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Abstract  
 

Leisure air travel has recently reached a “taken for granted-ness” by a wider audience, but due 

to the climate crisis it has now become a practice that some people have started to re-evaluate 

its legitimacy. Some people are even ashamed to fly, they experience “fly-shame” while others 

change behavior and reduce or boycott flying.  The purpose of this study is to understand why 

some people perceive leisure air travel as less legitimate. It takes an individual level approach 

to legitimacy evaluation and applies it to the context of leisure air travel.   

 

The study uses a nomological network based on existing social psychology and institutional 

theories were constructs and their relationships are tested based on hypotheses. Accordingly, 

the study uses a deductive approach and a quantitative research method. The nomological 

network consists of four antecedents (Openness to change, Perceived Consumer Effectiveness, 

Environmental Concern, and Validity Cues), six mediation dimensions (moral, instrumental, 

relational, social, environmental and overall legitimacy) and four outcomes (boycott intention, 

actually reduced flying, shame and word of mouth).   

 

The data was collected by a survey to a sample of Swedish citizens and analyzed using Partial 

Least Squares Structural Equation Modelling (PLS-SEM). The results show that only two of 

the mediation dimensions; moral and social legitimacy correlated with the overall evaluation 

of leisure air travel legitimacy. The result implies the importance for managers to evaluate 

which dimensions that do impact the overall legitimacy of an entity in a specific context. The 

study also found that the antecedent validity cues (influence by friends and family) correlate 

with the most mediating dimension, which highlights the critical role of including external 

influences when evaluate leisure air travel legitimacy.  

 

Further, the relationship between the overall evaluation of legitimacy and the behavioral 

outcomes were found to be strongly correlated, indicating that the individual’s perception 

actually will affect behavior. This proves that an individual's legitimacy evaluation is essential 

for airline industry managers as well as NGO’s and governments to consider and can be used 

to improve or reduce the legitimacy assessment.  

 

Ergo, some people perceive leisure air travel as less legitimate because they think it is not 

morally and socially legitimate.  
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1 Introduction 

 

 

 

Adults keep saying: “We owe it to the young people to give them hope.” But I 

don’t want your hope. I don’t want you to be hopeful. I want you to panic. I want 

you to feel the fear I feel every day. And then I want you to act. I want you to act 

as you would in a crisis. I want you to act as if our house is on fire. Because it is. 

 

Greta Tunberg, climate activist.  

 

In 2018, Sweden experienced an extremely warm summer (SMHI, 2018). The heat wave and 

lack of rain resulted in the most severe wildfires of modern Swedish times (The Swedish 

Government Offices, 2019). In August the same year, Greta Tunberg, a 16-year-old girl, 

decided to start a school strike for the climate outside of the Swedish parliament. Since then, 

Greta has been recognized worldwide attention and has inspired thousands of children to go on 

strike for the climate in their countries.  

 

At the same time, a new word trended in Swedish media: flygskam – fly shame, a feeling 

experienced when choosing to fly, knowing it is bad for the environment. In the last six months, 

Swedish media has exploded on the issue of flying; hashtags about staying on the ground, 

columns about the issue of going abroad on vacation published in national papers and Instagram 

accounts gaining attention for naming and shaming famous Swedish people by calculating their 

ecological footprint caused by flying.  

 

The rise of the topic of flygskam is not groundless - data from the World Bank and World 

Tourism Organization show that Swedish people are one of the most well-traveled peoples in 

the world (MoveHub, 2018). In fact, Swedes' emissions caused by air travel are five times larger 

than the global average – 1,1 tons of carbon dioxide per person in 2017 whereas the global 

average was 0,2 tons per person (Kamb & Larsson, 2019).  In total, greenhouse gas emissions 

from Swedes' air travel corresponded to about 10 million tons of carbon dioxide, which is about 

as much as the emissions from all passenger cars in Sweden (Kamb & Larsson, 2019). At the 

same time, reports point out that the worlds carbon dioxide emissions must be reduced 
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considerably in order to get close to the global climate goals to not let the earth temperature rise 

above two degrees (Emissions Gap Report, 2018).  

 

Despite the concern for climate change, more people are flying, and they are flying more 

frequently, than ever before. (Gössling & Uppham, 2009). In the last decades, air travel has 

gone from being an exclusive way of travel to become a normal part of business and vacation 

travel. Low-cost airlines have made flying accessible to a broader range of social classes and 

air travel has turned into an everyday consumer product (Randles & Mander, 2009). Because 

of this, consumers find themselves in a problematic position; they are trapped between two 

conflicting travel ideals. Higham, Cohen and Cavaliere (2014) call this “the flyers dilemma” 

which describes the tension existing between the personal benefits of traveling and the climate 

concerns connected to leisure air travel. 

 

So far, research on people’s attitudes against leisure air travel (to travel by air to a destination 

for recreational or other experiential purposes) shows few signs of behavioral change, even 

among the most environmentally aware travelers (Barr, Shaw, Coles & Prillwitz, 2010; Higham 

et al., 2014). Both Barr et al. (2010) and Böhler, Grischkat, Haustein, and Hunecke (2006) 

found in their researches that the greenest individuals also tended to be the ones that most often 

air traveled long haul. Thus, people who value an environmentally friendly lifestyle in their 

everyday lives were shown to be frequent flyers. In line with this, a study by Ipsos MORI 

(2007), determined air travel behavior in segments ranging from ultra greens to disengaged 

and found that the ultra greens were classed as frequent flyers who regularly used low-cost 

airlines to fly for short breaks whereas the disengaged were not frequent flyers to the same 

extent.  

 

 However, in a recent report investigating Swedish travel habits, it was shown that Swedes have 

started to reflect over their vacation habits. In the report, 19 percent state that they definitely 

have changed how they chose vacation travel, an increase of 4 percentage points compared to 

2015 (Resebarometern, 2018). Also, almost 2 of 3 respondents stated that they, to some degree, 

could imagine vacationing domestically rather than flying abroad (Resebarometern, 2018). 

Furthermore, a report made by the World Wildlife Fund (2019) revealed that 23 percent of the 

Swedish respondents state that they have opted out of air travel to reduce their climate impact 

the past year. The reports point at a possible shift in Swedish people’s perception of leisure air 

travel. Thus, the issue of air travel is complex; as newer sources point at a possible behavioral 
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and attitude change, research on the topic has so far shown mixed results. This indicates that 

the issue of leisure air travel needs further investigation.  

 

Accordingly, there is a reason to believe that leisure air travel is no longer appropriate in all 

social contexts. However, air travel only recently reached a “taken-for-grantedness” by a wider 

audience but is now becoming a practice that people have started to re-evaluate. Thus, leisure 

air travel might be losing its widespread legitimacy. Legitimacy is often referred to by using 

the definition of Suchman (1995) "a generalized perception or assumption that the actions of 

an entity are desirable, proper or appropriate within some socially constructed system of norms, 

values, beliefs and definitions" (p.574).  Both sociologists and strategists have thoroughly 

researched the role legitimacy plays in determining the survival of organizations and the social 

systems (Tost, 2011). For example, legitimacy has been shown to enhance the likelihood of 

organizations’ survival (Dowling & Pfeffer, 1975; Rao, 1994,) and increase individual’s loyalty 

and willingness to accept organizational actions (Tyler, 2006; Tyler & Blader, 2005). 

Legitimacy further showed to lead to the persistence of inequitable social structures (Thomas, 

Walker, and Zelditch, 1986) and contribute to effective governance (Gibson, 2004; 

Weatherford, 1992). Thus, it is widely accepted that legitimacy plays a vital role in the survival 

of social and organizational systems.   

 

Scientists have agreed that climate-warming is extremely likely to be caused by human 

activities (Cook et al., 2016) and aviation is shown to be one of the fastest growing polluting 

activities (EU, n.d.). These facts, in combination with reports revealing a change in Swede’s air 

travel habits (Resebarometern, 2018; World Wildlife Fund, 2019), suggests that some 

individuals have started to reassess their evaluation of leisure air travel legitimacy. When 

reassessing an entity, such as leisure air travel, individuals actively reconsider the existing 

legitimacy judgment of the entity and form new judgment (Tost, 2011). The new judgment will 

then start to function as a fundamental perception that guides behavior and influence the 

interpretation of additional information related to the entity. To follow up on the notion that 

some people are re-assessing the legitimacy of leisure air travel, this thesis will investigate how 

individuals formulate legitimacy judgments of leisure air travel. 

 

Legitimacy is often seen a collective-level phenomenon; however, an individuals’ judgments 

and perceptions will influence interactions among other individuals and eventually turn out to 

constitute the collective-level legitimacy. Thus, Tost (2011) argues that an individual’s 
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evaluation of legitimacy is of great importance. Yet, institutional theorists have not thoroughly 

investigated the individual dynamics of legitimacy judgment and call for more research in this 

area (DiMaggio & Powell, 1991; Powell & Colyvas, 2008; Thornton & Ocasio, 2008; Zucker, 

1991). Consequently, this study aims to investigate the individual’s evaluation of the legitimacy 

of leisure air travel. It adheres to Tost (2011) by integrating social psychological and 

institutional theories of legitimacy to specify the beliefs leading to an entity getting evaluated 

as legitimate or illegitimate. In line with Finch, Deephouse and Varella’s (2015) study on an 

individual's evaluation of oil sand, this study will include both internal and external influences 

on the individual judgment. This study will explore how one's Environmental Concern (EC), 

Perceived Environmental Effectiveness (PCE), Validity Cues (VC) and Openness to Change 

(OPT) shape the overall perception of leisure air travel legitimacy. 

 

In the age of Greta Tunberg and the hashtag #flygskam, Swede’s evaluation of leisure air travel 

legitimacy is changing. The purpose of this study is to understand why some people perceive 

leisure air travel as less legitimate. Inspired by Higham et al.’s (2014) “the flyers dilemma”, 

this study aims to further investigate the tension between the personal benefits of tourism and 

the climate concerns connected to leisure air travel. Thus, this study intends to expand the 

current knowledge about people’s perception of leisure air travel in Sweden, by investigating 

what constitutes people's judgment about it.  

 

The research question aimed to be answered in this study is:  

 

• How do individuals evaluate leisure air travel and what internal and external drivers 

motivate their evaluation? 

 

The contemporary matter of leisure air travel, the complex nature of climate change and the 

call to include individual legitimacy judgment in research (Tost, 2011; Bitektine & Haak, 2015) 

motivates the choice of topic in this study. Thus, from a theoretical viewpoint, this study will 

expand the literature on individual level legitimacy judgment in consumer behavior, put in the 

context of a climate change dilemma. Understanding people's perception of leisure air travel 

will also help to better understand the recently developed phenomenon of flying shame.  

 

Further, the results of this study will be relevant for the air travel industry, trying to uphold their 

legitimacy while facing challenges with people re-evaluating leisure air travel, as well as for 
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NGO's and governments that want to understand how to tailor political messages aiming to 

influence people to reduce air travel. The air travel industry is only one of many industries that 

face challenges related to climate change (e.g., automotive, fast fashion industry). Thus, 

insights from this study can also contribute to managers and politicians in industries facing 

similar challenges. 

 

The structure of the paper is as follows: First off, the literature review will outline and explain 

the concept of legitimacy and connect it to the context of leisure air travel. Then follows the 

hypotheses development where the hypotheses and the nomological network model of the study 

are presented. Further, the methodology section explains the measurements of the antecedents, 

dimensions and outcomes of the model as well as the design of the survey. The hypotheses are 

tested in a Structural Equation Modelling (SEM) analysis and further presented in the result 

section. Based on the results of the hypotheses, a discussion is done. The study ends with 

presenting managerial implications, limitations and avenues for future research.   

 

2 Literature review  

 

In the following section, a review of previous research will be outlined based on the research 

question. The aim of the review is for the reader to get a deeper understanding of the issues and 

theories assessed in the study and a comprehensive picture of the chosen theoretical framework.  

 

2.1 Legitimacy in the context of air travel 

In 2017, the International Air Transport Association announced that the worldwide annual air 

passenger numbers exceeded four billion for the first time (IATA, 2018). At the same time, a 

record number of cities worldwide was connected through airlines, providing regular services 

to over 20,000 city pairs, which is more than double the level than in 1995 (IATA, 2018).  The 

same year, commercial airlines worldwide generated combined revenue of 754 billion U.S. 

dollars (Statista, 2019a).  In 2018, it was estimated that the global aviation industry reached 

33.8 billion US dollars in profit compared to only 8.3 billion US dollars in 2011 (Statista, 

2019b). The future growth rate of the airline industry is estimated to a 5% increase annually, 
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and major aircraft manufacturers forecast that the market will more than double in size by 2030 

(Airbus, 2010; Boeing, 2010).  

 

The growth of the airline industry has influenced the way consumers perceive air travel, it has 

gone from only being accessible to a minority of travelers to become a normal part of vacation 

and business travel (McDonald et al., 2015). To go air traveling has never been so cheap and 

easy, leading to long-haul-travel and family holidays becoming a social norm (Graham, 2006; 

Mason, 2005). In other words, air travel has gone from being a desire to something consumers 

take for granted (Shaw & Thomas, 2006).  

 

2.1.1 Leisure air travel and climate change  

The Intergovernmental Panel on Climate Change has concluded that it is extremely likely that 

human activities have been the primary cause of climate change since the mid-20th century 

(IPCC, 2013). Air travel is one of the humans caused activities that are known to impact the 

environment through greenhouse gas (GHG) emissions from the combustion of aviation fuel 

(Gössling et al., 2007). The direct emissions from aviation account for about three percent of 

the European Union's total greenhouse gas emissions and more than two percent of global 

emissions (EU, n.d.). This implies that if global aviation were a country, it would rank to be in 

the top ten of all emitters (EU, n.d.).  By 2020, global international aviation emissions are 

estimated to be around 70% higher than in 2005 and the International Civil Aviation 

Organization (ICAO) forecast that by 2050 they could grow by a further 300-700% (EU, n.d.).  

However, in order for the planet to reach the climate mitigation goals outlined in the Paris 

Climate Accord, air emissions must decrease (United Nations Climate Change, 2018). 

 

The reliance on air and car transport is a significant problem in the aim for a lower carbon future 

(Dickinson, Robbins, & Lumsdon, 2010). The problem is especially worsened by the forecast 

for the growth of tourism. In recent decades, there has been a massive growth in long haul 

tourism (Dwyer & Forsyth, 2008). Further, in today’s society, air travel is unequally distributed 

across the globe, implicating that people from rich countries participate in air travel to a greater 

extent (Büchs, 2017). Though, as the middle class in developing countries is growing, more 

people will afford to go air traveling. Consequently, more greenhouse gas will be emitted.  

 

So far, one international tourism-related measure has been considered by the international 

aviation sector called The Carbon Offsetting and Reduction Scheme for International Aviation 
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– more commonly known as CORSIA (IATA, 2018). The scheme, which is the culmination of 

many years of work, was adopted in 2016 with the support of the aviation industry (IATA, 

2018). The measures contain a fuel efficiency standard and an airline offsetting system which 

are supposed to lead to carbon-neutral growth from 2020 and onwards (ICAO, n.d.). The 

positive effect is initially small but should gradually grow due to the increase in the cost of 

flying, which is supposed to lead into continual reductions in demand for discretionary air travel 

in the future (ICAO, n.d.).  

 

Some people, however, are critical of the agreement. An evaluation of the ICAO measures by 

Peeters (2017) reveals that such a goal will most likely not be reached since the fuel standard 

only has a 1–2% efficiency improvement potential. Moreover, the compensation, taken from 

the open carbon credits market, does not provide any guarantees for real and additional 

emissions reductions (Cames et al., 2016). Thus, Peeters, Higham, Cohen, Eijgelaar, and 

Gössling (2019) claim that more needs to be done to explore and advance such interventions if 

tourism transport emissions are to meet global emissions reduction targets in the long-term 

 

Until this day, there is not a green version of commercial aviation that can replace flying in its 

conventional form (Peeters, Higham, Kutzner, Cohen, & Gössling, 2016). All proposed means 

of decarbonizing flights are either too marginal in impact, too far off in development or too 

slow to make a considerable decrease of aviation emission in the near future (Peeters et al., 

2016). As technical solutions can offer mitigation to reduce the environmental impact of air 

travel, researchers predict that behavioral change is needed too, due to the growing demand of 

air travel (Kahn Ribeiro et al., 2007). Thus, behavioral changes towards less flying become a 

pivotal approach to reduce the tourism industries carbon footprint, which requires that 

individuals reduce their air travel in terms of both distance as well as frequency (Higham, 

Cohen, Peeters, & Gössling, 2013) 

 

2.1.2 The complicated relationship between consumers and leisure air travel 

Green consumers of today find themselves in a difficult position. As mentioned above, they are 

caught in the flyers’ dilemma; a tension created by the desire to go on vacation while holding 

anti-air travel ideals (Higham et al., 2014). 

