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Established in 2023, the Research Centre for Green Business (RCGB) continues to advance its mission to
generate impactful knowledge and foster dialogue on sustainable business practices across disciplines. This
2025 e-book presents new research insights across four key areas: Accounting and Finance, Tourism, Logistics
and Supply Chain, and Consumer and Organisational Behaviour.

In Accounting and Finance, the featured work “Discretionary Dissemination on Twitter” examines how
information is selectively communicated on social media and its implications for contemporary accounting
practice, highlighting the growing significance of digital disclosure for transparency and investor relations. The
Tourism and Hospitality section places sustainability, technology and inclusion at the heart of service and
destination development. The studies investigate how smart technology attributes influence hotel employees’
work-related behaviours, how incremental innovation in indoor air quality management can be implemented
in hotels, how sustainable green dining and responsible consumption foster revisit intention, how ambivalent
identification shapes guests’ responses to service recovery, and how social networks empower Chinese rural
women tourism entrepreneurs by expanding opportunities and strengthening community resilience.

Logistics and Supply Chain research addresses the urgent need to rethink mobility and transport systems.
One study compares shared electric vehicles and taxis in promoting green urban mobility, while another
reviews maritime transport resilience and outlines future directions for building robust, sustainable global
supply chains.

The Consumer and Organisational Behaviour section explores how individuals and organisations respond to
sustainability messages, technologies and incentives. Topics include employee-centric ESG practices and the
moderating role of Asian values; reactions to ordinary versus extraordinary experience ads; the roles of reward
certainty and incidental emotions in pro-environmental behaviour; and voluntary reductions in single-use
plastics.

Across these four thematic areas, the 2025 e-book captures the diversity and depth of RCGB’'s ongoing
research while maintaining a clear focus on green business and sustainable development. We gratefully
acknowledge the Research Grants Council of the Hong Kong Special Administrative Region, China, for its
support in establishing RCGB (Project No.: UGC/IDS(R)24/22).

Dr Helen Wong
Chairperson of the Research Centre for Green Business
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Promoting corporate financial
sustainability through ESG practices: An
employee-centric perspective and the
moderating role of Asian values

¢ DrHelen Wong

This study investigates how perceived environmental, social, and

governance (ESG) practices of firms affect employees’ engagement

(/4

and work-related outcomes. With ESG growing in global significance, most prior research has limited its

scope to financial outcomes and contexts in Western developed economies, overlooking the employees’

perspective and the Asian operations. Specifically, cross-cultural studies often examine culture at the

national level, with individual adherence to specific cultural values seldom explored. Meanwhile, previous

studies have sparsely examined the indirect effect of ESG practices; this study explores organisational

engagement as a mediator, drawing upon employee engagement theory to enrich the understanding of the

relationships between ESG practices and work-related outcomes.

To address the employee-
centric perspective, this study
aims to examine whether

perceived ESG practices
enhance employees'
organisational engagement,

which  subsequently fosters
their intention to stay and
organisational citizenship
behaviour. Furthermore,
considering the enculturation of
Asian values emphasising
collectivism, the study probes
whether employees’ adherence
to Asian  cultural values
moderates these impacts.

Data were collected via an online survey of 300 full-time employees in Hong Kong, given its status as an

international city with diverse business activities and cultural value subscriptions. The questionnaire
assessed perceptions of ESG practices across its three pillars, organisational engagement, intention to
stay, organisational citizenship behaviour, and adherence to Asian values. Through the partial least squares
structural equation modelling (PLS-SEM) using SmartPLS 4.0, the study confirmed the reliability and

validity of the measurement model, followed by the structural model analysis to test the hypotheses.




Promoting corporate financial sustainability through ES

practices: An employee-centric perspective and the moderating
role of Asian values

Dr Helen Wong

This study reveals the positive influences of
perceived social and governance practices on work-
related outcomes, including intention to stay and
organisational citizenship  behaviour  through
organisational engagement. It provides evidence for
the mediating role of organisational engagement,
particularly for strengthening employees’ intention
to stay and organisational citizenship behaviour
through the promotion « of ESG practices.
Additionally, Asian value adherence significantly
weakens the favourable effect of perceived
governance-practices on organisational engagement
and ‘subsequent work-related outcomes. In other
words, employees who embrace Asian values tend
not to confront governance practices and exhibit
lower levels of involvement in decision-making,
resulting in’ relatively reduced organisational
engagement.

Advancing the knowledge of ESG’s impact on employee outcomes, the study pinpoints
organisational engagement as a key mediator that facilitates the relationship between perceived
ESG practices and work-related outcomes, including intention to stay and organisational
citizenship behaviour. The results indicate meaningful connections, specifically how social and
governance practices cultivate employee engagement, retain talent and reinforce positive
behaviour in the organisation. Furthermore, the study underscores the importance of considering
the cultural backgrounds of employees. In particular, perceived governance practices related to
employee engagement may not be as effective, and the subsequent influence on intention to stay
and organisational citizenship behaviour may also be affected if adhering to Asian values. Future
research would explore other contexts over an extended period to enhance the generalisability of
the results. In addition, future research should consider cultural values beyond Asian values and
explore different Asian settings, as well as non-work-related outcomes.

Reference:

Wong, S. M. H., Chan, R. Y., Wong, P,, & Wong, T. (2024). Promoting corporate financial sustainability
through ESG practices: An employee-centric perspective and the moderating role of Asian values.
Research in International Business and Finance, 75, 102733. https://doi.org/10.1016/j.ribaf.2024.102733
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Title: The Lonely Mind: Unraveling
Consumer Reactions to Ads of Ordinary
and Extraordinary Experiences

¢ Dr Nuoya Chen

People around the globe are increasingly suffering from an epidemic of loneliness. To restore their
deprived need for belonging, lonely people often turn to material substitutes and compensations as a
form of “happiness medicine”. Material compensation, however, provides only temporary satisfaction
and can even exacerbate feelings of loneliness. In contrast, experiential purchases have been shown to

contribute to greater long-lasting happiness than material ones.

