests to use re-
sources (energy, food, water, . . .) responsibly

Please describe the characteristics of the tourism object in
which you hold the manager position

• Location of object

1. Adriatic Croatia
2. Continental Croatia

• Type of business

1. Seasonal business
2. Year-round business

• Size of object

1. Small (≤50 rooms/units)
2. Medium (51–100 rooms/units)
3. Big (>100 rooms/units)

• Available pool, fitness, spa and/or wellness or similar

1. Yes
2. No

• Category

1. 2-star
2. 3-star
3. 4-star
4. 5-star

• Type of object

1. Hotel or resort hotel
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2. Holiday village
3. Camp
4. Marina

• Primary reason for guests coming to your object

1. Congress/business tourism
2. Rest and recreational tourism
3. Health and wellness tourism
4. Other

• Type of guests

1. Individual guest
2. Family guests
3. Organized groups
4. Other

• Type of ownership

1. Individual object
2. Part of a larger chain of tourism objects (part of

domestic or international corporation or group)
3. Other

• Having a written Environmental Protection Policy,
either as an individual document or as part of a cur-
rently valid quality assurance certificate.

1. Yes
2. No

Sociodemographic information about the participant

• Gender

1. Male
2. Female

• Education level

1. Middle
2. Higher, undergraduate
3. High
4. Postgraduate degree

• Membership in pro-environmental organization or
active environmental activism

1. Yes
2. No

• Years of work experience in tourism

1. Less than 5 years
2. 5–15 years
3. More than 15 years

• Participant’s level of responsibility

1. Executive or Oversight Board member/Member
of object’s strategic management or owner group

2. Director/Object manager/Member of object’s op-
erative management

3. Head of Quality/Head of Environmental Protec-
tion

4. Middle management
5. Other
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