 

Researchers have tried to explain the complicated relationship that people have with air travel. 

For example, the nature of contemporary tourist air travel in developed societies has been 
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highlighted as ‘binge flying’ (Burns & Bibbings, 2009; Randles & Mander, 2009) and ‘air travel 

addiction’ (Hill, 2007; Cohen et al., 2011), drawing parallels between the public health denials 

of the tobacco, fast food and alcohol lobbies and the climate denials of the aviation industry 

(Hill, 2007). Further, research has been done on how social norms influence people's perception 

of leisure air travel. Numerous studies have found that people were unwilling to reduce their 

air travel, despite their climate change concerns. They perceived foreign holidays to be a 

fundamental part of their lifestyle and identity (Gössling & Nilsson, 2010; Hibbert, Dickinson, 

Gossling, & Curtin, 2013; Higham & Cohen, 2011; Kroesen, 2012) and stated that they had a 

“right” to fly (Shaw & Thomas, 2006).  

 

Other researchers suggest that people find it so difficult to reduce leisure air travel because of 

the mobility capital it provides, which in turn symbols power and status in today’s societies 

(Higham et al., 2013; Randles & Mander, 2009). Compared to other forms of travel, like trains 

or buses, air travel is perceived as considerably less costly and also time-saving (Cohen, 

Higham, & Reis, 2013; Young, Higham, & Reis, 2014). The psychosocial literature on climate 

change explains that people find it difficult to reduce their consumption, including flying on 

holiday, if an individual’s sense of self and self-confidence rely on consumption (Randall, 

2012).  

 

Büchs (2017) explain that other environmental problems might be appealing to prevent out of 

self-interest, such as localized pollution. In the case of air travel, the motivation for individuals 

to change behavior out of self-interest is limited since the impact of air travel is difficult to 

predict and most likely will be felt in the future (van der Linden, Maibach, & Leiserowitz, 

2015).  Additionally, researchers argue that individuals can adopt environmentally friendly 

behavior if it is self-enhancing for the individual, for example if the activity generate benefits 

such as status enhancement or cost savings (de Groot and Steg, 2009; Sweeney, Kresling, 

Webb, Soutar, & Mazzarol, 2013). However, many environmental behaviors do not result in 

individual benefits. They are often more costly or inconvenient, especially air traveling (Büchs, 

2017).  

 

The body of literature continues to grow around expressed concerns regarding air travel's CO2 

emissions, and the contribution air travel does to climate change (Becken, 2007; Brand & 

Boardman, 2008; Gössling & Upham, 2009; Hares, Dickinson, & Wilkes, 2010). 

Simultaneously, literature grows around consumer awareness of climate change issues (Higham 
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& Cohen, 2011; KhooLattimore & Prideaux, 2013). Studies have found that consumers have 

become more aware of the environmental impact of air travel but remain unwilling to reduce 

their holiday flights (Higham & Cohen, 2011; Kroesen, 2012; McKercher et al., 2010).  Several 

scholars show that there are few signs of behavior change, even amongst the most 

environmentally aware travelers (Barr et al., 2010; Higham et al., 2014). Both Barr et al. (2010) 

and Böhler et al. (2006) found that the greenest individuals were the most frequent long-haul 

air travelers. Thus, this indicates that there is a dissonance between awareness and attitudes and 

actual behavioral change connected to leisure air travel (Hares et al., 2010; Hibbert, Dickinson, 

Gossling, & Curtin, 2013; Kroesen, 2012; Miller & Harkins., 2010). 

 

Research also show that the relationship between environmental attitudes and behavior weakens 

as pro-environmental behavior becomes more difficult, inconvenient or costly. For example, 

Diekman and Preisendorfer (2003) compared the relationship between environmental attitudes 

and a range of behaviors; recycling, shopping, home energy use, water use, and car and air 

travel. Compared to other behaviors, not having a car and reducing flying for holidays were 

found to be much weaker related to attitudes (Diekman & Preisendorfer, 2003). Thus, 

environmental concern was shown to influence environmental behavior primarily in situations 

and under conditions connected with low costs and little inconvenience (Diekman & 

Preisendorfer, 2003). Furthermore, Whitmarsh and O’Neill (2010) found that while there is a 

positive relationship between pro-environmental values and eco-shopping and the reduction of 

waste and energy use, individuals scoring higher on pro-environmental values also tended to 

travel more than those with lower scores, this is in accordance with earlier studies (Böhler et 

al., 2006).  

 

These findings are in line with studies arguing that there is a lack of spillover from 

environmental behaviors at home to those that people engage in when they are on holiday, 

including the means of getting to the holiday destination (Barr et al., 2010; Cohen et al., 2013; 

Hibbert et al., 2013). One study on "slow travel" claimed that climate change concern is one 

amongst several motivations for people who decided to give up or radically reduce holiday air 

travel (Dickinson, Lumsdon, & Robbins, 2011). However, most studies have found that people 

often continue to go leisure air travel despite their climate change concerns (Cohen & Higham, 

2010; Cohen, Higham, & Cavaliere, 2011; Cohen et al., 2013; Hares et al., 2010; Hibbert et al., 

2013; Higham & Cohen, 2011; Juvan & Dolnicar, 2014; Kroesen, 2012; McKercher et al., 

2010).  
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Despite the literature findings, recent reports (World Wildlife Fund, 2019; Resebarometern, 

2018) reveal that 23 percent of the Swedish respondent have opted out of air travel to reduce 

their climate impact in the past year, which is an increase of 6 percentage points since the year 

before (World Wildlife Fund, 2019). Further, almost every fifth Swede (18 percent) have 

chosen trains instead of air travel during the past year (World Wildlife Fund, 2019). 

 

To conclude, most of the reviewed literature suggests that climate change concerns and 

awareness of the carbon footprint of air travel do not as such seem to motivate the majority of 

people to reduce their holiday air travel voluntarily. However, recent reports are showing that 

more Swedes are willing to reduce their leisure air travel. Thus, to investigate the legitimacy of 

leisure air travel is assumed to be appropriate and relevant.  

 

2.2 Legitimacy in theory  

For decades, legitimacy has played a significant role in determining the development and 

survival of social systems and organizations (Tost, 2011). With the work from Weber (1978) 

and Parsons (1960) as a foundation, legitimacy has become an expanded theoretical anchor-

point, acknowledging the cognitive and normative forces that drive organizational actors 

(Suchman, 1995). Researchers suggest that legitimacy provides organizations with a "reservoir 

of support" (Tost, 2011). High levels of legitimacy increase the likelihood of organizational 

survival (Dowling & Pfeffer, 1975; Rao, 1994). For example, research has shown that 

perceptions of organizational legitimacy form investor behavior (Pollock & Rindova, 2003) 

and stock prices of organizations with high levels of legitimacy are insulated from unsystematic 

variations (Bansal & Clelland, 2004). The level of legitimacy also influences an individuals’ 

loyalty to the organization and willingness to accept organizational actions and policies (Tyler, 

2006; Tyler & Blader, 2005).  

 

Suchman (1995) observes that research on legitimacy tends to be divided into two different 

clusters: strategic and institutional. The strategic tradition (Ashforth & Gibbs, 1990; Dowling 

& Pfeffer, 1975; Pfeffer, 1981; Pfeffer & Salancik, 1978) assumes more of a managerial 

perspective that emphasizes organizations’ instrumental way to deploy symbols in order to get 

societal support. According to this view, legitimation is purposive, calculated and often 

oppositional (Suchman, 1995). 
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On the other hand, institutional tradition (DiMaggio & Powell, 1983; Meyer & Rowan, 1991; 

Meyer & Scott, 1983a; Powell & DiMaggio, 1991; Zucker, 1987) takes a more detached stance, 

stressing the role of the wider sector. Thus, institutional researchers do not depict legitimacy as 

an operational resource, but as a set of constitutive beliefs (Suchman, 1988). Organizations do 

not simply extract legitimacy from the environment; instead, external institutions construct the 

organization. Thus, cultural definitions determine how the organization is built, how it is run 

and evaluated (Suchman, 1995). Suchman (1995) highlights the importance of incorporating 

the duality of the strategic and institutional tradition of legitimacy as organizations face both 

challenges in reality. Thus, legitimacy both acts like a manipulable resource and like a taken-

for-granted belief system (Swidler, 1986).  

 

2.2.1 Definition of Legitimacy 

Over the years, social scientists have presented several definitions of legitimacy (Suchman, 

1995). For example, legitimacy has been considered in terms of acceptability or acceptance 

(Brown, 1997; Knoke, 1985; Meyer & Rowan, 1977), taken-for-grantedness (Carroll & 

Hannan, 1989; Meyer & Rowan, 1977), reasonableness, appropriateness, and congruence 

(Brown, 1998; Dowling & Pfeffer, 1975; Meyer & Rowan, 1977).  

 

Due to the theoretical anchor-point that legitimacy has become in the literature, two different 

approaches have emerged: institutional theory and social psychology (Tost, 2011). In 

institutional theory, legitimacy has been examined in the context of the institutionalization of 

organizations and organizational fields. On the other hand, social psychologists have examined 

the legitimacy in the context of group inequality and support for rules and procedures (Tost, 

2011). Each of the approaches will be further explained below, as well as each of the 

approaches’ definitions of legitimacy. 

 

2.2.1.1 Institutional theory 

In institutional research, legitimacy has played an important role, as it is a crucial element in 

order for a social entity to gain a taken-for-granted-ness (Tost, 2011). Institutional scholars have 

viewed legitimacy as the congruence or conformity of an organization to social norms or laws 

(Meyer & Rowan, 1977; Parsons, 1960; Weber, 1978.)  

 



 

 

17 

Suchman (1995, p. 574), whose definition of legitimacy has been cited in the majority of 

publications regarding the topic (George et al., 2016), proposed an inclusive definition of 

legitimacy as “a generalized perception or assumption that the actions of an entity are desirable, 

proper, or appropriate within some socially constructed system of norms, values, beliefs, and 

definitions”. This definition perceives social observers as active evaluators and entities are 

judged to be legitimate when they are seen as appropriate in their social context (Tost, 2011).  

Institutional theorists articulate instrumental, moral, cognitive and regulative dimensions of 

legitimacy judgments.  

 

The instrumental dimension of legitimacy has been called pragmatic legitimacy (Suchman, 

1995) by institutional theorists. The instrumental perspective of institutional legitimacy 

connotes that an individual or constituency may support an entity because it leads to a higher 

expected value or because the entity contributes to the individual or constituency’s larger 

interests (Tost, 2011).  For example, evaluators are likely to accord legitimacy to organizations 

that have the evaluators interests at heart, are honest or trustworthy (Suchman, 1995). Suchman 

(1995) further argues that these kinds of acknowledgments may lead to a generalized perception 

of the entity’s legitimacy. Further, in times of hardship, a widespread belief in the entity’s good 

character can reduce the delegitimating effects of isolated failures or reversals (Wartick & 

Cochran, 1984). 

 

The moral perspective of legitimacy has been argued by Scott (2001) to be the predominant 

view of the substantive content of legitimacy. Thus, an entity is deemed to be legitimate in 

regards to what extent it conforms with moral values and ethical principles. Suchman (1995) 

defines the moral dimension as legitimate to the extent an entity promotes “social welfare, as 

defined by the audience’s socially constructed value system” (p. 579).  The moral legitimacy is 

described as sociotropic, implying that the judgment does not rely on whether an activity 

benefits the evaluator. Instead, the judgment is based on whether the activity is “the right thing 

to do” (Suchman, 1995). Although, Suchman (1995) argues that the altruistic dimension is not 

interest-free. He claims that organizations often present cynically self-serving claims of moral 

character. Moreover, the audience’s perception of rightness unconsciously incorporates the 

good of the evaluator with the good of society (Festinger, 1957; Nauta, 1988). 

 

The cognitive perspective of legitimacy implies the absence of questions about an entity (Tost, 

2011). This dimension is not based on interest or evaluation and is consequently based on 
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passive support (Aldrich & Fiol, 1994). Suchman (1995) argues that the taken-for-granted-ness 

of cognitive legitimacy “represents the most subtle and powerful source of legitimacy identified 

to date” (p. 583). The power of the cognitive perspective is based on the unquestionable 

legitimacy that the entity receives if it achieves a taken-for-granted-ness. Unfortunately, it is 

generally not possible to reach this level of legitimacy since the financial markets and the 

political landscape seldom accepts just one entity or organization in a given area (Suchman, 

1995). 

 

Regulative legitimacy is based on conformity with laws or other forms of collective regulations 

(Greenwood, Suddaby, & Hinings, 2002; Greve, 2005; Scott, 1995). Compared to cognitive 

legitimacy, it involves an active external validation of the organization by some agent, for 

example, a government agency (Tost, 2011).  

 

Institutional theorists have recently increased attention on the micro-level processes involved 

in institutional change (Phillips, Lawrence, & Hardy, 2004; Reay, Golden-Biddle, & GermAnn, 

2006; Suddaby & Greenwood, 2005; Zilber, 2002). However, they have not focused on 

individual-level judgments of legitimacy but rather on how the interaction between individuals 

creates a social reality and how it determines what is deemed acceptable within social systems 

(Reay et al., 2006; Zilber, 2002; Zucker, 1977). Furthermore, institutional theorists have paid 

little theoretical or empirical attention to the individual dynamics of legitimacy judgment. 

Consequently, several researchers have called for an inclusion of individual perspective in the 

research of legitimacy has been made by several researchers (Deephouse and Suchman, 2008; 

Tost, 2011; Bitektine, 2011).  

 

 

2.2.1.2 Social Psychology 

The construct of legitimacy is used to explain behaviors and the stability of different social 

entities such as group leaders, procedures, hierarchies and norms (Tost, 2011). From a social 

psychology perspective, when a leader is perceived as legitimate, he or she is perceived to be 

entitled to his or her power. When a leader is perceived as legitimate, the feeling of 

responsibility to fulfill the leader's demands gets enhanced (Tost, 2011). In tune with that, 

Hornsey, Spears, Cremers, and Hogg (2003) define illegitimacy as “the degree to which groups 

perceive their status relations to conflict with values of justice or equity” (p. 217). Social 
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psychologists articulate the instrumental, relational, and moral dimensions of legitimacy 

judgments.  

 

The instrumental perspective of legitimacy connotes that an entity is deemed to be legitimate 

when it is perceived as endorsing the material interest of the individual (Tost, 2011). From the 

instrumental perspective, entities are not judged in terms of their qualities. They are rather 

judged by their outcomes or for external relationships (Tyler & Lind, 1992). Thus, it is not the 

social process of the entity that makes it fair, the key implication for the entity to be perceived 

as fair is that it serves an external goal (Tyler & Lind, 1992).  

 

The relational perspective of legitimacy connotes that an entity is deemed to be legitimate when 

it upholds an individual’s social identity and sense of self-worth (Tost, 2011). The relational 

legitimacy depends on to which extent an individual is perceived to be accepted and respected 

within a group context by the social entity (Tyler, 1997; Tyler & Lind, 1992).  To the extent 

that a social entity is seen as indicating a positive, high-status relationship, it is judged to be 

fair. A social entity is judged to be unfair when it appears to indicate a negative relationship 

with the authority or institution or when one occupies a low-status position (Tyler & Lind, 

1992). The relational perspective assumes that people want to understand, maintain, and 

improve the social bonds that exist within groups and that people base their self-identity on 

their memberships in groups that they value (Tost, 2011).  

 

The last of the social psychology perspectives is the moral perspective, also used in the 

institutional theory. The social psychologist sees the moral perspective of legitimacy as an 

essential general dimension of the evaluation of social entities (Leach, Ellemers, & Barreto, 

2007). When investigating what characteristics are most important to positive group evaluation, 

the authors (Leach et al., 2007) found that morality was the most important, even more 

important than competence and sociability.  

 

2.3 The reassessment of a legitimacy judgment 

There are circumstances when individuals come to question existing social entities’ legitimacy 

and start to consider the need for institutional change. When an individual starts to think in this 

way, he or she is said to enter the judgment reassessment stage (Tost, 2011). In this stage, the 

individual makes effortful personal assessments of the entity’s legitimacy.  
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Both institutional theory and social psychology identify the process of entering the judgment 

reassessment stage. In institutional theory, the reassessment stage is concerned with The 

paradox of embedded agency, (Battilana, Leca, & Boxenbaum, 2009; Seo & Creed, 2002) 

which refers to how an individual moves out of the passive stage into the judgment reassessment 

stage, where institutional arrangements are actively questioned.  