Experiences could be divided into ordinary and extraordinary experiences. With the promise of
extraordinary experiences in travel, the Virgin Atlantic advertisement titled “fly in the face of ordinary”
follows supernaturally talented gentlemen and ladies from childhood to adulthood around the globe as
they finally join the superhero crews of Virgin Atlantic. In contrast, some other brands emphasise
ordinary experiences in their advertisements. For example, IKEA used the slogan “where the everyday

begins and ends” and “creating a better daily life for many people” to convey their products’ relevance

to daily indulgence.

Ordinary experiences are common, frequent, and
part of everyday life, whereas extraordinary
experiences are uncommon, infrequent, and go
beyond the realm of everyday life. Previous research
has focused on the consumption of an extraordinary
experience itself, such as an outdoor adventure, a
religious pilgrimage, a live-action role-playing, or
travel experience in a particular tourist destination.
Other researchers examine how the distinction
between ordinary and extraordinary experiences

influences consumer emotional and behavioural

responses. However, research remains limited on

how consumers respond to advertisements promoting ordinary versus extraordinary experiences,

particularly in relation to consumer loneliness.




The Lonely Mind: Unraveling Consumer Reactions to Ads of Ordinary
and Extraordinary Experiences

Dr Nuoya Chen

This research investigates how
loneliness influences consumer
reactions to advertisements featuring
ordinary and extraordinary
experiences. The present research
reports four studies aimed at
answering two key questions: (1) How
does loneliness influence happiness

from ordinary versus extraordinary

experiences?, and

(2) How does consumer loneliness influence responses to advertisements for ordinary versus

extraordinary experiences?

Experiment and survey data were collected in questionnaires from crowdsourcing platforms, including
Amazon Mechanical Turk for U.S. participants and Wenjuan.com for Chinese participants. Data was

analysed using independent t-test, ANOVA analyses, ANCOVA analyses and spotlight analyses.

Our findings show that, compared with nonlonely consumers, who value both extraordinary and
ordinary experiences, lonely consumers derive and expect significantly greater happiness from
extraordinary (vs. ordinary) experiences. It follows that lonely consumers are willing to spend more time

and money on experiences promoted with an extraordinary appeal than an ordinary one.

This research contributes to the literature on effective advertising communication by connecting
research on loneliness and happiness from experiences. It examines how loneliness influences
consumer perceptions of happiness and behavioural intentions in response to advertisements for both
ordinary and extraordinary experiences, an area that has been relatively understudied in advertising.

The findings enrich academic understanding of advertising strategies for diverse and marginalised

groups, such as lonely individuals.

Furthermore, this research offers

practical implications about crafting
impactful messaging for marketers in the
rapidly growing experience industry.
Particularly, these findings offer guidance
for creating advertisements that foster
engagement and inclusion and help
policymakers and public health campaigns
effectively communicate with individuals

experiencing loneliness.
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Discretionary Dissemination on Twitter

¢ Dr Wenli HUANG
|

Social media platforms like Twitter have emerged as crucial

channels for corporate communication, reshaping how firms

engage with investors, stakeholders, and the broader public.

Unlike traditional financial disclosure, timely and transparent communication on social media has
important implications for corporate governance and sustainability. Effective governance depends on
accountability and transparency, while sustainability efforts require credible disclosure to build trust
with stakeholders. Prior research on firms’ strategic dissemination of financial information on Twitter
produced mixed findings, particularly on whether firms avoid sharing bad news. This study revisits these
issues by assessing firms’ discretionary financial tweeting behaviour.

This study explores whether firms strategically disseminate
financial information on Twitter around mandatory accounting
events, mainly earnings announcements and SEC filings (10-K/10-
Q), and whether they exhibit symmetric behaviour in
communicating positive and negative news. A key objective is to
understand how firms’ social media usage may promote
governance transparency by providing balanced information to
stakeholders. The study also aims to improve text classification
methods for identifying financial tweets. By doing so, it sheds light

on Twitter’s potential role in corporate accountability and

stakeholder communication, which are increasingly important in

the governance and sustainability landscape.




Discretionary Dissemination on Twitter _

Dr Wenli HUANG

The research analyses 24 million tweets posted by
1,360 firms in the S&P 1500 from 2012 to 2020. An
unsupervised machine learning method—Twitter-
Latent Dirichlet Allocation (Twitter-LDA)—classifies
tweets into financial and non-financial categories,
achieving  higher accuracy than conventional
dictionary techniques. Regression analyses examine
the occurrence of financial tweets in relation to the

materiality and direction (positive or negative) of

earnings announcements and SEC filings. Intraday analysis explores the timing of tweets relative to event

announcements. The behaviour of early versus late Twitter adopters among firms is also compared.
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Contrary to prior studies suggesting firms avoid disseminating bad news on social media, this study
documents a symmetric, U-shaped pattern: firms increase financial tweeting around both highly positive
and highly negative corporate events. This balanced dissemination behaviour has strengthened over time,
particularly among firms adopting Twitter later, implying increasing corporate acceptance of social
media as a governance tool for transparent communication. Intraday patterns show strategic timing of
tweets around financial disclosures, reinforcing firms’ intent to manage information flow. The superior
tweet classification method confirms these insights with robustness.

