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Abstract

Tourists are becoming more environmentally conscious, whereas most hotels are also
implementing green practices as a part of their marketing and operational strategies. Although
the concept of green hotel has been gaining in popularity by both hotels and tourists, the
information about the value of green attribute is quite limited. This research proposes to estimate
implicit prices of green and other hotel attributes. This study employs the hedonic pricing model
in order to investigate hotel attributes in the determination of hotel room rates in Phuket,
Thailand. The hotel attributes include green leaf certification, hotel star, the distance of hotel
from the nearest beach, the distance of hotel from the city center and other facilities of the hotel
such as breakfast, meeting room, internet access, shuttle service, fitness center, pool, and
restaurant. The results show the strong evidence for the effect of green attribute on hotel room
rates with green certificate of 5.33 percent (US$18.91 at the mean high season room rate). In
addition, hotel star rating and some facilities of the hotel such as free breakfast, fitness center and
shuttle service have positive significant effects on room rates. Moreover, the further away from
hotel to the beach can lower the room rate.
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