 

In line with institutional theory, social psychologists research the circumstances when 

individuals will engage in reflective information processing rather than save cognitive energy 

and resources (Tost, 2011). Social psychologists have identified a “neural alarm system” that 

appears to make individuals switch between passive and active judgment processes 

(Eisenberger & Lieberman, 2004; Eisenberger, Lieberman, & Williams, 2003; Lieberman & 

Eisenberger, 2004; Ullsperger, Volz, & Von Cramon, 2004). Tost (2011) integrates insights 

from social psychology and institutional theory and suggests that a mental alarm is triggered 

when an individual discover issues with an existing social entity. Further, based on institutional 

theory, Tost (2011) posits three sources of issues that can trigger an individual's mental alarm: 

major events, contradictions in institutional logics and reflexivity.  

 

Major events, such as technological changes, social disruption, the entrance of competitors and 

regulatory changes can act as jolts to the institutional field. The disruption of the institutional 

field can lead to a violation of expectations when the entity is needed to change (Tost, 2011). 

Thus, the violation of expectations makes individuals realize that their existing judgments about 

the entity is no longer reliable and the mental alarm is triggered. Tost (2011) argues for a mental 

alarm to be triggered by a jolt, the event must provide new information or outcomes that prohibit 

that the individual can adjust the information into his or her already existing expectations. Thus, 

a minor expectation violation is not likely to trigger the mental alarm.  

 

Seo and Creed (2002) suggest that contradictions in institutional logics can lead individuals to 

question the legitimacy of existing institutional arrangements. This approach recognizes that 

actors can be embedded in multiple institutional fields. When these institutional fields produce 

contradictions, the contradictions can trigger the individual's mental alarm and he or she will 

enter the judgment reassessment stage, and the cognitive legitimacy begins to erode (Tost, 

2011). Since individuals are embedded in a multitude of institutional fields, Tost (2011) argues 

that for the contradictions to trigger the mental alarm, they need to interfere with an individual's 
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goal pursuits. Thus, if a contradiction lacks a meaningful implication for the individual, he or 

she is not likely to spend the cognitive energy necessary to go into the judgment reassessment 

stage.  

 

The last source that can trigger the mental alarm is called reflexivity. Reflexivity implicates the 

ability to reflect on institutional actions consciously (Tost, 2011). This approach indicates that 

some individuals may be predisposed to question existing institutional arrangements (Tost, 

2011). These individuals are suggested to have personal motivations that function as internal 

triggers of the mental alarm. They do not need an external jolt or contradictor to move from the 

use stage to the reassessment stage (Tost, 2011).  

 

It should be noted, that entering the judgment reassessment stage does not automatically entail 

that the judgment will be revised. The individual can reassess the judgment but decide that it 

does not need revision (Tost, 2011). An essential characteristic of this stage is the individual's 

motivation to actively reconsider each of the dimensions that drive the overall legitimacy 

judgment of the existing entity. Thus, in this stage, the evaluative mode is predominated (Tost, 

2011).  When a new generalized legitimacy judgment is made, the individual reenters the usage 

stage, and the new overall legitimacy judgment will start to function as a critical cognition, 

guiding behavior and work as a heuristic (Tost, 2011). 

 

2.3.1 Integrating Institutional Theory and Social Psychology  

As institutional theorists have used legitimacy as a construct in the context of the 

institutionalization of organizations, the primary usage for social psychologists has been to use 

legitimacy in the context of group imbalance and the support for rules and procedures (Tost, 

2011). As such, institutional theorists have not considered the relational dimension of 

legitimacy but have instead studied the moral dimension more extensively (Tost, 2011). 

Additionally, institutional theorist considers two other types of legitimacy that social 

psychologists do not; cognitive legitimacy and regulative legitimacy. Although, the social 

psychologist view of instrumental and moral bases of legitimacy substantially overlaps with 

the and institutional theorists’ views of pragmatic and moral legitimacy (Tost, 2011).  

 

By reviewing social psychology and institutional theories, Tost (2011) uncovers three 

dimensions of content that underlies individual-level legitimacy judgments. Tost (2011) 



 

 

22 

presents a theoretical framework that integrates research from both fields and suggests that 

there are three dimensions of content underlying legitimacy judgments: instrumental, 

relational, and moral.  

 

Tost's (2011) framework aims to develop a better understanding of the individual-level 

dynamics of legitimacy judgments. Because of that, the cognitive legitimacy is excluded from 

the framework due to the dimension’s absence of substantive judgment content. Comparably, 

the reason for excluding the regulative legitimacy dimension is because of its use of others’ 

evaluations as heuristic substitutes for individual-level evaluation (Tost, 2011).  

 

Suchman's (1995) suggests that either active or passive support is used when making a 

legitimacy assessment. The three legitimacy dimensions used in Tost’s (2011) integrative 

model of individual-level legitimacy is in the evaluative mode of the legitimacy process. In the 

passive mode, however, instead of engaging in active information processing, individuals use 

validity cues as cognitive shortcuts or passively assume the legitimacy of entities. Due to the 

character of cognitive and regulative dimensions, Tost (2011) argues that the dimensions do 

not represent substantive bases of individual-level legitimacy judgments, and are accordingly 

not included in Tost's (2011) integrative model of individual-level legitimacy.  

 

Tost (2011) describes each dimension of the integrative model of individual-level legitimacy: 

The instrumental dimension of legitimacy includes perceptions or beliefs related to the 

effectiveness, efficiency, or utility of the entity. Accordingly, the instrumental legitimacy of an 

entity is achieved when it is perceived to enable an individual’s or group’s attempts to reach a 

self-defined goal.  

 

The relational dimension of legitimacy includes perceptions or beliefs that an entity will ensure 

that individuals or groups are treated with dignity and respect. Accordingly, the relational 

legitimacy of an entity is achieved when it is perceived to uphold the social identity and self-

worth of individuals or social groups.   

The moral dimension of legitimacy includes perceptions or beliefs related to morality, ethicality 

or integrity of an entity. Accordingly, the moral legitimacy of an entity is achieved when it is 

perceived to be consistent with the evaluator’s moral and ethical values 
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Rather than viewing the instrumental, relational, and moral dimensions as competing models, 

Tost (2011) argues that the three types of perceptions should be seen as different dimensions of 

judgment that may simultaneously impact an individuals' judgments of the generalized 

legitimacy of a social entity. Moreover, understanding how and why a legitimacy judgment has 

changed can further help scholars to understand how and why individuals' behavior towards a 

social entity has shifted.   

 

2.3.2 Legitimacy in the context of consumer behavior  

The legitimacy construct has also been researched in the context of consumer behavior. For 

example, research has been done on how a company's actions affect consumer perceptions of a 

company's legitimacy, which in turn affects perceptions of quality (Handelman & Arnold 

1999). Kates (2004) investigated how gay men's subculture shape their behavior to legitimize 

their consumption behavior. From an organizational perspective, Reast, Maon, Lindgreen, and 

Vanhamme (2013) have suggested strategies for organizations to gain legitimacy in 

controversial industries. Although, as Suchman and Deephouse (2008), Tost (2011) and 

Bitektine (2011) have addressed the field, few scholars have researched consumer behavior 

legitimacy from the perspective of the individual. Individuals are essential to consider in the 

context of legitimacy since they collectively influence norms, laws and other categories of 

social systems (Finch et al., 2015).   

 

Scott (1995) describes individuals as the micro-level foundation of legitimacy that constitutes 

the bottom-up element of institutional research. One of the pioneering researches of institutional 

theory by Zucker (1977) studied the effects of institutionalization on individuals. Ever since 

then, the amount of research on individual level legitimacy evaluations has been scarce (Finch 

et al., 2015). Scaraboto and Fischer (2013) investigated how the stigmatized group of plus-sized 

fashionistas attempted to gain legitimacy in the mainstream market, and Coskuner-Balli and 

Thompson (2013) elaborated upon stay-at-home father’s consumption practices to gain cultural 

legitimacy. Humphreys and LaTour (2013), investigated how media framings of online 

gambling affected an individual's judgment of legitimacy. To respond to the gap in the research 

argued by Tost (2011), Finch et al. (2015) tested individual's legitimacy judgment in the context 

of the Canadian oil sands industry, applying research on attitude formation from psychology 

and marketing.  
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2.3.3 Legitimacy dimensions adopted in this study 

This study adheres to Tost (2011) and will include the dimensions presented in her work, based 

on both institutional theory and social psychology; instrumental, relational and moral 

legitimacy dimensions. The study will further include two additional dimensions; 

environmental and social legitimacy.  

 

The environmental dimension has been assessed by Kock and Josiassen (forthcoming) based 

on previous research (He and Li, 2010; Perez 2009). The environmental dimension of 

legitimacy includes perceptions or beliefs related to an entity awareness and respect for the 

environment. Accordingly, the environmental legitimacy of an entity is achieved when it is 

perceived to care about the environment.   

 

The social dimension has been assessed by Kock and Josiassen (forthcoming) based on 

previous research (Brown & Dacin, 1997; Perez, 2009). The social dimension of legitimacy 

includes perceptions or beliefs related to if an entity is socially responsible or not. Accordingly, 

the social legitimacy of an entity is achieved when it is perceived to contribute to society and 

act with society’s interest in mind.  

 

These dimensions are included in the study since they are regarded as relevant in the context of 

leisure air travel.  I.e., they are both parts of the current debate in Sweden regarding air travel’s 

negative impact on the environment and whether or not air travel can be considered as an 

acceptable act in today’s society.   
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Figure 1. Dimensions of leisure air travel legitimacy in this study. Source: Author’s work, 

inspired by Tost (2011) and Kock and Josiassen (forthcoming). 

 

 

3 Hypothesis development  

 

To respond to the purpose of the study; to understand why some people perceive leisure air 

travel as less legitimate, hypotheses were developed.  They were developed based on 

individual's environmental perception (Perceived Consumer Effectiveness and Environmental 

Concern), the influence from external sources (Validity Cues) and the level of values 

concerning stimulation and novelty (Openness to change) and how those factors will impact 

individuals' evaluation of the legitimacy dimensions. Further, the individual's perception of 

each of the legitimacy dimensions is suggested to correlate with the individual's perception of 

the generalized overall perception of leisure air travel. Further, the relationship between the 

overall legitimacy judgment is hypothesized to show a relationship with outcome variables 

connected to an individual's behavior (Boycott intention, Word of Mouth, Actually Reduced 

Flying) and feelings (Shame).    
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Figure 2. Proposed nomological network model. Source: Author’s work 

 

Accordingly, the hypotheses were formulated around (1) antecedents’ relationship with an 

individual’s evaluation of each of the presented legitimacy dimensions, (2) the relationship 

between the overall legitimacy evaluation and each of the presented legitimacy dimension and 

(3) the overall legitimacy evaluation of leisure air travel’s relationship with selected outcome 

variables. Figure 2 shows the design of the nomological network. 

 

3.1 Outcomes of legitimacy evaluations  

3.1.1 Boycott Intention 

Consumers increasingly use boycotting as an economic voting mean against companies and 

countries judged to be unethical. Friedman (1999, p. 4) describes a boycott as “the attempt by 

one or more parties to achieve certain objectives by urging individual consumers to refrain from 

making selected purchases”.  

 

Sen, Gürhan-Canli, and Morwitz (2001) found that consumers' decision to participate in 

boycotts are formed by their feeling of likelihood for the boycott's success, their perceptivity to 

normative social influences and the costs associated with boycotting. Consistent with Sen et al. 

(2001) and John and Klein (2003), Klein, Smith, and John (2004) perceive boycotting as a type 

of prosocial behavior by which "actions intended to benefit one or more people other than one- 

self-behaviors such as helping, comforting, sharing, and cooperation" (Batson 1998, p. 282) 

 

To participate in a boycott is not only a collective effort for behavior change but also an 

expression of the individuality of each participant. A need for outrage expression, for self-
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esteem maintenance, or even enhancement can motivate boycott participation (Brewer and 

Brown, 1998). The participation in a boycott initiated by a group which one identifies with also 

helps to preserve one's sense of belonging (Sen et al., 2001). Further, one's sense of moral 

obligation can be a significant boycotting motivator. According to Blasi and Oresick's (1985) 

analysis of self-consistency, morally responsible action is an expression of this sense of identity. 

When a person commits to a set of values, that person's identity becomes at stake if the behavior 

is inconsistent with such values (Blasi & Oresick, 1985).  

 

A yearly survey of Swede’s travel habits shows that foreign travel decreased by half a million 

trips in 2018 compared to in 2017 (Resebarometern, 2018). Just over one-fifth stated that they 

changed their travel compared to previous years, most of which made fewer trips abroad 

(Resebarometern, 2018). According to the results from the travel barometer, 32 percent of the 

respondents plan to change their travel in 2019, because of environmental reasons and 19 

percent plan to travel more by train (Resebarometern, 2018). The results from the reports 

implies that people are re-evaluating air travel and are considering to fly less.   

 

The previous empirical research on reasons to participate in boycotts and the newly released 

statistics of people’s changed travel habits provide support for the proposal that the overall 

legitimacy evaluation of leisure air travel may influence intention to stop flying, i.e., boycott 

flying.  

 

Thus, the following hypothesis is proposed: 

H1. The lower an individual’s evaluation of leisure air travel legitimacy, the higher his or her 

intention to boycott. 

 

3.1.2 Actual Reduced Flying  

The theory of planned behavior model is a powerful and predictive model for explaining human 

behavior. The theory behind the model is an extension of the Theory of Reasoned Action (TRA) 

(Fishbein & Ajzen,1975; Ajzen & Fishbein, 1980). The theory implies a general rule, that the 

more favorable the attitude towards a behavior and a subjective norm, and the higher the 

perceived behavioral control, the stronger a person's intention to perform the behavior is.  
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Morten, Gatersleben, and Jessop's (2018) study used the theory of planned behavior to find 

predictors of intentions to reduce the number of flights. They (Morten et al., 2018) found that 

individuals who held more positive attitudes towards reducing their aviation and believed that 

others would want them to engage in this behavior were more likely to intend to reduce the 

number of flights taken. The finding is in line with previous research of the Theory of 

Planned Behavior connected to other environmental behaviors, such as household recycling 

(Terry, Hogg, & White, 1999), car usage (Gardner & Abraham, 2010) and environmental 

activism (Fielding, McDonald, & Louis, 2008). 

 

The previous empirical findings provide support for the proposal that boycott intention may 

influence an individual’s actual reduction of flying. In line with the theory of planned behavior, 

it can be argued that people scoring high on boycott intention are more likely to have reduced 

their flying.  

 

Thus, the following hypothesis is proposed: 

H2. An individual's actual reduction of leisure air travel is positively related to his or her 

intention to boycott leisure air travel. 

 

3.1.3 Word of mouth 

One of the most widely accepted notions in consumer behavior is that word of mouth (WOM) 

communication plays a vital role in shaping consumers' attitudes and behaviors. Because of the 

intangibility and experiential nature of services, empirical studies show that customers are even 

more likely to rely on these interpersonal communications, known as word of mouth, in service 

contexts (Murray 1991; Zeithaml, Berry, & Parasuraman, 1993). In services marketing, authors 

describe WOM as "a dominant force in the marketplace" (Mangold, Miller, & Brockway, 1999, 

p.73) and the "ultimate test of the customer's relationship" (Bendapudi & Berry 1997, p. 30). 

Arndt (1967) defined word of mouth as “oral, person-to-person communication between a 

perceived non-commercial communicator and a receiver concerning a brand, a product, or a 

service offered for sale” (p. 190). 

 

Research shows that customers with extreme levels of satisfaction or dissatisfaction are more 

likely to share experiences than customers with neutral opinions (Anderson, 1998). Thus, the 

empirical findings provide support for the proposal that an individual’s evaluation of overall 
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judgment of leisure air travel may influence an individual’s willingness to engage in word of 

mouth.  

 

Thus, the following hypothesis is proposed: 

 H 3. The lower an individual’s evaluation of leisure air travel legitimacy, the lower his or her 

intention to engage in WOM.  

 

3.1.4 Shame 

Shame is a negative self-conscious emotion, experienced when a person has a negative 

perception of some aspect of the core self (Tracy, Robins, & Tangney, 2007). The feeling is 

often evoked when a core aspect of the self is judged as imperfect, inferior or inadequate 

(Gilbert, 1997; Tangney, 1995). Shame is viewed as a somewhat public emotion because it is 

often provoked by the recognition that others consider one’s self defects (Schott, 1979). 