Our research contributes to understanding the intersection of social media use with corporate
governance by demonstrating Twitter’'s increasing role as a communication channel fostering
transparency and balanced financial disclosure. Such communication enhances governance
accountability by providing stakeholders with timely, comprehensive information, which supports better
oversight and risk management. Additionally, the findings suggest Twitter can serve as a platform for
real-time financial communication, with implications for investor relations and regulatory oversight. The
methodological advancement in tweet classification aids future research in monitoring corporate
governance and sustainability efforts on social media. Future research could examine how this
dissemination behaviour affects corporate ESG (Environmental, Social, and Governance) performance,

stakeholder engagement, and regulatory policy, expanding the understanding of social media’s role in

advancing accountable business practices.
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Incremental Innovation of IAQ |
management in hotels: Specific framework
for processes and activities

& DrChammy Lau

| 7/ |
The impetus for this research stems from the growing concern

over indoor air quality (IAQ) in hotels, particularly in urban Asian

environments where both outdoor and indoor pollutants are prevalent.

The primary aim of this study is to synthesise and validate a phased activity framework tailored to
incremental innovation in hotel IAQ enhancement. Specifically, the research seeks to: (1) construct a
systematic framework that delineates the processes and management activities involved in IAQ
innovation; (2) evaluate the degree of novelty and effectiveness of these activities across multiple hotel
case studies; and (3) gather insights and perspectives from industry practitioners on advancing IAQ
management in the future.

By focusing on both domestic and international hotel
brands, the study aims to bridge the knowledge gap
between isolated technical interventions and holistic,
process-driven innovation. The ultimate objective is to
offer actionable strategies for hotel managers and
property groups to benchmark and stimulate IAQ
innovation, thereby fostering healthier environments
for guests and staff while contributing to the broader
discourse on sustainability and operational excellence

in hospitality.




Incremental Innovation of IAQ management in hotels: Specific
framework for processes and activities

Dr Chammy Lau

A qualitative, multiple-case study approach was adopted to explore the innovative management of IAQ in
hotels. Four hotels—two domestic and two international brands—were purposefully selected for their
active engagement in IAQ innovation and accessibility to key stakeholders. Data collection involved
triangulation through document analysis, interviews, and direct observations, ensuring robust internal
validity. Interviews were conducted with twelve departmental managers and three IAQ champions. The
study also incorporated physical measurements of PM2.5 and TVOC concentrations in guest rooms, using

standardised equipment and protocols to assess the effectiveness of air purification interventions.
The research framework was adapted from the Business Model Innovation (BMI) model, with phases and

activities tailored to the hotel context. Reflective interviews with executives post-program provided
additional insights into the drivers and barriers of IAQ innovation, while a novelty scoring system was used

to benchmark the impact of management activities across cases.

The study identified a seven-phase framework for incremental IAQ innovation in hotels, encompassing

ideation, analysis/feasibility, prototyping, verification, decision-making, implementation, and

sustainability. Notably, the verification phase—absent in generic models—was strongly advocated by all

executives as essential for driving
innovation. Across the four cases, 29
distinct management activities were
catalogued, . with varying degrees of
novelty and effectiveness. The most
innovative hotel (Hotel G) demonstrated
sustained activities in both prototype
development and long-term
sustainability, achieving the highest

novelty score



Incremental Innovation of IAQ management in hotels: Specific
framework for processes and activities

Dr Chammy Lau

Key activities included both top-down and

bottom-up ideation, rigorous market and
environmental analysis, collaborative

|

prototyping and testing, and the integration of

external expertise for verification. The
implementation phase  highlighted the
importance of staff engagement, collaboration
with universities, and tailored standard
operating procedures. The findings underscore
the need for a systematic, process-driven
approach to IAQ innovation, with clear
benchmarking and feedback mechanisms to

sustain progress.

This research makes several significant contributions to both theory and practice. Theoretically, it pioneers
a structured framework for incremental IAQ innovation in hotels, filling a critical gap in the literature by
linking innovation management theory with practical, sector-specific processes. The novelty scoring
system enables benchmarking and encourages continuous improvement among hotels. Practically, the
study offers actionable guidance for hotel managers, emphasising the importance of verification,
collaboration with academic and industry partners, and the integration of IAQ management into standard
operating procedures. The research also highlights the need for sustained leadership, resource allocation,

and knowledge transfer to overcome barriers such as managerial turnover.

| AIR | @QUALITY
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Future research directions include expanding the framework to independent and boutique hotels,
integrating real-time IAQ data with energy management systems, and developing economic metrics to
demonstrate the return on investment of IAQ innovation. The study advocates for greater inclusion of IAQ

management in hospitality education to prepare future professionals for innovation-driven roles.
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CHAN, Wilco., LAU, Chammy., & WONG, Helen. (2026). Incremental innovation of IAQ management in hotels:
Specific framework for processes and activities. International Journal of Hospitality Management, 133, Article

104491. https://doi.org/10.1016/].ijhm.2025.104491
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Maritime transport resilience: A
systematic literature review on the current
state of the art, research agenda and
future research directions

¢ DrJoseph Lau
|

The review of the study article explores methods to strengthen
maritime transport networks’ resilience so they can endure and

recover from interruptions.

geopolitics, and economic uncertainties, leading to the
emergence of research on maritime transport
resilience. However, key questions remain unresolved,
particularly, what are the main contributions of the
research community in the field of maritime transport
resilience? Are the current trends of contributions
focused on particular themes, geographical regions,

and directions?

To comprehensively identify the relationship between maritime transport and resilience, this paper uses

data analysis tools, such as VOSviewer, Python and CiteSpace, to comprehensively sort out the relevant
Web of Science literature. This part takes the Web of Science as the data source and selects the core
collection in the Web of Science database as the retrieval object. The search conditions are set as follows:
the subject is ‘Port’ and ‘Resilience’ OR ‘Maritime’ and ‘Resilience’ OR ‘Shipping’ and ‘Resilience’ OR ‘Ship’
and ‘Resilience’ OR ‘Water Transport’ and ‘Resilience’ OR ‘Container’ and ‘Resilience’; and the period is
from 1997 to 2023. The search results are de-duplicated and sorted to recognise the relevant literature. As

of March 20, 2023, the number of valid articles included in the research is 735.




Maritime transport resilience: A systematic literature review on the
current state of the art, research agenda and future research
directions

Dr Joseph Lau

The development of maritime transport resilience in 27 years can be obtained through the number of
publications in different years. The number of research papers in this area can be divided into two main
stages. The first stage was from 1997 to 2009, and a total of 27 papers were published, with an average of
2 papers per year, accounting for 3.67% of the total number of papers. The second stage is after 2010, and
a total of 708 papers were published, with an average of about 50 papers published each year, accounting
for 96.32% of the total number of papers. The number of published papers is increasing exponentially.
Mainstream maritime journals have published numerous articles on maritime transport resilience, such as
sustainability, ocean and coastal management, reliability engineering and system safety, marine policy,
and maritime policy and management. These journals have published 37.7% of the articles on maritime

transport resilience. Research papers relevant to maritime transport resilience have dramatically

increased since 20109.

The comprehensive research on maritime

transport resilience has significantly affected
" how this important topic is understood and
| developed. The review study has offered
priceless insights that have informed future
investigations and activities by methodically
examining current information, spotting
trends, and revealing gaps. Its effects can be
seen in various fields. Primarily, the review
study’s thorough overview of the difficulties

and detrimental effects of maritime transport

has been helpful to policymakers and industry
players in helping them make decisions and
create focused strategies to deal with these
problems. The review study has also
| stimulated more investigation, resulting in a
deeper comprehension of the socioeconomic
effects of interruptions in maritime transport
= .nd the incorporation of cutting-edge
technology to improve resilience. The review
= study’s effect may also be seen in the
encouragement of inter-disciplinary
partnerships because academics from other
disciplines understand that they must
cooperate to address the complexity of

marine transport resilience
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Sustainable green dining: The power of
responsible consumption and waste
reduction on revisit intention

¢ DrMayLau
|

The study addresses the urgent issue of food waste in the

restaurant industry, which contributes significantly to

environmental degradation, economic loss,
and social challenges, especially in urban China and Hong Kong. With urban regions generating massive
amounts of edible food waste, there is a pressing need to foster pro-environmental attitudes and
sustainable consumption behaviours. The hospitality industry is increasingly adopting green practices,
but there is limited understanding of how these practices, combined with individual dining habits and
cultural norms (such as face-saving in Confucian societies), influence customers’ emotional responses
and their intention to revisit green restaurants. This research fills that gap by integrating cognitive,

emotional, and social perspectives.

The aim of the study is to examine the determinants of consumers’ intention to revisit green
restaurants, focusing on how both extrinsic (restaurant practices) and intrinsic (individual habits and

cultural norms) factors influence emotional responses and behavioural intentions.

Three main research questions are designed:

e How do restaurant food sustainability and waste reduction practices (extrinsic factors) and individual
behaviours (excessive ordering, responsible planning, face-saving—intrinsic factors) affect diners’
moods?

e How do these moods, in turn, shape the intention to revisit green restaurants?

e Does responsible consumption behaviour (e.g., using doggy bags) moderate the relationship between

mood and revisit intention?

The three objectives of the study are (1) to
integrate the cognitive theory of emotion (CTE),
theory of interpersonal behaviour (TIB), and mood
management theory (MMT) in understanding
sustainable dining; (2) to explore the role of
cultural norms (face-saving) and responsible
consumption in shaping sustainable dining
behaviours; and (3) to provide actionable insights

for green restaurant managers to enhance

customer retention and promote sustainability




Sustainable green dining: The power of responsible consumption
and waste reduction on revisit intention

Dr May Lau

The research adopted a quantitative and cross-sectional survey design to investigate revisit intentions to
green restaurants. Data were collected through an online questionnaire distributed via the SoJump
platform, targeting 524 respondents aged 15 to 25 from the Greater Bay Area (Guangdong, Hong Kong,
and Macao), all of whom had prior experience dining at green restaurants. The questionnaire included
sections on dining behaviour, theoretical constructs, and demographic information, with measurement
items adapted from established literature and translated using a back-translation method to ensure
accuracy. Responses were rated on 7-point Likert scales. To analyse the data, the study employed Partial
Least Squares Structural Equation Modelling (PLS-SEM) using Smart-PLS 4, assessing both the
measurement and structural models for reliability and validity. Common method bias was addressed

using Harman’s one-factor test, and the final model was evaluated through bootstrapping and path

analysis to test the hypothesised relationships.

The study revealed that both external
restaurant  practices and internal
individual behaviours significantly form
diners’ emotional responses and their
intentions to revisit green restaurants.
Specifically, waste reduction practices
such as portion control and eco-friendly
packaging were found to influence both
positive and negative moods, while food

sustainability practices primarily

increased negative emotions related to

food waste. Intrinsic factors like excessive food ordering were associated with positive moods such as
pride and satisfaction, especially incultural contexts where ordering with large portions is valued,
whereas responsible meal planning increased negative moods like guilt and frustration when waste
occurred. Face-saving behaviours, deeply rooted in Confucian culture, played a dual role by reinforcing
both positive and negative emotions, sometimes even overriding sustainability concerns. Importantly,
the research found that negative moods (such as guilt and frustration about food waste) were stronger
motivators for revisiting green restaurants than positive moods. Finally, responsible consumption
behaviours like using doggy bags, strengthened the link between positive moods and revisit intentions,

and were themselves associated with a higher likelihood of returning to green restaurants.




Sustainable green dining: The power of responsible consumption
and waste reduction on revisit intention

Dr May Lau

This research advances theoretical understanding by integrating cognitive, emotional, and social
perspectives, specifically the cognitive theory of emotion, theory of interpersonal behaviour, and mood
management theory to explain sustainable dining behaviours. It highlights the importance of cultural
norms, such as face-saving, in shaping food waste perceptions and sustainable consumption choices.
Practically, the findings offer actionable recommendations for restaurant managers and policymakers:

promoting portion transparency, right-sized meal promotions, and eco-friendly takeaway packaging can

help reduce food waste and address social image concerns.