 

Shame and guilt are commonly used to describe the same feeling. Niedenthal, Tangney, and 

Gavanski (1994) found that shame is more egocentric-oriented whereas guilt is more other-

oriented.  A person experiencing guilt is focusing on bad behavior, rather than a bad self. Thus, 

guilt relates to a specific behavior.  On the other hand, shame involves a focus on the self and 

is more concerned with other's evaluation of the self (Tangney & Dearing, 2002). However, 

shame is considered to be more painful since one's core self—not just one's behavior—is at 

stake. Shame leads typically to feelings of worthlessness and inadequacy, and individuals feel 

flawed (Tangney & Dearing, 2002). 

 

As mentioned, shame also involves a sense of exposure. Although shame does not necessarily 

involve an actual observing audience, the feeling often involves considering how the self might 

look to others. Because of this, people experiencing shame often want to hide from others or 

remove themselves from any interpersonal situation that may cause this experience (Tracy et 

al., 2007). On the contrary, guilt motivates a desire to repair, to confess, apologize, or make 

amends. Accordingly, the motivational components of shame stand in sharp contrast to those 

of guilt.  

 

As mentioned before, the word "fly shame" has been trending in Sweden. The word has no 

formal definition but implies that people experience the feeling of shame when flying because 

they perceive it is as a bad act. As elaborated upon earlier in the Literature Review, some people 
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are suggested to re-asses the legitimacy of leisure air travel. Hence, air travel can no longer be 

perceived to be a social standard implicating that people might experience shame connected to 

it, as they might perceive the self and the social standard to be significant.  

 

 The previous empirical findings provide support for the proposal that the feeling of shame can 

be predicted by an individual’s evaluation of leisure air travel.   

 

Thus, the following hypothesis is proposed: 

H4. The lower an individual’s overall leisure air travel legitimacy evaluation, the stronger his 

or her feeling of shame connected to leisure air travel. 

 

3.2 Antecedents of legitimacy evaluations 

3.2.1 Openness to change 

Various authors have highlighted how people tend to seek out, select, and get involved in 

situations and life experiences that are congruent with their personality (Caspi & Bem, 1990; 

Wille & De Fruyt, 2014). It seems to be true even in the tourism domain, where some 

personality traits have shown to be related to tourist choices.  

 

One of the earliest approaches to the study of personality and tourism is Plog’s psychographic 

model (1987, 1991). Plog (1974) was among the first to use the concept of personality to 

understand people's tourist destination selection of those who fly and those who do not fly, 

arguing that non-flyers are more fearful individuals who also are non-adventuresome in other 

areas of lives and also tend to travel less in general.  Plog has done several different studies and 

identified different personality types on a continuum from psychocentrics; who tend to be more 

nervous, non-adventurous and traveled less frequently, to allocentric or venturers; who travel 

extensively and tend to be adventurous and more spontaneous in their tourism choices (Plog, 

1995).  

 

Further, personal values have shown to predict travel style. Research made on a sample of 

tourists in Arizona examined the relationship between the List of Values (LOV) and Plog's 

traveler personality type scale and found that personal values were significantly related 

to traveler personality type (Madrigal, 1995). Personal values are generally described as 

relatively stable broad life goals that guide people’s perception, judgments, and behavior 
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(Rokeach, 1973; Schwartz, 1992). Values are considered to be organized in personal hierarchies 

of importance, implying that different people consider some values to be more critical than 

others.  

 

The most widely used model of values is Schwartz's (1992) Value Theory that identifies ten 

broad values based on the motivations underlying them. The theory concerns the fundamental 

values that people in all cultures recognize. It suggests that there is a universal organization of 

human motivations, across culturally diverse groups. The values are grouped into four higher 

order types of values organized on bipolar dimensions: self-enhancement versus self-

transcendence, and openness to change versus conservation (Schwartz, 1992).  

 

One of the ten fundamental values, openness to change consists of three values: self-direction, 

stimulation, and hedonism. The value of self-direction is characterized by the goals of 

independent thoughts, freedom, curiosity and exploring. The value of stimulation is 

characterized by excitement, challenges in life and novelty, and an aim for an exciting and 

varied life. Hedonism is valuing pleasure, self-indulgent and gratification for oneself. Thus, the 

need for stimulation and the self-centered character of hedonism and self-direction propose that 

an individual's level of openness to change is positively related to his or her evaluation of leisure 

air travel.   

 

Based on these empirical findings, it is suggested that values related to openness to change 

(self-direction, stimulation, and hedonism) may predict an individual's need to go traveling.  It 

can be expected that people who score high on the value openness to change will have a greater 

desire to go on holidays that involve air travel and will accordingly be more likely to evaluate 

leisure air travel as legitimate.   

 

Thus, the following hypothesis is proposed: 

H5. The higher an individual’s level of openness to change, the higher his or her evaluation of 

leisure air travel legitimacy. 

 

3.2.2 Perceived Consumer Effectiveness 

People’s perceptions of control are essential to how people perceive and respond to the threat 

of climate change (Hornsey, Fielding, McStay, Reser, Bradley, & Greenaway, 2015). Before, 

the literature on coping with individual-level threats like health messages and diagnoses of 
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illness have dominated, but the control landscape of climate change is unusually complex since 

climate change is a global threat that requires responses from society, governments and science 

(Hornsey et al., 2015).  

 

Climate change can be hard to cope with since there is a lack of certainty whether the crisis can 

be mitigated. Gifford et al. (2009) explain why pessimism might exist on this front. Even if 

carbon emissions will be reduced, it could be too late to avoid negative consequences, since we 

are already approaching a tipping point (IPCC, 2007; Mora et al., 2013). Further, climate 

change not only requires a coordinated effort from billions of individuals but also involves 

governments and corporations' actions. Therefore, people might question if their efforts can 

make an impact for the better (Hornsey et al., 2015).  

 

The degree to which consumers believe that their actions can make a difference in the solution 

to a problem is called Perceived Consumer Effectiveness (PCE). Perceived consumer 

effectiveness is defined as a domain-specific belief, related to the concept of perceived 

behavioral control, which has been studied by theorists in the areas of learned helplessness, 

locus of control, and perceived control (Rothbaum, Weisz, & Snyder, 1982).  

 

The level of perceived consumer effectiveness that people experience has shown to predict 

various conscious and pro-environmental consumer behaviors. For example, it can predict the 

use of energy saving products and engagement in recycling (Lee and Holden, 1999). It has also 

shown to be a predictor of green buying behavior including buying sustainable products 

(Vermeir & Verbeke, 2006), organic food (Verhoef, 2005) and green products (Kim & Choi, 

2005).  

 

Haller and Hadler (2008) showed that people who are fatalistic regarding environmental issues 

are less willing to pay for environmental protection. Similarly, Truelove and Parks (2012) and 

Koletsou and Mancy (2011) found that people who believed that their behavior could help 

mitigate climate change were more willing to engage in that behavior than those who did not. 

Thus, a person’s feeling of lack of behavioral control over performing a behavior has shown to 

reduce behavioral intentions. The same assumption seems to apply when it comes to people’s 

flying. Two studies (Kroesen, 2012; McKercher et al., 2010) found that people who, despite 

their climate change concern, continued to fly when going on holiday tended to have fatalistic 

views about climate change.  
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The empirical findings provide support for the proposal that perceived consumer effectiveness 

might influence behavior such as travel choices. Therefore, it can be argued that people scoring 

high on perceived consumer effectiveness perceive leisure air travel as less legitimate, due to 

their beliefs about their action’s positive impact.  

 

Thus, the following hypothesis is proposed: 

H6. The higher an individual’s perceived consumer effectiveness, the lower his or her 

evaluation of leisure air travel legitimacy 

 

3.2.3 Validity cues 

The collective level of legitimacy is termed validity (Tost, 2011). Thus, following Tost’s (2011) 

definition of individual legitimacy, validity cues, which refers to the influence by friends and 

families on the individual's legitimacy evaluation, should not be included. Though, some 

researchers approach the matter of external influences on induvial legitimacy differently. Finch 

et al. (2015) conceptualize legitimacy as an attitude influenced by an individual's personal 

beliefs and consist of global values and domain-specific beliefs (Rokeach, 1968; Vinson, Scott, 

& Lamont, 1977). Their research on an individual's legitimacy of oil sands is based on the 

value-attitude system of Vinson et al. (1977) that maintains that the individual's external 

environment will influence their values and attitudes toward a subject or entity.  

 

Several studies have focused on how friends and families impact travel decisions. Beiger and 

Laesser’s (2004) study found that word of mouth from friends and relatives was the most 

commonly used information source before the travel decision was made. Kozak (2010) 

observed that different members of a household are typically jointly involved in travel 

decisions, with specific dynamics dependent upon power relations among family members. 

Although families may be seen as a ‘decision-making unit’, family members seek information 

and may employ influencing strategies to negotiate disagreements (Bronner & de Hoog, 2008). 

Insight into how travel decisions are made within households and how family members may 

influence decision-making processes is suggested to be a crucial factor for the effectiveness of 

marketing strategies (Dimanche & Havitz, 1995; Litvin, Crotts, & Hefner, 2004).  

 

Thus, previous studies on travel behavior indicate that external factors such as friends and 

family do have an impact on travel decisions. Therefore, they may also impact the individual’s 
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perception of leisure air travel. Further, following an earlier study on individual-level 

legitimacy evaluation by Finch et al. 's. (2015),  this study will include external validity cues as 

an antecedent since this will contribute to the development of theory of individual legitimacy. 

Accordingly, this study will deviate from Tost’s (2011) view of excluding validity cues in the 

individual-level perception of legitimacy evaluations. 

 

The previous empirical findings provide support for the proposal that validity cues, i.e., friends 

and families, may influence an individual's evaluation of legitimacy dimensions of leisure air 

travel.  Thus, the following hypothesis is proposed: 

H7.  The higher an individual’s validity cues, the higher his or her evaluation of leisure air 

travel legitimacy. 

 

3.2.4 Environmental concern 

Environmental concern is nothing new. It has existed since man started changing nature to fit 

our purposes. Although, the last couple of decades, environmental problems have substantially 

evolved. Today, climate change cover wider geographical areas, the causes are becoming more 

complex, and at the same time, the solutions are getting more complicated (Stern, Young, & 

Druckman, 1992). As a consequence, the major climate challenge has caused a growing 

awareness of the problematic relationship between modern industrialized societies and the 

environment (Stern et al., 1992). Studies of environmental concern in marketing began in the 

early 1970s and is by now an established construct within the field of marketing (Stern et al., 

1992).  

 

Environmental concern represents an individual's general orientation toward the environment 

(Hines, Hungerford, & Tomera, 1987). Traditionally, young and well-educated urban people 

represented the environmental public (Arbuthnot, 1977; Weigel, 1977). However, several 

empirical investigations have indicated that demographics may not be as clearly tied as they 

were previously (Hines et al., 1987; Samdahl & Robertson, 1989). Thus, the economic and 

social diversity of this “environmental public” has widened to include people from diverse 

backgrounds. 

 

Today in Sweden, the majority describe themselves as climate conscious. In a study by about 

Swedish public's views on climate solutions, 84 percent describe themselves as climate 

conscious, which is an increase compared to 2015 (Swedish Environmental Protection Agency, 
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2018). An individual's level of environmental concern has been found to predict 

environmentally conscious behavior; ranging from recycling behavior (Arbuthnot & Ligg 1975; 

Kellgren & Wood, 1986: Simmons & Widmar, 1990) to green buying behavior (Chan, 1996; 

Donaton & Fitzgerald, 1992; Kerr, 1990; Ottman,1993; Schlossberg, 1992). Further, 

environmental concern has been found to relate to an individual's fundamental beliefs or values 

(Schultz, 2000; Stern et al. 1995) and can be determined by the individual's core value 

orientation. For example, environmental concerns are positively influenced by altruistic values 

and negatively related to egoistic values (Schultz & Zelezny, 1998).  

 

The previous empirical findings provide support for the proposal that environmental concern 

may influence environmentally conscious behavior. Further, it can be argued that people 

scoring high on environmental concern may perceive leisure air travel as less legitimate, due to 

their belief that leisure air travel is bad for the environment.  

 

Thus, the following hypothesis is proposed: 

H8. The higher an individual’s environmental concern, the lower his or her evaluation of 

leisure air travel legitimacy 

 

3.3 Legitimacy evaluations as mediators 

In this study about leisure air travel legitimacy, the nomological framework developed is used 

to determine which of the dimensions that are relevant to the individual's overall perception of 

leisure air travel legitimacy. As earlier mentioned, Tost (2011) argues that the different 

dimensions of judgment may simultaneously impact an individuals’ judgments of the 

generalized legitimacy of a social entity. However, the dimensions will most likely not equally 

influence the overall legitimacy perception.  

 

An individual's values, concerns, and external influences will influence each of the dimensions 

(moral, instrumental, relational, social and environmental legitimacy) and further impact the 

overall legitimacy (OL) of the entity, in this case, leisure air travel. Therefore, it can be 

predicted that the overall perception of leisure air travel legitimacy will be higher if the 

individual has a higher evaluation on each of the dimensions of individual-level legitimacy 

dimensions in the framework.  
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Thus, the following hypothesis is proposed: 

H9. The higher an individual’s evaluations of each of the dimensions of legitimacy, the higher 

his or her overall perception of leisure air travel legitimacy.  

 

 

 

 

Table 1. Overview of the study’s hypotheses. Source: Author’s own work 
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4 Methodology  

 

In this section, the choices made for the study's research strategy, approach, survey design, 

measurements, and sample will be outlined. 

 

4.1 Research strategy 

When conducting a research, a theoretical perspective needs to be undertaken at some point, 

depending on which perspective, deductive or indictive, the study will take. If the research will 

be deductive, the theoretical perspective is undertaken before the research occur whereas an 

indictive approach undertakes the theoretical perspective after the research (Gray, 2013). 

 

In a deductive approach, the researcher deduces hypotheses based on what is known about in a 

particular domain. After that, the hypotheses are empirically tested. As the hypotheses often 

consist of concepts that are translated into researchable entities, the researchers must both 

deduce a hypothesis and translate it into operational terms (Bryman, 2012). The last step of the 

deductive process includes induction as the researchers infer the implication of the findings of 

the theory (Bryman, 2012). The inductive approach entails another relationship between theory 

and research as the theory works as the outcome of the research. Thus, the observations 

resulting from the inductive approach result in generalizable implications (Bryman, 2012). The 

deductive approach is usually associated with quantitative research whereas the inductive 

approach of linking data and theory is typically associated with qualitative research (Bryman, 

2012). As this study will rely on existing theory and concepts to test relationships by 

formulating hypotheses, it is deemed appropriate for the study to use a deductive approach and 

quantitative research. 

 

Moreover, when conducting research, the issue of epistemological stance needs to be 

considered. An epistemological issue handles the question of what is regarded as acceptable 

knowledge in a discipline. The epistemological position called positivism stems from natural 

science and advocates that the social world should be studied according to the same principles 

and procedures as natural science (Bryman, 2012). Positivism argues that the purpose of theory 

is to generate hypotheses that should be tested and, in that way, allow explanations (Bryman, 

2012). Thus, the position adheres to the principle of deductivism. 
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The contrasting position to positivism is called interpretivism. Interpretivists highlight the 

subjective meaning of social action and the differences between people and the objects of the 

natural sciences (Bryman, 2012). The positivist approach puts emphasis on the explanation of 

human behavior, and the interpretivist emphasizes the understanding of human behavior and is 

concerned with the empathic understanding of human action (Bryman, 2012).  Social ontology 

is concerned with the nature of social entities and deals with the question of whether entities 

can be considered objective entities whose reality is external to social actors, or if they should 

be considered social constructions that are built up from the social actors’ perceptions.  The 

position that social phenomena are independent of social actors is referred to as Objectivism, 

and the position that social phenomena are produced through social interaction is called 

Constructionism (Bryman, 2012). 

 

This study will try to explain an individual's legitimacy judgment of leisure air travel based on 

consumer behavior and theories of legitimacy. Thus, the study takes an external viewpoint of 

social reality, and is perceived as positivist and adapts an objectivist position. 

 

4.1.1 Quantitative vs qualitative  

To determine the quantitative or qualitative research, researchers often base their decision on 

their epistemological foundations (Bryman, 2012). The qualitative research usually emphasizes 

words rather than quantification in the collection and analysis of data and often entails an 

inductive approach to where the emphasis is placed on the generation of theories (Bryman, 

2012). Qualitative research has rejected the practices and norms of the natural science model 

of positivism and instead emphasize the individual's interpretation of the social world (Bryman, 

2012). Thus, the qualitative research views the social reality as a continually shifting emergent 

property of individuals' creation.   