The study also suggests that
normalising the use of doggy bags and
designing loyalty programs that reward
sustainable choices can foster long-
term pro-environmental dining habits.
For educators and policymakers, the
results emphasise value of public
campaigns and sustainability education
to shift cultural norms around over-
ordering and leftovers. Finally, the
research points to the need for future

studies to explore these dynamics in

different cultural contexts and

restaurant types, and to use mixed methods for a deeper understanding of the psychological and cultural

drivers of sustainable dining.
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Driving voluntary reduction \of single-use
plastic consumption: Capability,
opportunity, and motivation

& Dr Daisy Lee
|

The excessive use of single-use plastic (SUP), especially SUP tableware,

constructs measured by lower-order constructs. Capability is predicted by action control, action
planning, action skills, decision-making, and habits. Behavioural Opportunity is associated with social
norms, social support, and environment. Motivation is affected by identity, reinforcement, goals, and

self-efficacy.

This study provides a unique perspective by
applying the COM-B model and TDF to
understand the psychological and behavioural
factors that motivate individuals to reduce SUP
tableware voluntarily. Understanding
behavioural nudges also provides practical
implications for policymakers, social marketers,
and environmental advocates to formulate
effective interventions that bridge the attitude-

behaviour gap in reducing SUP consumption.
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The Role of Ambivalent Identification on
Service Recovery:
A Study of the Hotel Industry

& DrJoseph Lee

Service failure is common and inevitable due to the unique characteristics of
services. It is essential for service organisations to carefully handle service failure and employ effective
recovery strategies to maintain and improve customer satisfaction, especially when consumers experience
mixed emotions towards the organisation. However, most service failure and recovery literature focuses on

how ambivalent identification works at the organisational level.

In particular, Dr Lee and his colleagues extend the application of the social identity theory beyond
organisational perception and focus specifically on the consumer context, shedding light on its role in
recovery justice and satisfaction. It explores the impact of failure severity and degree of correction on

recovery justice, with ambivalent identification serving as the moderator in the hotel industry context.

Data were collected in a field survey of 250
consumers who had service failure experience at a
particular Hong Kong hotel in the past 6 months.
Partial least squares structural equation modelling
(PLS-SEM) was used to test the theoretical
hypotheses.

Findings from an intercept survey method indicate -
that the negative relationship between severity of failure and recovery justice weakens as ambivalent

identification increases, while ambivalent identification strengthens the positive relationship between

degree of correction and recovery justice. Moreover, ambivalent identification diminishes the positive

impact of recovery justice on post-recovery satisfaction.

This research contributes to the service

failure and recovery literature by
extending social identity theory beyond
organisational perception and focusing
specifically on the consumer context. It
provides greater insight into the
- theoretical and practical implications
related to recovery justice and satisfaction

for hotel management.
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Implications of Social Networks for
Chinese Rural Women Tourism
Entrepreneurs

& Dr Fanny Katherine Manner Baldeon

Women's entrepreneurship in rural tourism is a critical area of study,
particularly in China, where women face unique challenges.
Despite increasing participation in entrepreneurship, women in rural areas encounter significant barriers,

To gather relevant data, the researchers conducted semi-structured interviews with 34 women
entrepreneurs operating in rural tourism across Zhangjiakou and Yanqging County. Purposive sampling was
employed to ensure that participants were representative of the target demographic. All interviews were
recorded, transcribed, and analysed using a qualitative approach based on the principles of grounded
theory. This iterative coding process helped to identify themes related to network embeddedness and the

participants' experiences.
The study revealed several significant insights regarding the embeddedness of rural women entrepreneurs:

1.Limited Industry Support: Participants
expressed dissatisfaction with the support
from industry actors, indicating that they often
lack access to training and resources that
could enhance their business capabilities.

2.Strong Family and Community Ties: The
interviews highlighted the importance of
familial relationships in providing emotional

and practical support. Entrepreneurs often



Implications of Social Networks for Chinese Rural Women Tourism
Entrepreneurs

Dr Fanny Katherine Manner Baldeon

described their employees as family, fostering loyalty and commitment within their businesses.
3.Collaborative Mindset: While competition exists, many entrepreneurs emphasised collaboration with
peers and local businesses. This cooperative approach allowed them to share resources and

knowledge, contributing to mutual success.

4.Challenges in Government Support: Entrepreneurs reported limited awareness of existing policies and

lack of effective government support, which hindered their ability to leverage available resources.

This research provides valuable insights for various stakeholders:

¢ Policy Implications: The findings suggest that policymakers should design targeted training programs
tailored to the specific needs of women entrepreneurs in rural tourism. Enhanced communication

regarding government policies could also improve engagement and utilisation of available resources.

* Industry Associations: Associations are encouraged to create programs that address the unique
challenges faced by women entrepreneurs, focusing on practical skills and access to funding.

e Future Research Directions: Further studies could explore the impact of social networks on business
resilience. Investigating the perspectives of other stakeholders, such as family members and
community leaders, could also provide a more comprehensive understanding of the entrepreneurial
landscape.

By focusing on these areas, this research aims to empower women entrepreneurs in rural tourism,

ultimately contributing to their social and economic development.
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Customers’ Perceived Values and Purchase
Intention through Satisfaction: Differences
Based on Food Delivery Application (FDA)
Platform and Buying Power

¢ Dr Pimtong Tavitiyaman
|

safety and hygiene measures and the restriction of food consumption
with others at dining restaurants and catering outlets. Customers have avoided unnecessary contact with
service providers to prevent the spread of and protect themselves from the virus (Ahn, 2020). The
continuing restaurant dining-in restrictions have forced restaurants to transform their traditional operation
styles to FDAs, as well as customers to reduce the frequency of dining out behaviours, which has increased
FDA usage worldwide (Panse et al., 2019; Tran, 2021).

This study explores the effects of customers’ perceived values of food delivery applications (FDAs) on their
purchase intention through satisfaction. It further assesses the differences in the perceived values,
satisfaction, and purchase intention of customers by FDA platforms (restaurant-to-consumer vs. third-
party) and buying power (high vs. low)

A self-administered questionnaire was created,
and target samples were local Hong Kong
customers. The team, with two research
assistants, approached potential participants at
the exit of mass transit railway stations, such as
in Causeway Bay, Tsim Sha Tsui, Mong Kok, and
Sham Shui Po. Various statistical techniques
were employed for the analyses such as
confirmatory  factor analysis, structural
equation modelling, and multivariate analysis of

variance.

Results show that among the 392 respondents, perceived

values of FDA price, quality, and personal data protection
positively influence customer satisfaction and
consequently enhance purchase intention on FDAs.
However, no relationship was observed between the
perceived value of information on customer satisfaction.
Furthermore, the results of the perceived values of price
and information, customer satisfaction, and purchase
intention differ depending on the FDA platform and buying
power.

During the COVID-19 pandemic, customers have paid serious attention to /

4
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Satisfaction: Differences Based on Food Delivery Application (FDA)
Platform and Buying Power

Dr Pimtong Tavitiyaman

This study presents various theoretical implications. First, this study integrates theory of
consumption values with FDA products and services by exploring the effects of customers’
perceived values (price, information, quality, and personal data protection) on their satisfaction and
purchase intention (Sheth et al., 1991, Talwar et al., 2020). With the COVID-19 pandemic and Hong
Kong’s food consumption environment, a positive relationship is observed among customers’
perceived values, satisfaction, and purchase intention. Among the perceived consumption values,
functional value (e.g., price and quality) is a major antecedent of customer satisfaction and thus
purchase intention, followed by conditional value (personal data protection). Second, this study
highlights the research gaps in customers’ perceived values, satisfaction, and purchase intention by

FDA platform and buying power or amount of money spent.

4 This  study can provide practical
' implications. Customers comprehend
different values to justify the purpose of
using the FDAs during the post COVID-19,
namely, price, quality, and personal data
concerns. Restaurants and FDA providers
introducing a customised and differentiated
strategy to niche each value for FDAs plays
an important role to increase customers’
personalisation, satisfaction, and purchase
intention. FDA providers should encourage
other restaurants to partner with them and
join the FDA platform. Restaurant-to-
- _ consumer FDA platforms are well-regarded

_’ ',l :
L. i . - by customers when they offer low prices for

Yé)
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normal menu choices with brand name

guarantees.
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Improving Green Urban Mobility: A
Study on Shared Electric Vehicles Versus
Taxis

& DrSongman Wu

As cities worldwide strive for carbon neutrality, urban transport plays
a key role in achieving green and sustainable development. Traditional
fuel taxis, while convenient, contribute significantly to air pollution

and carbon emissions due to high fuel consumption and frequent empty cruising. In contrast, Shared
Electric Vehicles (SEVs) offer a cleaner and more efficient mode of transportation (Wang et al., 2023).
However, their widespread adoption remains limited due to long charging times and insufficient charging

infrastructure, leading many consumers to still rely on taxis. To overcome these challenges, this gegearch

explores the potential of integrating battery-swapping technology into SEVs to create a more g

and sustainable mobility model.

This study aims to investigate how Shared Battery-Swapping Electric Vehicles (SBEVs) can enhance user
convenience, reduce carbon emissions, and improve the competitiveness of green mobility services
against traditional taxis. It further seeks to answer four key questions: why do many consumers still prefer
taxis over Shared Charging Electric Vehicles (SCEVs); can the introduction of SBEVs attract more users
by addressing the inconvenience of charging; what are the optimal pricing and operational strategies for
taxi and shared mobility operators in different competitive markets; and how do factors such as taxi fuel

consumption, fleet size, and service quality affect user choice and operator performance?




Improving Green Urban Mobility: A Study on Shared Electric
Vehicles Versus Taxis

Dr Songman Wu

A game-theoretical approach was applied to analyse the
interactions between taxi operators, shared mobility
providers, and consumers. Two analytical models were
built to represent two competitive markets: the current
market (traditional fuel taxis vs. SCEVs) and the future
market (traditional fuel taxis vs. SBEVs). The models
determined optimal pricing, service convenience levels,
and consumer demand under different cost and service
parameters. Comparative analysis between the two

markets identified conditions under which SBEVs

- outperform traditional taxis.

Results show that in the current market, consumers often choose taxis due to higher convenience
despite the higher environmental cost. When the fuel cost of taxis or charging inconvenience increases,
SBEVs gain a competitive edge. The study identifies optimal strategies for both taxi and shared vehicle
operators to maximise profits while minimising environmental impact. Additionally, consumer utility
increases when service convenience improves, which encourages a transition from fossil-fuel-based
taxis to greener shared options.

This study presents various theoretical and
practical implications. Theoretically, it provides a
new operational model for the car-sharing
industry by incorporating battery-swapping
technology, enriching the research framework of
green urban mobility competition. Practically, it
helps operators design effective pricing and

investment  strategies  for infrastructure

development. It also guides policymakers in
promoting battery-swapping networks as part of urban sustainability initiatives. Future research can
extend this framework by including government subsidies, real-world behavioural data, or dynamic
market simulations. By demonstrating the economic and environmental benefits of SBEVs, the study

supports the transition toward a cleaner, more efficient urban transportation ecosystem.

Reference:
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Global or Local? Corporate Social
Responsibility (CSR) Practices in China

¢ Dr Edmund Wut

Global companies’ CSR practices and strategies probably need

their subsidiaries to follow in their own countries or regions.