 

The quantitative research usually emphasizes quantification in the data and often entails a 

deductive approach where the emphasis is placed on the testing of theories (Bryman, 2012). 

Quantitative research has integrated the practices of the natural scientific model and positivism 

in particular (Bryman, 2012). Thus, in line with this study, the quantitative research views the 

social reality as an external, objective reality. 

 

With regards to the deductive and positivists foundation of this study's objectives, this study 

will be quantitative, thus it will follow procedures and design connected to that discipline. 
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4.2 Research design 

The research design provides the framework and works as a guiding structure for the collection 

and analysis of data. The research design used for this study is cross-sectional design as the 

evaluation of the cross-sectional design has drawn on criteria associated with the quantitative 

research strategy (Bryman, 2012).   

 

The cross-sectional design is often called ‘survey design’ although many other research 

methods, such as structured observation and content analysis is included (Bryman, 2012). 

However, this study will entail a survey design.   

 

In survey research, data are mainly collected by questionnaires or by structured interviews, 

using more than one case. For comparability and reliability, the collection should happen at a 

single point in time (Bryman, 2012). Further, to collect quantitative data, two or more variables 

need to be examined in order to detect patterns of association. In survey research, reliability 

and measurement validity is of great importance for the quality of the measurements of the 

concept that is of focus in the study (Bryman, 2012). 

 

To use a questionnaire is one of the most popular data gathering tools (Gray, 2013). The 

advantages of questionnaires are the relatively low cost in terms of both money and time. 

Further, the data inflow is quick and can be distributed to many people, who can respond to the 

questionnaire at a time and place that suits them (Gillham, 2007).   

 

4.2.1 Questionnaire design 

A questionnaire is a data gathering tool where people respond to the same set of questions, in a 

pre-determined order (Gray, 2013). The questionnaire of this study was thoughtfully designed 

in order to secure the response rate, as well as to make sure the respondents understood the 

questions correctly. Contrary to interview schedules, questions that appear to be ineffective 

cannot be modified, as surveys are a "one-shot" attempt at data gathering (Gray, 2013). Thus, 

the accuracy, unambiguousness, and simplicity of the survey design was of great consideration 

before conducting the survey. 
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The survey initially started with instructions and a brief presentation of the issue aimed at 

investigating. Additionally, a clarifying definition of the term “Leisure Air Travel” was 

presented to ensure that all respondents understood the term similarly. The definition used to 

describe leisure air travel in this study was: to travel by air to a destination (domestic or 

international) for recreational, sightseeing, relaxing or other experiential purposes.  In 

accordance with Gillham (2007), the questionnaire was aimed to be as short as the 

circumstances allowed, to ensure that the return rate was not unpleasantly affected.  

 

The first questions were easy to answer. Question 1-4 was about the respondents' age, 

nationality, (to ensure only Swedes were participating) and gender. To get an understanding of 

the participants flying habits, the respondents also had to declare how many leisure air travel 

trips they went on the last year. Question 5 was a set of question handling openness to 

experience. The questions about OPT were included in the first part of the study since they were 

considered to be easy questions suitable to get the respondents a bit warmed up. Question 6-11 

was about the legitimacy of leisure air travel where the respondents got three items of each 

dimension: instrumental, relational, moral, social, environmental and overall legitimacy. The 

respondents were asked to indicate to what extent he/she agreed on each item on a 7-point Likert 

scale.   

 

Then followed a question, question 7, about flying habits. The respondents were to fill out to 

which extent one had reduced one's leisure air traveling in 2018. In question 8 and 9, the 

participants were to take a stand for each of four items about word of mouth engagement and 

four items considering validity cues; to what extent friends and family influence one's leisure 

air travel choices. 

 

The following question; question 10, the respondents were to rank on a 7-point Likert scale: 

"How would Leisure air travel make you feel?". The three items; embarrassing, shameful and 

humiliated were all related to the feeling of shame. Question 11 was about boycott intention 

and participants were asked to fill out if they have considered to boycott or keep boycott leisure 

air travel, all travel or a certain type of air travel. The last two questions, question 12 and 13, 

were about perceived consumer effectiveness and environmental concern. The items regarding 

these antecedents were the most extensive ones. For example, when evaluating perceived 

consumer effectiveness, the respondents got to choose to which degree they agreed on an item 

such as: “The conservation efforts of one person are useless as long as other people refuse to 
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conserve." For environmental concern, the respondents had to rate items such as: "The balance 

of nature is strong enough to cope with the impacts of modern industrial nations." 

 

4.3 Measurements 

The majority of scales used in the research were derived from already existing scales, 

previously developed and used by academic scholars. It was done to make sure the scales used 

for measuring the concepts were valid and had internal consistency and reliability. In cases 

where no suitable existing scale could be found, items were carefully developed to cover the 

particular construct. 

 

4.3.1 Shame 

The measurement for anticipated shame was adapted by Richins (1997). The paper reviews the 

emotion measures currently used in consumer research and the theories on which they are 

based. The paper includes studies in the emotions which culminates in the Consumption 

Emotion Set (CES) - a set of descriptors that represents the range of emotions consumers most 

frequently experience in consumption situations.  

 

The set of emotions has been commonly used in marketing and brand studies investigating and 

measuring customer emotions and behavior. The CES includes emotions such as anger, worry, 

fear, love whereas shame also is included. Thus, the measurement used in CES for explaining 

shame is adapted in this study. The respondents were to answer a 7-point Likert scale to what 

extent leisure air travel would make them feel: embarrassed, ashamed and humiliated. The scale 

is ranging from “Not at all” to “Strongly."   

 

4.3.2 Openness to change 

The items used to measure openness to change were adopted by Stern, Dietz, & Guagnano 

(1998). The authors developed a brief scale based on Schwartz's 56-item instrument measuring 

the structure and content of human values. The brief inventory consists of four 3-item scales, 

measuring the major clusters depicted from Schwartz called Self-Transcendence, Self-

Enhancement, Openness to Change, and Conservation values. The measurements show 

acceptable reliability in two studies of pro-environmental attitudes and actions, and the brief 

inventory showed to predict those indicators nearly as well as longer ones.  
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With regard to the scope of this study, the brief inventory’s scale for Openness to Change (self-

direction, stimulation and hedonistic values) was used. The scale included three items and a 7-

point Likert scale to estimate how each item worked as a guiding principle in their life, such as: 

"To have an exciting life, stimulating experiences." 

 

4.3.3 Environmental concern 

Items from the New Environmental Paradigm was adapted to measure environmental concern. 

Dunlap and Van Liere's (1978) New Environmental Paradigm (NEP) Scale is a widely used 

measure of pro-environmental orientation (Dunlap, Van Liere, Mertig, & Jones, 2000). The 

revised NEP Scale has improved the scale by including a broader range on facets of an 

ecological world view, consist of a balanced set of pro and anti-NEP items and avoids outdated 

terminology. The new scale, called the New Ecological Paradigm Scale, consists of 15 items. 

Thus, for the sake of the length of the survey, the study only included five items. (Dunlap et al., 

2000) 

 

Three of the items used were anti-NEP items, and two of the items were pro-NEP items. 

The respondents got to respond to five items and estimate each of them on a 7-point Likert scale 

to what extent they agree on issues such as: “The so-called “climate crisis” facing humankind 

has been greatly exaggerated. *" 

 

4.3.4 Perceived Consumer Effectiveness 

Items from two different measurement scale were adopted to measure the concept of 

perceived consumer effectiveness. The two first items “There is not much that any one 

individual can do about the environment” and “The conservation efforts of one person are 

useless as long as other people refuse to conserve” were adopted from Ellen, Wiener, & 

Cobb-Walgren’s, (1991) study on individual behaviors for which the original PCE construct 

would be an essential influence.  

 

The last two items were adopted from Klein et al. 's (2004) measurement on boycott intention. 

The two items were adapted from the sub-category of “the desire to make a difference” as the 

motivation to boycott has shown to be influenced by perceived consumer effectiveness (Smith 

1990). Thus, the two items were regarded as appropriate to be included to measure PCE. The 

respondents got to respond to four items and estimate each of them on a 7-point Likert scale to 
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what extent they agree on issues such as: “Everyone should reduce their leisure air travel 

because every contribution, no matter how small, is important." 

 

4.3.5 Boycott 

Three items were used to measure the boycott intention of leisure air travel. The first one was 

"I have considered boycotting leisure air travel," to see if the respondents ever thought of the 

possibility to quit flying. For the two other items, inspiration was taken from Farah and 

Newman (2010) that measured respondents’ intentions to participate or continue to participate 

in a boycott of American products by asking: I intend to start/keep on boycotting conventional 

American products”.  

 

 The item from Farah and Newman (2010) was adapted to the study of leisure air travel and 

resulted in two items: “I intend to start/keep on boycotting all types of leisure air travel” and “I 

intend to start/keep on boycotting certain types of leisure air travel (for example domestic, 

European, long-haul)” 

 

4.3.6 Actual Reduced Flying 

In order to see if the boycott intention of leisure air travel overlapped with actual reduction, the 

construct of actually reduced flying was incorporated. Only one item was included to measure 

this: “During 2018, I have leisure air traveled less than before”. The respondents were to 

indicate on a 7-point Likert scale to which extent they agreed on the statement.  

 

4.3.7 Validity cues 

Bearing in mind that individuals often go leisure air travel with friends and family, and the fact 

that they seemed to influence the travel decisions (Beiger & Laesser, 2004; Bronner & de Hoog, 

2008; Kozak, 2010) it is suggested to be of relevance to measure how the friends and families 

influence on the individual’s evaluation of leisure air travel legitimacy. Thus, the measures 

aimed to determine to what extent friends and families' attitudes and opinions influence the 

individual evaluation of leisure air travel.  

 

The respondents were to answer four items on a 7-point Likert scale: “My family has a positive 

attitude towards leisure air travel." “My friends have a positive attitude towards leisure air 
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travel." "My family influences my leisure air travel choices." "My friends influence my leisure 

air travel choice." 

 

4.3.8 Word of mouth 

To understand an individual's willingness to talk positively about leisure air travel to other 

people, a scale measuring word of mouth was adapted by Kock, Josiassen and Assaf, (2016) 

which initially adapted the scale from Arnett, German, and Hunt (2003).  Kock et al. (2016) 

used the scale in the context of individuals mental representations about tourist destinations and 

how it affects their intentions. 

 

The scale was adjusted to the context of leisure air travel and resulted in the following four 

statements:” I talk up air travel as a way of leisure travel transportation." "I bring up air travel 

in a positive way in conversations about leisure travel transportation." "In social situations, I 

often speak favorably about leisure air travel." "I recommend air travel as a mean of 

transportation to other people when asked." 

 

4.4 Scales for mediating constructs 

So far, there has only been limited attempts to measure individual-level legitimacy. Thus there 

are very few scale options to adapt for the measuring of the mediating constructs of this study. 

This study uses Kock and Josiassen (forthcoming) scales for measuring individual-level 

legitimacy perception for each of the following dimensions: instrumental, moral, relational, 

social, environmental and overall legitimacy. All dimensions were measured using a 7-point 

Likert scale.  

 

4.4.1 Instrumental Legitimacy 

To measure the individual’s instrumental perception (the convenience and efficiency) of going 

Leisure Air Travel, Kock and Josiassen’s pragmatic legitimacy scale (forthcoming) was 

adopted. The pragmatic scale of Kock and Josiassen (forthcoming) was considered to be 

appropriate since the two dimensions were considered to be very similar (Tost, 2011).  The 

items included: “Leisure air travel provides me with benefits I don’t want to miss." “Leisure air 

travel gives me advantages that are important for me."  “Leisure air travel satisfy my needs. 
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4.4.2 Relational Legitimacy 

A three items scale was used to measure the individual's relational perception of going leisure 

air travel.  As the relational, dimensional scale was not included in Kock and Josiassen 

(forthcoming) work, the items were developed by the author. The items were carefully 

developed based on the relational benefits that leisure air travel can be suggested to provide. 

The items included: “Leisure air travel strengthens friendships” - "Leisure air travel strengthens 

social identity." "Leisure air travel brings people from different cultures together." 

 

4.4.3 Moral Legitimacy 

To measure the individual’s moral perception of going leisure air travel, Kock and Josiassen 

(forthcoming) moral legitimacy scale was adopted. The moral scale was adapted to evaluate if 

an individual's perception of leisure air travel is consistent with their moral principles and 

altruistic motivations. The four items adapted were: “Leisure air travel adheres to accepted 

values" – "Leisure air travel is immoral.*." "Leisure air travel is ethical." "Leisure air travel 

conflicts with moral standards*." 

 

4.4.4 Environmental Legitimacy  

To measure the individual’s environmental perception of going leisure air travel, Kock and 

Josiassen (forthcoming) environmental legitimacy scale worked as an inspiration for the 

development of the scale. Three of the original items from Kock and Josiassen (forthcoming) 

scale was modified by the author to suit the context of leisure air travel. Thus, the environmental 

scale was adapted to evaluate if an individual's perception of leisure air travel is consistent with 

their belief about leisure air travel’s effects on the environment. The four items adapted were: 

“Leisure air travel has a negative impact on the environment*" "Leisure air travel pollutes the 

environment*." "Leisure air travel can harm the environment*." "Leisure air travel is 

environmentally friendly." 

 

4.4.5 Social Legitimacy 

To measure the individual’s social perception of going leisure air travel, Kock and Josiassen 

(forthcoming) social legitimacy scale was adopted. The environmental scale was adapted to 

evaluate if an individual's perception of leisure air travel is consistent with their belief about 

leisure air travel’s effects on society. The four items adapted were: “Leisure air travel is a 
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socially responsible act” - "Leisure air travel contributes to society." "Leisure air travel has the 

interest of society in mind." "Leisure air travel does not fulfill its social responsibilities.” * 

 

4.4.6 Overall 

In addition to investigating each of the dimensions that underlie and individual-level legitimacy 

judgment, an overall scale was adapted by Kock and Josiassen (forthcoming). The 3-item scale 

was adapted to reveal whether individuals find Leisure Air Travel to be legitimate in a general 

sense. The three items adapted were: “Leisure air travel is socially accepted."- "Leisure air 

travel is legitimate." "Leisure air travel is an appropriate choice." 

 

4.5 Sampling  

The data were gathered through a questionnaire that was distributed online, using a survey tool 

called SurveyXact. The survey was sent out to the author's friends, family, and network on 

social channels and spread through family's job networks. 

 

The sampling can be considered to be a non-probability sampling. The good practice of 

sampling is strongly associated with random or probability sampling. However, relatively much 

research is based on non-probability samples (Gray, 2013). A reason for using a non-probability 

sample is often due to time and cost involved in securing a probability sample (Gray, 2013). 

Since the survey was sent out to family and friends the sample is considered to be a convenience 

sample, this will be further discussed in Limitations. 

 

The only term for participating in the survey was the requirement to be Swedish. Thus, the 

scope of the study included all ages and both genders. Humphreys and LaTour (2013) and 

Weber (1978) argue that active consumers, as well as people not actively partaking in an 

industry, creates the generalized sense of appropriateness of an industry's legitimacy. In line 

with this, everyone regardless of the respondent's activity and experience of leisure air traveling 

could participate in the study. 

 

The survey was sent out to 357 respondents. Among the distributed surveys, 29 % was not 

attempted at all, 12% was partially finished. Out of the 59% that finished the survey, ten 

responses were eliminated due to the respondents stated a different nationality than Swedish. 

Therefore, the final usable sample size ended up of being 198. Hair, Bush, and Ortinau, (2009) 
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advise a sample size of 200 as the ‘critical sample size,' and a sample of more than 400 would 

make the method ‘too sensitive’ (Hair, Anderson, Tatham, & Black, 1995). However, Hair, 

Hold, Ringle and Sarstedt (2016), suggest that 100 to 200 responses for path modeling is 

suitable when using the PLS-SEM statistical approach. Thus, the number of 198 usable 

responses can be considered to be acceptable for this study. 

 

 

Figure 3. Gender distribution of sample. Source: Data from the study’s survey. 

 

Figure 4. Age distribution of sample. Source: Data from the study’s survey. 

Figure 3 shows the distribution between men and women which is considered to be reasonably 

acceptable since the survey respondents are almost equally distributed between the genders. 

However, with 59% of the respondents being female, it should be noted that there is a slight 

majority of women in the sample.   