However, it might not align with the local stakeholders’
expectations. Thus, local subsidiaries always face a challenge that how to keep up their CSR initiatives in
order to address the local needs and concerns. Past studies indicated that perceived local autonomy is an
important condition that promotes local commitment to CSR. However, the results were not conclusive.

This paper aims to examine the model for the relationship between perceived subsidiary autonomy and
local CSR practices’ commitment. A survey of senior managers was conducted on international

companies’ subsidiary in China.

There are three parts in the questionnaire. The first
part is the screening questions that exclude the
managers who were not working in foreign
subsidiaries. The second part is the main questions.
The final"part is their company’s information. The
responses were gather through a professional
research company. Structural equation modelling

was used to analyse the data.

It was found that there was a relationship between perceived commitment to local CSR practices and
corporate performance. There was a relationship between perceived subsidiary autonomy and
commitment to local CSR practices. Entrepreneurial orientation was a partial mediator in the relationship
between perceived subsidiary autonomy and commitment to local CSR practices.

This study provides solid supporting evidence of the association between perceived subsidiary autonomy
and local CSR practices’ commitment. Global
companies can be more competitive of their
headquarters is more flexible on non-marketing
strategies. That is to say, they allow their
subsidiaries to respond to the local
stakeholders’ expectations. If the global
headquarter prefers a consistent approach on
CSR practice, less aggressive managers might be
employed in local subsidiaries. On the contrary,
if the headquarter prefers a more localised

approach on CSR practice, more aggressive

managers might be used in its subsidiaries.
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The Role Of Reward Certainty And Incidental
Emotion In Encouraging Pro-Environmental
Behaviours

¢ DrPhoebe Wong
|

Rewards are effective promotional tools for promoting desirable
behaviors, strengthening engagement, and incentivizing

pro-environmental actions. Integrating expectancy theory and the appraisal tendency framework, this
research investigated the interplay of reward certainty and incidental emotions on pro-environmental
behaviors. While previous research primarily focused on integral emotions directly linked to the
consumption context, this study makes a unique contribution by analyzing the impact of incidental
emotions, which are developed from a separate and unconnected situation but still influence customer
choices. The three experimental studies provided convergent empirical evidence that certain rewards
significantly strengthen individuals' outcome expectancy and pro-environmental intentions, particularly
when incidental fear (compared with hope) is induced. Theoretically, this research bridged the gaps in
prior research by examining the interaction of reward certainty and incidental emotions. Practically,

businesses and policymakers are suggested to leverage certain rewards and fear-inducing stimuli to/‘

promote sustainable behaviors effectively.

communities, others show that uncertain
rewards prove more effective for
encouraging repetitive behaviours,
suggesting that reward effectiveness
varies significantly depending on the
behavioural context and  specific
circumstances involved. These mixed
results indicate that reward certainty's
impact may depend on various
situational  factors, including the
emotional state of individuals making
decisions.

Rewards serve as powerful promotiona
tools for encouraging desirable behaviours,
strengthening engagement, and incentivising
pro-environmental actions. Yet, research has
produced conflicting findings about whether
guaranteed or uncertain rewards are more
effective. While some studies demonstrate
that certain rewards elicit stronger
engagement in contexts like sports fan




The Role Of Reward Certainty And Incidental Emotion In _
Encouraging Pro-Environmental Behaviours

Dr Phoebe Wong

A critical but underexplored aspect of consumer decision-making involves the distinction between
integral emotions, which arise directly from the situation at hand, and incidental emotions, which stem
from unrelated external factors yet still influence judgment and behaviour. For instance, when customers
consider environmental actions, integral emotions might relate directly to environmental concerns. In
contrast, incidental emotions could be influenced by their general mood, work stress, or other external
events that have occurred throughout their day. Individuals often remain unaware that these incidental
emotions affect their judgments. Yet, these feelings can impact both immediate decisions and future

choices, making them particularly relevant for understanding how pre-existing emotional states interact

with cognitive evaluations of reward structures.

To address these gaps in understanding, this research integrated expectancy theory and the appraisal
tendency framework to investigate how reward certainty and incidental emotions jointly influence pro-
environmental behaviours through three comprehensive experimental studies. The first study examined
the fundamental relationship between reward certainty, outcome expectancy, and environmental
engagement, while the second study investigated how incidental emotions moderate the relationship
between reward certainty and outcome expectancy in the context of opting out of disposable cutlery in
food delivery orders. The third study replicated these findings in household waste recycling contexts to

validate the generalisability of results across different environmental behaviours.




The Role Of Reward Certainty And Incidental Emotion In
Encouraging Pro-Environmental Behaviours

Dr Phoebe Wong

Across all three studies, convergent empirical
evidence demonstrated that certain rewards
significantly  strengthen individuals' outcome
expectancy and pro-environmental intentions,
particularly when incidental fear rather than hope is
induced. These findings contribute theoretically by
bridging gaps in prior research through examining the
interaction between reward certainty and incidental
emotions, while suggesting that businesses and
policymakers should leverage guaranteed rewards
combined with fear-inducing stimuli to promote

sustainable behaviours more effectively.

Reference:
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Title: Effect of smart technology attributes
on work-related behaviours-through
perceived usefulness: Moderating roles of
perceived risk and hotel affiliation

& DrAlina Zhang

Hotels have speeded up technology adoption in response to the

COVID-19 hit. Although many studies have discussed the importance of smart technology amenities and

the needs from the customers’ point of view (or demand side), the research gaps are witnessed from the
supplier’s perspective. Studies scarcely aim to capture employees’ perceptions and behavioural intentions
of technologyadoption in workplaces after COVID-19. No empirical studies have addressed the role of
perceived risk and hotel affiliation (independent or chain hotels) in smart technology adoption from hotel
employees’ perspective. Dr Xinyan Zhang from College of Professional and Continuing Education, The Hong
Kong Polytechnic University, and her co-author, Dr Pimtong Tavitiyaman, Dr Bill Xu, Dr Bruce Tsui, explored
this unknown area. Their study, “Effect of smart technology attributes on work-related behaviours through
perceived usefulness: Moderating roles of perceived risk and hotel affiliation", attempts to understand
whether smart technologies adopted by hotels enhance employees’ work-related behaviours (i.e.,

productivity, satisfaction, and retention) in the post-pandemic era.

Through the lens of the Technology Acceptance Model (TAM), this study examines the relationships
between smart technology attributes (STAs), hotel employees’ perceived usefulness (PU) of smart

technology, and work-related behaviours (WBs). The moderating effects of perceived risk (PR) and hotel

affiliation on the relationships are also investigated.

The target population was hotel employees in Hong Kong.
Sampling was conducted using our employers and
alumni/graduates’ database. Prospective respondents
who currently work in hotels that collaborated with
undergraduate degree programs in hospitality or tourism
area in Hong Kong were invited via emails. Online

questionnaire was developed in Google form. The

questionnaire was initially designed in English and then
translated into traditional Chinese wusing a back-
translation method (Brislin, 1976). The questionnaire links

were attached in the invitation emails. Respondents were

informed of the voluntary survey participation, and their
consent for data collection was obtained. Small

incentives were promised to respondents to achieve a



Title: Effect of smart technology attributes on work-related
behaviours through perceived usefulness: Moderating roles of
perceived risk and hotel affiliation

Dr Alina Zhang

In the context of the Hong Kong hotel industry, this study unfolded that only the STAs of interactivity
and personalisation significantly influence hotel employees’ PU of smart technology. The higher the
employees’ PU of smart technology, the higher the employees’ perceived work productivity, satisfaction,
and retention.

Concerning the moderating role of PR, results show that when the PR of using smart technologies such
as the possibility of technological problems or failure occurrence decreased, the positive influence of
accessibility attribute on hotel employees’ PU of hotel technology applications increased. Alternatively,
PR hindered the positive effects of accessibility attribute on the employees’ perceptions of the smart
technology’s usefulness. Hotel affiliation was found to have a moderating role between STAs of

informativeness and personalisation and hotel employees’ PU of STAs.
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Theoretical development on the effect of STAs on PU from hotel employees’ perspective

STAs have been examined through the lens of tourists’ experiences and behaviours in previous studies.

However, hotel employees are an important stakeholder in smart technology adoption and

implementation.

Hotel employees’ WBs will affect hotel

performance and will be affected by
STAs. Findings showed that only two
STAs (i.e., interactivity and
personalisation) are significant
determinants of PU of smart technology
from hotel employees’ point of view.
These results differ from the results of
previous studies that adopted the
perspectives of tourists. Therefore, this
study reveals that employees and
guests acknowledge STAs differently.



Moderating effects of perceived risk and hotel affiliation

This study provides empirical evidence to support the significant relationship between informativeness
and perceived usefulness for independent hotels. In the meantime, the relationship between
personalisation and perceived usefulness is statistically significant for chain hotels. As far as hotel
affiliation is concerned, smart technology attributes could benefit hotel management and operations
at different functions and levels. This study offers a comprehensive framework governing the
relationships among smart technology attributes, perceived risk, hotel affiliation, and perceived
usefulness from hotel employees’ perspective, thus separating itself from previous research that

focuses on the tourists or hotel guests’ perspective.

Capturing employees’ perceptions and behavioural intentions of technology adoption in workplaces
after COVID-19

The pandemic crisis has expedited the technology usage by hotels and the new normal in the hotel
industry will be technology-driven. However, hotels are people-centered businesses. The benefits of
technology adoption highly depend upon employee behaviour. Priorities should be given to the smart
technologies that support daily operations and allow employees to provide more customised service.

Hotel managers must ensure that smart technologies implemented in their hotels can maximise

employees’ PU through

interactivity and personalisation
attributes. Hotel operators are
suggested to  prioritise  the
adoption of  certain smart
technologies that provide valuable
interaction and facilitate
employees to provide customised

service to guests.
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	Established in 2023, the Research Centre for Green Business (RCGB) continues to advance its mission to generate impactful knowledge and foster dialogue on sustainable business practices across disciplines. This 2025 e-book presents new research insights across four key areas: Accounting and Finance, Tourism, Logistics and Supply Chain, and Consumer and Organisational Behaviour.
	In Accounting and Finance, the featured work “Discretionary Dissemination on Twitter” examines how information is selectively communicated on social media and its implications for contemporary accounting practice, highlighting the growing significance of digital disclosure for transparency and investor relations. The Tourism and Hospitality section places sustainability, technology and inclusion at the heart of service and destination development. The studies investigate how smart technology attributes influence hotel employees’ work-related behaviours, how incremental innovation in indoor air quality management can be implemented in hotels, how sustainable green dining and responsible consumption foster revisit intention, how ambivalent identification shapes guests’ responses to service recovery, and how social networks empower Chinese rural women tourism entrepreneurs by expanding opportunities and strengthening community resilience.
	Logistics and Supply Chain research addresses the urgent need to rethink mobility and transport systems. One study compares shared electric vehicles and taxis in promoting green urban mobility, while another reviews maritime transport resilience and outlines future directions for building robust, sustainable global supply chains.
	The Consumer and Organisational Behaviour section explores how individuals and organisations respond to sustainability messages, technologies and incentives. Topics include employee-centric ESG practices and the moderating role of Asian values; reactions to ordinary versus extraordinary experience ads; the roles of reward certainty and incidental emotions in pro-environmental behaviour; and voluntary reductions in single-use plastics.
	Across these four thematic areas, the 2025 e-book captures the diversity and depth of RCGB’s ongoing research while maintaining a clear focus on green business and sustainable development. We gratefully acknowledge the Research Grants Council of the Hong Kong Special Administrative Region, China, for its support in establishing RCGB (Project No.: UGC/IDS(R)24/22).
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