 

Figure 4 show the age groups of the respondents. The distribution is skewed towards 

respondents between 18 – 30 years old and 46 – 64 years old. The result is most likely explained 

as a convenience sample as the author's age group, as well as the author's parent’s age group, 

are represented by a majority. Thus, the sample cannot be considered to be age representative.  
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5 Result 

 

5.1 Partial Least Squares Structural Equation Modelling 

This study used the Partial Least Squares Structural Equation Modelling (PLS-SEM) to analyze 

the data. Structural equation modeling allows the researcher to test theories and concepts. The 

model has almost become a standard for marketing research (Babin, Hair, & Boles, 2008; 

Bagozzi, 1994; Hulland, 1999). SEM is suitable when measuring latent variables and testing 

relationships between latent variables on a theoretical level (Bollen, 1989).   

 

When using SEM, one can choose between two different methods: covariance-based techniques 

(CB-SEM) or variance-based partial least squares (PLS-SEM). Past research in marketing has 

primarily used CB-SEM, but PLS-SEM has recently expanded due to its distinctive 

methodological features (Henseler, Ringle, & Sinkovics, 2009). PLS-SEM maximizes the 

explained variance of the endogenous latent variables by estimating partial model relationships 

in an iterative sequence of ordinary least squares (OLS) regressions. PLS-SEM estimates latent 

variable scores as exact linear combinations of their associated manifest variables (Fornell & 

Bookstein, 1982) and treats them as perfect substitutes for the manifest variables. In that way, 

the model captures the variance needed for explaining the endogenous latent variables.  

 

PLS-SEM has minimum demands regarding sample size and usually achieves high levels of 

statistical power (Reinartz, Haenlein, & Henseler, 2009) since it consists of a series of OLS 

regressions. On the contrary, CB-SEM involves constraints regarding the number of 

observations and small sample sizes which can lead to biased statistics (Hu & Bentler, 1998), 

inadmissible solutions and identification problems — especially in elaborate model set-ups 

(Chin & Newsted, 1999). Thus, PLS-SEM was deemed to be a suitable choice of method based 

on this study's prerequisites. 

 

5.1.1 The Path model 

A path model is a diagram used to visually present hypotheses and variable’s relationships when 

SEM is applied (Hair, Ringle, & Sarstedt, 2011; Hair, Celsi, Money, Samouel, & Page, 2016). 

The PLS path model consists of two elements. The structural models are called inner models 

and represent the constructs, the blue circles in Figure 5. The structural model further shows 

the path between the constructs. The other models, measurement models are called outer models 
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and display the relationships between the constructs and the indicator variables, the yellow 

rectangles in Figure 5. The indicators are also referred to as items or manifest variables. They 

are directly measured and contain raw data (Hair, Hult, Ringle, & Sarstedt, 2014). 

 

The arrows in the path model explain the relationships between the constructs and the constructs 

and their given items. Moreover, the arrows in PLS-SEM are always single-headed, thus 

representing directional relationships. The single-headed arrows are considered predictive 

relationships and can be interpreted as a causal relationship with strong theoretical support (Hair 

et al., 2014).  In accordance with Hair et al. (2014), a path model consisting of constructs of 

OPT, VC, PCE, EC and their respective items were set up in SMARTPLS3, displaying the 

relationship between the construct.   

 

As normal distribution is not required using PLS-SEM, SMARTPLS3 review the data to see if 

there is non-normal distribution. This was done by looking at the data’s excess kurtosis and 

skewness presented in program. The kurtosis shows if a distribution is overly peaked and the 

skewness show how the distribution’s symmetry of a variable (Hair et al., 2014). The data in 

SMARTPLS3 showed that the majority of the indicators (52) fall under the acceptable 

distribution range (between +1 and -1) for both kurtosis and skewness. The entire presentation 

of the study’s kurtosis and skewness can be found in Appendix B.  

 

Figure 5. Measurement model. Source: Author’s work, created in SmartPLS 
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5.2 Measurement model 

Measurement theory stipulates how the latent variables, the constructs, in a model are 

measured. There are two ways to measure the latent variables; by reflective measurement and 

formative measurement.  

 

The reflective measurement model has a long tradition in the social sciences. A reflective 

measure dictates that all indicator items are caused by the same construct meaning that 

indicators associated with a particular construct need to be highly correlated with each other 

(Hair et al., 2014). In contrast, formative measurement models are based on the assumption that 

causal indicators form the construct through linear combinations. In contrast to the reflective 

model, formative indicators are not interchangeable. Instead, each indicator for a formative 

construct captures a specific aspect of the construct’s domain (Hair et al., 2014). 

 

This study used the reflective measurement model; thus, the indicators are reflective. It means 

that the arrows point from the construct to the indicator variables, implying that the construct 

causes the measurement of the indicator variables. 

 

 The structural model estimates will not be examined until the reliability and validity of the 

constructs have been established. The assessment of reflective measurement models includes 

evaluating a model’s reliability and convergent and discriminant validity (Hair et al., 2014). It 

was done by using composite reliability, average variance extracted (AVE) and The Fornell-

Larcker criterion.  

 

5.2.1 Internal Reliability and Validity  

Cronbach's alpha is traditionally used to measure internal consistency. The test provides an 

estimate of the reliability based on the intercorrelations of the indicator variables.   

However, Cronbach’s alpha tends to be sensitive to the number of items in the scale and thus 

generally tends to underestimate the internal consistency reliability (Hair et al., 2014).  

 

As such, this study used a more conservative measure of internal consistency reliability called 

Composite Reliability. Composite reliability is generally interpreted in the same way as 

Cronbach’s alpha and varies between 0 and 1, with higher values indicating higher levels of 
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reliability. Specifically, values of 0.60 to 0.70 are acceptable in exploratory research, while in 

more advanced stages of research, values between 0.70 and 0.90 can be regarded as satisfactory 

(Hair et al., 2014). Values above 0.90 (and definitely above 0.95) are not desirable because they 

indicate that all the indicator variables are measuring the same phenomenon and are therefore 

not likely to be a valid measure of the construct (Hair et al., 2014). 

 

The extent to which a measure correlates positively with an alternative measure of the same 

construct is called convergent validity. To evaluate the convergent validity of reflective 

constructs, researchers often consider the outer loadings of the indicators and the average 

variance extracted (AVE). The average variance extracted (AVE) is defined as the grand mean 

value of the squared loadings of the indicators associated with the construct, in other words, 

AVE is equivalent to the commonality of a construct. An AVE value of less than 0.50 indicates 

that, on average, more variance remains in the error of the items than in the variance explained 

by the construct. Thus, a value above 0.50 is deemed to be accepted (Hair et al., 2014).  

 

 

 

Table 2. Cornbach’s Alpha, Composite Reliability & AVE – First test 
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The results of investigating the data's Composite Reliability and AVE using the SmartPLS tool 

are presented in Table 2. The results regarding the Composite Reliability show that VC < 0,70. 

Accordingly, it is deemed to be a bit low but can be considered acceptable in exploratory 

research. Thus, high numbers in Composite Reliability is generally desirable as it indicates 

excellent reliability. Although, a too high number is not desirable as it indicates that the items 

repeat the aspect of the phenomenon and do not add any additional information. Since FH 

construct only contain one item, the Composite Reliability will automatically become 1. In 

general, all construct of the study shows high numbers of Composite Reliability. Despite the 

exception of FH, no construct shows a number higher than 0,95, which would not be desirable.  

 

Looking at the results for the data's AVE, Table 2 shows that only two constructs; PCE (AVE 

< 0,7) and VC (AVE <0,7) does not achieve an AVE higher than 0,50. All other constructs are 

higher than 0,5 and are therefore deemed to be appropriate. 

 

The higher outer loadings need to be considered to measure the indicator reliability of a 

construct. The outer loadings indicate if the associated indicators have much in common. The 

investigation of the outer loading may also reveal more information regarding the construct that 

did not achieve pleasant numbers related to the Composite Reliability (VC) and AVE numbers 

(PCE, VC) discovered when measuring internal consistency reliability and convergent validity.  

At a minimum, the outer loadings of all indicators should be statistically significant, and the 

standard rule is that the standardized outer loadings should be 0.708 or higher. Although, 

researchers often obtain weaker outer loadings (< 0.70) in social science studies, especially 

when newly developed scales are used (Hulland, 1999).  
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Table 3. Indicator reliability, outer loadings of PCE and VC.   

 

All indicators for the antecedents and outcomes were measured. The full list of every constructs 

outer loadings can be found in Appendix B. As presented in Table 3, two constructs; PCE and 

VC have indicators with weak outer loadings, (PCE_1 < 0,07) (PCE_2 < 0,07) (VC_2 < 0,07) 

(VC_4 < 0,07). 

 

 

Table 4. Indicator reliability, outer loadings of SL, EL & EC.   

 

Additional construct appears, as seen in Table 4, to have rather weak outer loadings as well 

(SL_1 < 0,7) (SL_4 < 0.7) (EL_0.689 < 0,7) (EC_1 < 0,491). Though, rather than automatically 
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eliminating indicators that are below 0.70, researchers are suggested to carefully examine the 

removal and the possible effect on the Composite Reliability and content validity.  Indicators 

with outer loadings between 0.40 and 0.70 should be considered for removal only when deleting 

the indicator will lead to an increase in the composite reliability above the suggested threshold 

value. Because they are close to reaching 0,7 the indicators, shown in Table 4 (SL_1, SL_4, 

EL_4, EC_1) it was decided to keep the indicators in the study. 

 

As observed in Table 2, one construct falls short on the Composite Reliability (VC), and two 

constructs fall short on AVE-test (VC and PCE). Another two items of the PCE construct has 

indicators with outer loadings that do not meet the 0.7, and two items of the VC constructs also 

have indicators with outer loadings that do not meet the 0.7 thresholds, as seen in Table 3 and 

Table 4. Thus, in order to improve the quality of the measurement model, refinements of the 

PCE and VC construct were done and accordingly tested. 

 

The items showing weak outer loadings (PCE_1, PCE_2, VC_3, VC_4) were deleted from the 

construct, and the model was rerun. The results are presented in Table 5 below.  

 

 

Table 5. Cornbach’s Alpha, Composite Reliability & AVE – First test and refined run 

 

 By deleting two items of the VC construct, the Composite Reliability of VC got above the 0,7 

threshold (VC = 0,878), which result in the construct now achieved Composite Reliability. 
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Further, the AVE of the VC was improved from 0,411 to 0,784 which also is deemed to be 

acceptable. By deleting two items of PCE construct, the AVE of PCE improved from 0,477 to 

0,837 which further makes the construct acceptable in terms of convergent validity. 

 

By deleting two items each in two of the antecedent constructs (VC and PCE), the test showed 

that the convergent validity and internal reliability had improved and was deemed to be 

acceptable for this study. Consequently, the discriminant validity of the model can now be 

tested.   

 

5.2.2 Discriminant validity  

The Fornell-Larcker criterion is the approach to assess discriminant validity in this study. The 

criterion compares the square root of the AVE values with the latent variable correlations. When 

evaluating the criterion, the square root of each construct’s AVE should be greater than its 

highest correlation with any other construct (Hair et al., 2014). The logic of this method is based 

on the notion that a construct should share more variance with its associated indicators than 

with any other construct. 

 

As shown in Table 6, each construct's AVE is higher than its correlation with any other 

constructs, indicating that each construct is deemed to be valid when put in comparison with 

the other constructs. Thus, no refinements or reassessments of the data was needed. 

 

 

Table 6. Fornell-Larcker criterion test 
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5.2.3 Structural model 

When the construct measures are considered to be reliable and valid, the structural model can 

be assessed. It entails examining the model's predictive abilities and the relationships between 

the constructs. The structural models' relationships represent the hypothesizes relationships 

between the constructs. 

 

By looking at the path coefficients among a construct, one can determine if a relationship is 

positive or negative. The path coefficients have standardized values between –1 and +1, 

meaning that a path coefficient close to +1 represents a strong positive relationship and vice 

versa (Hair et al., 2014). The closer the coefficients are to 0, the weaker the relationships are.  

 

Before evaluating the relationship between the construct, the significance of the relationship of 

each construct needs to be looked into. As in most research, this study uses p- values to assess 

the significance levels of the constructs. In marketing, researchers usually accept a significance 

level of 5%, implying that the p-value must be smaller than 0.05 to be able to conclude that the 

relationship is significant (Hair et al., 2014). By executing a Bootstrap function on Smart PLS3, 

it is possible to determine the standard error and the standard deviation of the estimated 

coefficients. The result of this procedure is presented in Appendix F. 

 

5.3 Evaluation of the Hypotheses  

As the significance of the constructs has been calculated, the hypotheses will be evaluated and 

tested. The hypotheses will either be supported or rejected based on the coefficients and the 

significances. The results for each latent variable will be presented in Table 8 below and further 

explained.  
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Table 8. Hypotheses support or rejection overview, H1 – H4. 

 

H1.  The path from overall leisure air travel legitimacy (-0,575, p < 0.05) to boycott intention 

was highly significant and negative. Thus, the findings are fully supported, implicating that an 

individual’s evaluation of leisure air travel is negatively correlated with his/her Intention to 

boycott leisure air travel.  

 

H2. The path from boycott intention (0,364, p < 0.05) to actually reduced flying was highly 

significant and positive. Thus, the findings are fully supported, implicating that an individual’s 

boycott intention is positively correlated with his/her actual reduced flying.  

 

H3.  The path from overall leisure air travel legitimacy (0,666, p < 0.05) to word of mouth was 

highly significant and positive. Thus, the findings are fully supported, implicating that an 

individual’s evaluation of leisure air travel is positively correlated with his/her intention to 

engage in word of mouth.  
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H4.  The path from overall legitimacy (-0,599, p < 0.05) to shame was highly significant and 

negative. Thus, the findings are fully supported, implicating that an individual’s evaluation of 

leisure air travel is negatively correlated with his/her feeling of shame.  

 

 

 

Table 9. Hypotheses support or rejection overview, H5 – H9. 

H5.  The paths from instrumental (0,223, p < 0.05), relational (0,397, p < 0.05) and social 

(0,132, p < 0.05) legitimacy dimensions to openness to change are significant and positive. The 

path from the moral legitimacy (0,101, p > 0.05) to openness to change is positive but not 

significant. The path from environmental legitimacy (-0,017, p > 0.05) l to openness to change 

is negative and not significant.  
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H6.  The paths from moral (-0,284, p < 0.05), instrumental (-0,247, p < 0.05), environmental 

(-0,249, p < 0.05) and social (-0,244, p < 0.05) legitimacy dimensions to perceived consumer 

effectiveness were negative and significant, thus supported. The path from relational legitimacy 

(0,073, p > 0.05) was positive and not statistically significant, thus rejected.  

 

H7.  The paths from moral (0,352, p < 0.05), instrumental (0,397, p < 0.05), relational (0,468, 

p < 0.05) and social (0,368, p < 0.05) legitimacy dimensions to validity cues were positive and 

significant, thus supported. The path from environmental legitimacy (0,02, p > 0.05) was 

negative and not statistically significant, thus rejected.  

 

H8. The paths from moral (-0,154, p < 0.05), environmental (-0,446, p < 0.05) and social (-

0,187, p < 0.05) legitimacy dimensions to environmental concern were significant and positive, 

thus supported. The path from instrumental Legitimacy (0,042, p > 0.05) to environmental 

concern was positive and not significant, thus rejected. The path from relational legitimacy (-

0,032, p > 0.05) to environmental concern was negative but not significant, thus rejected.  

 

H9.  The paths from moral (0,522, p < 0.05) and social (0,242, p < 0.05) legitimacy dimensions 

to overall leisure air travel legitimacy were significant and positive. The path from instrumental 

(0,073, p > 0.05) and relational (0,242, p > 0.05) showed moderately positive coefficients but 

were not statistically significant. Further, the path from environmental legitimacy to overall 

leisure air travel legitimacy neither showed a positive relationship or was significant.  

 

5.3.1 Structural Model Relationships Overview  

The results from the hypotheses testing are visualized in a path model presented in Figure 6 

below. The arrows represent the supported statistic relationships. The analysis of the structural 

model is finished, and the result can now further be directed to the discussion of the results. 
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Figure 6. Final structural model. Source: Author’s work created in SmartPLS 

 

6 Discussion  

As the path model coefficients and the relationships between each construct has been 

determined, the following section will be devoted to further discuss the findings. The discussion 

will initially take stand in the tested hypotheses which in turn will work as a foundation for the 

theoretical and managerial implications. 

 

This paper aims to further expand the concept of legitimacy from the individual-level 

perspective, in the context of leisure air travel. Due to the current climate change debate, it is 

suggested that people have started to re-evaluate the legitimacy of leisure air travel. The insights 

gained by evaluating an individual's current perception of leisure air travel and the predictors 

of such evaluation can be beneficial for the air travel industry as well as NGO's and 

governments concerned by climate change. The framework can either facilitate maintenance of 

the legitimacy of the air travel industry or help to guide how to reduce it in order to reduce CO2 

emissions. To get a comprehensive picture of the construct, the study evaluates both external 
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and internal factors influencing leisure air travel legitimacy. Including both internal and 

external factors is relevant for both theoretical expanding of the construct and contributes to the 

managerial implications. 

 

 

6.1 Hypothesis discussion 

 

6.1.1 Relationship Between Mediator & Outcome Constructs  

The hypotheses proposed for the two outcomes of the construct (word of mouth and boycott 

intention) were supported. Hence, boycott intention was negatively correlated with overall 

legitimacy (-0.575), indicating that the more one finds leisure air travel to be appropriate, the 

less intention one will have to stop flying. Further, overall legitimacy was positively correlated 

with word of mouth (0.667). This implies that the higher one’s evaluation of overall leisure air 

travel legitimacy, the more likely one is to engage in word-of-mouth behavior. The constructs 

show high correlation and strong significance, thus indicating a strong relationship. This result 

is of great importance for managers since word of mouth is a powerful tool for marketers. 

However, the results imply that the positive marketing effects of word of mouth will be 

jeopardized if more people start to evaluate leisure air travel as low. 

 

Since the relationship between overall legitimacy and boycott intention only measures the 

intention of a boycott, the legitimacy evaluation can just be suggested to predict behavior. 

However, to evaluate an individual's actual reduction, the relationship between boycott 

intention and actually reduced flying was tested. The relationship between people's behavioral 

intention and actual behavior showed a significance and a positive correlation (0.364). It shows 

that individuals who plan to start boycott leisure air travel already reduced their flying in 2018. 

Consequently, it can be determined in this study that people's legitimacy evaluation of leisure 

air travel predicts actual behavior. 

 

The prediction that overall legitimacy and shame (-0.599) are negatively related was supported. 

Accordingly, people that rate the legitimacy of air travel as low are likely to feel shame. 

Considering the current trending term "fly shame," this issue is a reality for air travel managers.  
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To conclude, all outcome constructs showed a strong correlation with overall legitimacy; word 

of mouth (0,666), shame (0,599) and boycott intention (-0,575). In addition, there is a positive 

but significantly lower correlation (0.364) between boycott intention and actually reduced 

flying. This can be interpreted as people are considering boycotting but have not yet made up 

their minds and changed their behavior. But the results above still suggest a strong link between 

the perception of leisure air travel legitimacy and outcome behavior, i. e. people that rate overall 

legitimacy as low are more likely to have reduced their air travel.   

 

Further, it can be noted that word of mouth (0,667) showed the strongest correlation with overall 

evaluation, followed by shame (-0,599) and boycott intention (-0,575). It implies that the 

individuals were least inclined to consider boycotting leisure air travel out of the outcomes. To 

put it in another perspective: people who rate overall legitimacy as low are very likely to have 

stopped to talk in a positive way of leisure are travel, a little less likely to feel shame when 

flying but still less inclined to boycott flying.   

 

Looking at each of the dimensions of leisure air travel legitimacy connected to overall 

legitimacy, only moral legitimacy (0,521, p>0,05) and social legitimacy (0,242 p>0,05) were 

statistically significant. Further, the moral dimension showed the strongest correlation (0,521), 

implying that moral values are the strongest predictors of an individual’s overall legitimacy 

evaluation of leisure air travel.  Instrumental (0,073. p <0,298), relational (0,091. p < 0,199) 

and environmental (-0,059. p < 271) dimensions did not reveal statistically significant 

relationships with the overall legitimacy construct. Accordingly, only two of the five 

dimensions have a significant effect on an individual's evaluation of overall leisure air travel 

legitimacy. 

 

Looking into the respondent’s responses of each dimension that did not correlate with overall 

legitimacy, one can find possible explanations of why.  When evaluating each of the 

dimension’s legitimacy (environmental, relational, instrumental), the majority of the 

respondents tended to answer quite similarly, i.e., the majority of respondents gave the same 

answers as the other respondents. However, when they were to assess the overall legitimacy 

evaluation, the responses were diversified among the respondents. This phenomenon appeared 

to be most prominent regarding the dimension of environmental legitimacy. The dimension 

showed to be evaluated as very low by almost every respondent participating in the study ( a 

mean value of 1,5 on a 7-point Likert scale, see Appendix B), but when the respondents were 
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to evaluate overall legitimacy, no clear pattern could be distinguished. People's answers were 

too mixed and randomized to show a significant relationship; thus the mean value for overall 

legitimacy was 3,3 on a 7-point Likert scale. A similar pattern was found when looking into the 

dimensions of instrumental and relational legitimacy. The majority rated both the dimensions 

as high in legitimacy, instrumental legitimacy showed a mean value of 5,3 and relational 

showed a mean value of 4,7, see Appendix B. The combination of a polarized response-set on 

each of the legitimacy dimensions and a diverse response-set when evaluating overall 

legitimacy can explain why no significant relationship between environmental, relational and 

instrumental dimensions and overall legitimacy was found. 

 

This result implies the complex and still quite fresh debate of how leisure air travel should be 

evaluated. The results further indicate that most respondents were aware of the negative 

environmental consequences, but the majority of the respondents also acknowledge the 

relational and instrumental benefits of leisure air travel. The complexity between the 

dimensions may cause people to make a random evaluation of the overall legitimacy. However, 

people that are guided by moral and socially responsible values seem to have a stronger view 

of what is right and wrong, which can explain why a pattern between the overall constructs and 

moral and social dimensions was found.  

 

6.1.2 Relationship Between Antecedents & Mediator Constructs  

None of the four hypotheses of the antecedents were fully supported by all legitimacy 

dimensions. Although, for two of the constructs; validity cues (VC) and perceived consumer 

effectiveness (PCE), four out of five dimensions were supported. Nevertheless, no construct 

was entirely rejected.  

 

Openness to change (OPT) showed positive correlations with instrumental legitimacy (0,228. 

p < 0,05), relational legitimacy (0,204. p < 0,05) and a positive but rather weak correlation with 

social legitimacy (0,132. p < 0,05). Considering the characteristics of openness to change; 

excitement, novelty and stimulation, the correlation with instrumental and relational legitimacy 

did not surprise as those dimensions consist of efficiency, friendship, and convenience which 

can be suggested to align with the characteristics of openness to change. The dimensions that 

did not show significance (moral and environmental), can be suggested to align less with the 

values of openness to change as they are based on an altruistic set of values as opposed to the 
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values of openness to change, that can be assumed to be more self-centered. These results imply 

that people with values of openness to change evaluate leisure air travel by the benefits it gives 

them (instrumental legitimacy) and the friendships it provides them (relational legitimacy) and 

the contribution it gives the society (social legitimacy). Thus, it can be suggested that people 

with high values of openness to change are motivated by self-concerned dimensions of leisure 

air travel legitimacy.   

 

Validity cues showed a positive relationship with all legitimacy dimensions, except 

environmental legitimacy. Thus, environmental legitimacy (-0,02. P > 0.05) did not show to be 

statistically significant, had a negative correlation and was accordingly rejected. The strongest 

link between validity cues and a dimension was relational (0,486. p > 0,05). It indicates that if 

the individual's friends and family hold positive views of leisure air travel, they will evaluate 

leisure air travel as strengthening and supporting relationships with friends. Hence, individuals 

tend to have the same view of leisure air travel on almost all dimensions as their friends and 

family have. The finding is line with previous research arguing that friends and families 

influence travel decisions (Beiger & Laesser, 2004; Bronner & de Hoog, 2008; Kozak, 2010). 

Thus, this result further highlights the important role that external influences play in leisure air 

travel evaluation. The only dimension not supported was the environmental dimension. 

Accordingly, what friends and family think about leisure air travel did not show to affect the 

individual’s evaluation of the environmental legitimacy of leisure air travel.  

 

For the antecedent perceived consumer effectiveness (PCE), all relationships with the 

legitimacy dimensions were negative and thus supported (moral, instrumental, environmental, 

social) except for the relational dimension (-0,051. P > 0.05), which was not statistically 

significant and was rejected. The negative relationship implies that the higher an individual’s 

PCE, the lower his or her evaluation of each of the legitimacy dimensions. Thus, an individual's 

level of PCE seems to impact four out of five dimensions of leisure air travel legitimacy. 

However, some of the correlations were shown to be rather weak; moral (-0,283. p < 0,05), 

environmental (-0,249. p < 0,05) and social (-0,244. p < 0,05). As the dimensions of moral, 

environmental and social are of dimensions of altruistic character, it was not surprising that 

those dimensions were to show a negative relationship with PCE. Thus, people scoring high on 

PCE’s believe in the individual's ability to make a difference; they were likely to consider the 

immoral and negative environmental and societal aspects of leisure air travel. However, quite 

surprisingly, PCE’s strongest relationship was shown to be with instrumental legitimacy (-0,47. 
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p < 0,05). The relationship implies that individuals that believe they as individuals can make a 

difference, evaluate the convenience of leisure air travel as low. They might believe that the 

difference they as individuals can make for the environment by restraining their leisure air 

travel outweighs the perceived convenience and benefits of leisure air travel.  

 

The antecedent environmental concern (EC) showed negative, significant relationships with the 

moral, environmental and social dimensions and the three relationships were accordingly 

supported. The strongest relationship was shown to be with environmental legitimacy (-0,446. 

p < 0,05) whereas the other two supported relationships moral (-0,154p < 0,05) and social (-

0,187. p < 0,05) were of weaker character. The negative relationships imply that an individual 

with high environmental concern will evaluate the moral, environmental and social dimensions 

of leisure air travel legitimacy as low. EC’s relationships with instrumental l (0,042. p > 0,05) 

and relational (-0,032. p > 0,05) legitimacy were not statistically significant and accordingly 

rejected. As mentioned before, the environmental, moral and social dimensions can be 

considered to be altruistic, as opposed to instrumental and relational legitimacy. Accordingly, 

the altruistic characters align with the characteristics of environmental concern. On the 

contrary, the dimensions of instrumental and relational are linked to convenience and 

friendship which can be assumed to not align with environmental concern to the same extent.  

 

Thus, it can be concluded that the two antecedents with most supported relationships to the 

legitimacy dimensions were validity cues and PCE. It indicates that friends and family's 

perception of leisure air travel as well as the individual's belief about his/her ability to make a 

difference are the two factors that affect the evaluations of each of the dimensions of leisure air 

travel to the greatest extent. 

 

As mentioned, it was found that only two dimensions; moral and social legitimacy, correlated 

with the individuals’ evaluation of overall leisure air travel legitimacy. By looking at the 

strength of the path coefficients for each of the antecedents and each of the legitimacy 

dimensions, it was revealed that validity cues showed to have the strongest relationship to moral 

legitimacy as well as the strongest path to social legitimacy. Thus, both moral and social 

legitimacy had their most definite relationship with the antecedent validity cues. 
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6.2 Theoretical Implications  

Due to the lack of research on individual level legitimacy, this study aims to contribute and 

extend the field of legitimacy research by including the individual’s perception in the evaluation 

of an entity. Further, organizational theory and social theory have previously been the primary 

area of research, hence this study's aim to contribute to the legitimacy theory by applying it in 

the context of consumer behavior. The study follows up on the theoretical work on individual 

legitimacy made by Tost (2011) and Bietkne (2011).  

 

As legitimacy has been evaluated in the context of controversial industries before (Finch et al., 

2015; Humphreys & LaTour, 2013; Reast et al., 2013), to use air travel industry in this study 

was deemed to be suitable. The choice of leisure air travel was made because of the desire to 

apply the concept of legitimacy in a contemporary context and use a case were both internal 

and external factor's influence could be evaluated. This study both provides insight into what 

factors impact leisure air travel legitimacy as well as how outcomes are impacted by overall 

legitimacy. Putting legitimacy in the context of leisure air travel both contribute to the research 

of legitimacy and give valuable input to the contemporary issue of people's perception of leisure 

air travel.  

 

Tost (2011) argues that instrumental, relational and moral legitimacy is distinct dimensions 

that should be treated separately from one another and yet concurrently can shape individual-

level judgments. By incorporating this view, researchers can explore in which way each of the 

dimensions guides the generalized legitimacy and makes it possible to consider which factors 

that influence the dimensions. This study incorporated the three suggested dimensions by Tost 

(2011), but also included two other dimensions: environmental and social legitimacy as they 

were deemed to be relevant for the context of leisure air travel legitimacy and can expand the 

research on individual level legitimacy.  

 

By applying this logic, it was found that the moral and social legitimacy dimensions had a 

significant relationship with the perception of overall legitimacy, while the instrumental, 

relational, and environmental dimensions did not. Accordingly, regardless of how people 

evaluated each of the instrumental, relational and environmental dimensions, no clear pattern 

could be found on how they evaluated the overall legitimacy of leisure air travel. This result 

can be explained by Tost (2011), who argues that dimensions will be evaluated differently by 

individuals and that the dimensions will have different influence with regards to the context of 
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the entity. Thus, this result does not imply that the legitimacy construct should exclude all 

dimensions except moral and social. Instead, the result rather implies the importance of 

evaluating which dimensions that do impact the overall legitimacy of an entity in a specific 

context. This result highlights the importance for managers when making strategic decisions, 

to carefully evaluate which dimensions of their entity of interest are evaluated. Of the 

dimensions adapted by Kock and Josiassen (forthcoming), the social dimension turned out to 

be one of the two dimensions showing a significant relationship to overall legitimacy. Thus, the 

result indicates that the social dimension is appropriate to incorporate in evaluations of leisure 

air travel.  

 

The poor support for the overall legitimacy and the relationship with the dimension can be 

discussed with the literature about the judgment reassessment by Tost (2011) as a foundation. 

The key characteristic of the judgment reassessment stage is that the individual is motivated to 

actively reconsider the existing legitimacy judgment (Tost, 2011). Accordingly, an individual's 

mental alarm will only start to re-evaluate the entity, in this case, leisure air travel, if the 

contradiction seems to interfere with the individual's goal pursuit (Tost, 2011). Thus, some 

people might evaluate the environmental dimension as low, but their individual goals do not 

interfere with the critical environmental aspect of flying as much as to re-evaluate the 

legitimacy of the overall evaluation of leisure air travel. Further, some of the respondents may 

have entered the judgment reassessment stage but deemed leisure air travel to not require 

revision, since the stage not necessarily mean that the judgment itself must be revised (Tost, 

2011).  Hence, for the possible explanations to be confirmed, further research on the judgment 

reassessment stage of legitimacy needs to be done.   

 

In line with previous studies on social psychology (Leach et al., 2007), moral legitimacy 

showed the strongest correlation with overall legitimacy. The moral dimension has been 

included in research on legitimacy in both social psychology and institutional theory. Thus, the 

moral dimension seems to play an essential role for overall legitimacy in consumer behavior 

too.    

 

Further, evaluation of overall legitimacy showed a strong relationship with all outcomes in the 

construct. The strong links between overall legitimacy and the outcomes predict that legitimacy 

evaluations do have an impact on actual behavior. This critical observation can contribute to 

the theory of legitimacy connected to consumer behavior. Furthermore, this calls for more 
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researchers to include actual behavioral change as an outcome connected to legitimacy in order 

to confirm this notion.  The outcome construct that showed the strongest correlation with overall 

legitimacy was word of mouth whereas boycott intention showed the weakest correlation. In 

line with a previous study (Diekman and Preisendorfer, 2003), this confirms that the 

relationship between attitude and behavior weakens as pro-environmental behavior becomes 

more difficult, inconvenient or costly.   

 

Finch et al.’s (2015) study on the individual’s evaluation of oil sand legitimacy inspired this 

study to deviate from Tost (2011) and include both external and internal antecedents the 

framework used. According to Tost (2011), validity cues should not be considered in the 

individual’s active legitimacy evaluation since validity cues are assumed to only play a role in 

passive legitimacy evaluations. However, in this study, validity cues showed to have a 

significant impact on the individual’s evaluation. In fact, validity cues was one of the 

antecedents that showed the greatest numbers of significant relationships with the legitimacy 

dimensions. Validity cues also showed strong path correlations to the dimensions of social and 

moral legitimacy, which were the only two dimensions that correlated with overall legitimacy. 

Thus, this study showed, opposite to the suggestion of Tost (2011) that validity cues do 

influence individual-level legitimacy judgments. In order to confirm this notion, this study call 

for future researchers to include validity cues as antecedents in individual legitimacy research. 

 

 

6.3 Managerial Implications  

The results of this study give implications for airline industry managers and other managers 

working in the tourism domain. Further, the study may also give insights to managers from 

industries that are undergoing the same transformation as leisure air travel, i.e., that people are 

questioning or even abandoning the industry due to its harmful environmental impact.  

This study has shown the importance of considering individual's legitimacy evaluations as it 

can work to predict behaviors and intentions. Thus, for managers aiming to calculate people 

and potential consumers' behavior, incorporating the legitimacy framework in their strategic 

work can be useful. However, since not all dimensions will be equally evaluated in each context, 

managers will benefit from finding out which dimensions are relevant in his or her specific 

context.  
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The framework used in this study can help managers to decide to who and how to tailor 

marketing messages in order to improve the legitimacy of leisure air travel. The marketing 

activities can be targeted towards individuals that are reassessing their judgment of leisure air 

travel, in order to make them stay. Further, the insights can also be used as a foundation of how 

to tailor messages to the people still evaluating leisure air travel as legitimate, in order to remain 

and enhance their legitimacy evaluations.  Moreover, the results may also be of relevance for 

governments and NGO’s. They can use the results based on the framework to get insights on 

how and to whom they should tailor political messages and campaigns, in order to get more 

people to reduce leisure air traveling, thus reducing leisure air travel legitimacy.   

 

This study included both external and internal factors and proved the importance of both types. 

Validity cues showed to be one of the antecedents that showed strongest path relationships with 

the dimension. Thus, this result stresses the importance for managers to include external factors 

if assessing the legitimacy of consumer behavior. The finding can be of particular interest for 

managers in other controversial industries, as validity cues have been shown to play an essential 

role in other controversial industries before (Finch et al., 2015).  

 

Neither environmental, relational or instrumental dimensions could prove a correlating 

relationship with the overall legitimacy evaluation. Thus, in the case of leisure air travel, 

managers should instead focus on the moral and social dimensions of leisure air travel, as those 

proved a positive relationship with overall legitimacy.  Further, validity cues and PCE showed 

the strongest path to social and moral legitimacy, implying that these antecedents proved to 

have the most substantial influence on each of the two dimensions.   

 

This study shows that shame of flying is negatively correlated to overall legitimacy implicating 

that the relatively new term “fly-shame” actually exists. Hence fly-shame is a reality for air 

travel managers and they need to come up with ways to stop the decrease in legitimacy.   

Thus, managers from the airline industry need to put emphasis on their moral and social 

responsibility and promote the actions they do that can be perceived as morally right and 

socially responsible. Managers should do further market research to get accurate insights on 

what people evaluate as socially responsible and morally justified in the context of the airline 

industry. Further, the strong path from validity cues to the moral and social dimensions 

implicates that marketing messages should be targeted towards a broad group of people. Thus, 

friends and family ‘s evaluation of leisure air travel greatly affects the individual’s evaluation 
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which consequently makes them an important group to consider in the process of upholding 

and enhancing an individual's leisure air travel legitimacy. If friends and family will start to 

reassess leisure air travel as morally or socially unjustified, it is likely that the individual will 

get influenced by these perceptions. 

 

Managers from the airline industry should also consider the strong correlation between overall 

legitimacy and word of mouth engagement. This powerful marketing source will be 

marginalized if more people will start to evaluate leisure air travel as less legitimate. It might 

soon start to work in the opposite direction as people start to bad-mouth air travel. That the 

antecedent validity cues was shown to predict an individual's evaluation of moral and social 

legitimacy further highlights the importance for airline companies to maintain their legitimacy. 

Thus, an individual's low evaluation of leisure air legitimacy may result in a lower intention to 

engage in word of mouth, which in turn will influence the evaluation of the individual's friend. 

Thus, the strong relationship between overall legitimacy and word of mouth and validity cues 

influence on legitimacy evaluations can start a vicious circle for evaluation of leisure air 

legitimacy. 

 

Managers at NGOs and governments that want to reduce leisure air travel should also put 

emphasis on the moral and social dimensions of legitimacy, in order to reduce the legitimacy 

perception, for instance by framing leisure air travel as shameful. NGO managers and 

governments can highlight the vital role and the possible impact that each can make by limiting 

their leisure air travel. Further, they can make use of arguments that emphasize each 

individual’s moral and social responsibility to reduce their leisure air travel. Thus, these 

arguments will be appealing to the individual's evaluating PCE as high.  

 

7 Limitations  

In this section, the limitations of the current study will be outlined. It should be noted that this 

study has methodological and theoretical limitations.  

 

First of all, the non-probability sample used in this study makes the findings impossible to 

generalize. The sample cannot be proven to be representative since the study used a 

convenience sample based on available respondents to the author. Most of the participants were 
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educated people, living in Stockholm and the age-set had an overweight of people in the age 

interval of 18- 30 years and 44-63 years. Consequently, the sample was limited in demographic, 

geographic and psychographic representation. Needless to say, the external validity of the study 

should be questioned.  

 

The limited time frame and recourses available led to limitations regarding the scope of the 

study. For example, only one consumption practice, leisure air travel, was considered. 

However, adding another consumption practice, such as meat consumption or train transport 

would provide more extensive theoretical and managerial implications. Thus, it would be 

interesting for future research to include more than one consumption practice to be able to 

compare practices and gain academic progress to the legitimacy construct. Further, this study 

did only include one external antecedent, validity cues; friends and families’ influence on an 

individual's legitimacy evaluation. As the aim of the study was to incorporate both external and 

internal antecedents into the constructs, it would have been relevant and interesting to include 

more external antecedents, for example, traditional and social media's influence on the 

legitimacy evaluation.  

 

This study did not evaluate any demographic differences within the sample. However, the study 

might have resulted in more specific managerial implications if different demographics were 

included in the analysis of the study. For example, future research can evaluate how gender, 

income or political views may affect the evaluation of leisure air travel. Further, the sample was 

delimited to the Swedish population; thus it would be interesting to compare the sample of this 

study with another country – for example, Germany or the United States. 

 

Another limitation is the weak foundation of previous research this study relies on. So far, there 

have only been few conducted studies and developed theories on the individual level evaluation 

of legitimacy. Thus, the study has predominantly relied on the theory proposed by Tost (2011). 

Further, the two additional dimensions, environmental and social legitimacy have not yet been 

published and their appropriateness to be put in the context of consumer behavior evaluation 

has not yet been tested before applied in this study. Thus, this calls for more research to be done 

on individual legitimacy evaluation in consumer behavior. 

 

 



 

 

72 

8 Future Research 

In this section, arrays of future research are outlined based on the findings and learnings of this 

study.  

 

Concerning the study's methodological approach, several recommendations for future research 

can be made. First of all, further research should consider a larger sample, using a probability 

sample to ensure the generalizability of the findings. Thus, the distribution of the survey needs 

to be taken into consideration. 

 

To gain theoretical knowledge and to confirm this study's theoretical implications, more 

research needs to be done in the context of the individual level judgment of legitimacy in 

consumer behavior. Accordingly, additional consumer behavior contexts, antecedents, and 

outcomes should be incorporated to get a deeper understanding of the construct. Also, it should 

be noted that many of the antecedents showed a rather weak predictive power, implying that 

other antecedents need to be incorporated in the construct to find stronger predictive indicators 

of leisure air travel legitimacy. 

 

Further research is suggested to include additional outcomes in the construct, such as 

willingness to climate offset or an outcome related to actual behavior. If more outcomes turn 

out to have a strong relationship with the overall legitimacy, the construct can prove to have 

significant managerial implications in the future and can contribute to the theoretical 

implications  

 

Another possible array for future research is to further examine the external factor’s influence 

on the individual-level legitimacy construct. As this study showed, opposite to Tost’s (2011) 

suggestion, that validity cues do influence the individual’s legitimacy evaluation, more research 

on the external factors influence in the construct is needed.  

 

Thus, although this study aimed to contribute to the individual level legitimacy evaluation, the 

call for more research on individual legitimacy evaluation in consumer behavior remains, as 

more research needs to be done to confirm the theoretical implications of this study.  
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9 Conclusion 

This study is aimed to contribute to the understanding of the challenges that lie ahead for the 

leisure air travel as fly-shame is changing people's perception of flying. The study also aims to 

expand the concept of legitimacy from the individual-level perspective. This was done by 

investigating what constitutes people's judgment of leisure air travel. Since individual-level 

legitimacy is yet quite unexplored by researchers, this study aims to contribute to the consumer 

behavior literature of legitimacy.  

 

The research question posed was: How do individuals evaluate leisure air travel and what 

internal and external drivers motivate their evaluation? The study took a quantitative approach 

and hypotheses were proposed and tested based on a nomological framework with influences 

from both institutional theory and social psychology. With the framework as a foundation, a 

survey was sent out to respondents and further analyzed using PLS-SEM.  

 

The results from the analysis showed that moral and social legitimacy were the only dimensions 

that were statistically proven to correlate with the overall evaluation of leisure air travel 

legitimacy and that overall legitimacy has a statistically proven negative correlation to the 

intention to boycott air travel. I.e., reduced moral and social legitimacy will lead to the intention 

to boycott. The results highlight the importance for airline industry managers to position their 

companies as morally and socially responsible – leaving them with the big question: how to do 

that?   

   

On the other hand, managers at NGOs and governments should emphasize the moral and social 

dilemma of flying with the goal to make more people re-evaluate leisure air travel. They should 

also promote the idea that each individual’s behavior can make a difference since the study 

shows a negative correlation between Perceived Consumer Effectiveness and moral and social 

legitimacy.     

  

The legitimacy judgment proved to be of importance for both airline industry managers and 

governments as the relationship to the overall evaluation of legitimacy, and the behavioral 

outcomes were strongly correlated, indicating that the individual’s perception actually will 

affect behavior. The result also highlights the critical role that external influences, mainly 

friends and family, play in leisure air travel evaluation.  
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It should be noted that the were a number of dimensions that, surprisingly, had no correlation 

to the evaluation overall legitimacy of leisure air travel indicating that it is vitally important to 

try to understand these complex dynamics before taking action.   

 

The findings of this study imply that it is a difficult task for individuals to evaluate leisure air 

travel, something people did not have to do not too long ago, when the word fly-shame did not 

exist and leisure air travel was taken for granted. This study is a snapshot of the situation in the 

spring of 2019. The results showed that people perceive leisure air travel as less legitimate 

because they think it is not morally and socially legitimate. However, the results will most likely 

look different in the future as individual’s view on how air travel influences the climate change 

evolves.  

 

Lastly, this thesis hopes to inspire more people to investigate contemporary issues related to 

legitimacy and climate change. 
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APPENDIX A - Questionnaire items 

 
Survey in English 
 
Dear participant, 
 
Thank you for taking the time to answer this questionnaire, conducted for my Master Thesis at 
Copenhagen Business School. Your participation will help to better understand opinions towards 
Leisure Air Travel. Your answers will be anonymous and only used for this study. The questionnaire 
takes around 5 minutes to complete.  
 
/Klara 
 
Definition: 
 
Leisure air travel - To travel by air to a destination (domestic or international) for recreational, 
sightseeing, relaxing or other experiential purposes.  
 
 

- Please select your nationality 
o Swedish 
o Other  

 
- Please select your gender 

o Male 
o Female 
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o Other 
 

- Please select your age 
o 18-30 
o 31-45 
o 46-64 
o 65+ 

 
 
Openness to change 
How important is each of the following statements as a guiding principle in your life.  
Not important 1-2-3-4-5-6-7 Extremely important 
 
OPC_1 To have a varied life, filled with challenge, novelty and change 
OPC_2 To have an exciting life, stimulating experiences 
OPC_3 To be curious, interested in everything, exploring 
 
 
In 2018, how many times did you go leisure air travelling? (round trips) 

o 0 times  
o 1-2 times  
o 3-5 times  
o 6+ times  

 
 
 
 
To what extent do you agree or disagree with the following statements:  
Strongly disagree 1-2-3-4-5-6-7 Strongly agree 
 

Moral legitimacy 
ML_1 Leisure air travel adheres to accepted values 
ML_2 Leisure air travel is immoral* 
ML_3 Leisure air travel is ethical 
ML_4 Leisure air travel conflicts with moral standards* 

 
Instrumental legitimacy 
IL_1 Leisure air travel provides me with benefits I don’t want to miss  
IL_2 Leisure air travel gives me advantages that are important for me  
IL_3 Leisure air travel satisfy my needs  

 
Relational legitimacy 
RL_1 Leisure air travel strengthens friendships 
RL_2 Leisure air travel strengthens social identity 
RL_3 Leisure air travel brings people from different cultures together 

 
Environmental legitimacy 
EL_1 Leisure air travel has a negative impact on the environment* 
EL_2 Leisure air travel pollutes the environment* 
EL_3 Leisure air travel can harm the environment* 
EL_4 Leisure air travel is environmentally friendly 
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Social legitimacy 
SL_1 Leisure air travel is a socially responsible act 
SL_2 Leisure air travel contributes to society 
SL_3 Leisure air travel has the interest of society in mind 
SL_4 Leisure air travel does not fulfill its social responsibilities * 

 
Overall Consumption Legitimacy 
OL_1 Leisure air travel is socially accepted 
OL_2 Leisure air travel is legitimate 
OL_3 Leisure air travel is an appropriate choice 
 
 
Actual reduced flying  
To what extent do you agree or disagree with the following statements:  
Strongly disagree 1-2-3-4-5-6-7 Strongly agree 
 
FH During 2018, I have leisure air travelled less than before 
 
Word-of-mouth 
To what extent do you agree or disagree with the following statements:  
Strongly disagree 1-2-3-4-5-6-7 Strongly agree 
 
WOM_1 I talk up air travel as a way of leisure travel transportation 
WOM_2 I bring up air travel in a positive way in conversations about leisure travel transportation 
WOM_3 In social situations, I often speak favorably about leisure air travel  
WOM_4 I recommend air travel as a mean of transportation to other people when asked 
 
 
Validity cues  
Strongly disagree 1-2-3-4-5-6-7 Strongly agree 
 
VC_1  My family has a positive attitude towards leisure air travel 
VC_2 My friends have a positive attitude towards leisure air travel 
VC_3 My family influence my leisure air travel choices 
VC_4 My friends influence my leisure air travel choice 
 
 
Shame 
How would Leisure Air Travel make you feel?  
Not at all 1-2-3-4-5-6-7 Strongly  
 
SH_1 Embarrassed  
SH_2 Shameful  
SH_3 Humiliated 
 
 
Boycott intention 
To what extent do you agree or disagree with the following statements: 
Strongly disagree 1-2-3-4-5-6-7 Strongly agree 
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BI_1 I have considered boycotting Leisure Air Travel 
BI_2 I intend to start/keep on boycotting all types of leisure air travel  
BI_3 I intend to start/keep on boycotting certain types of leisure air travel (for example 

domestic, European, long-haul) 
 
Perceived environmental effectiveness 
To what extent do you agree to the following statement: 
Strongly disagree 1-2-3-4-5-6-7 Strongly agree 
 
PCE_1 There is not much you can do for the environment as an individual  
PCE_2 The conservation efforts of one person are useless as long as other people refuse to 

conserve 
PCE_3 To reduce leisure air travel is an effective mean to make companies and authorities 

change.  
PCE_4 Everyone should reduce their leisure air travel because every contribution, no matter 

how small, is important. 
 

 
Environmental concern 
To what extent do you agree to the following statement: 
Strongly disagree 1-2-3-4-5-6-7 Strongly agree 
 

EC_1 Humans have the right to modify the natural environment to suit their needs* 
EC_2 Humans are severely abusing the environment 
EC_3 The balance of nature is strong enough to cope with the impacts of modern industrial 

nations* 
EC_4 The so-called “climate crisis” facing humankind has been greatly exaggerated* 
EC_5 If things continue on their present course, we will soon experience a major ecological 

catastrophe 
 
 

 

 

 

The survey in Swedish: 
 
Kära deltagare, 
 
Tack för att du tar dig tid att besvara denna enkät och därmed hjälper mig med mitt examensarbete 
på Copenhagen Business School. Syftet med enkäten är att bättre förstå attityder till att flyga på 
nöjesresor, i denna enkät benämnt som nöjesflygande.  Dina svar är anonyma och kommer endast 
användas för denna studie. Frågeformuläret tar cirka 5 minuter att fylla i. 
 
/ Klara 
 
 
Definition: 
Nöjesflygande - Att resa med flyg till en destination (inrikes eller utrikes) för avkoppling, nöje, 
sightseeing, semester eller liknande upplevelser.  
 
 

- Nationalitet 
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o Svensk 
o Annan 

 
- Kön 

o Kvinna 
o Man 
o Annan 

 
- Ålder 

o 18-30 
o 31-45 
o 46-64 
o 65+ 

 
 
 
Hur viktiga är följande fraser som riktlinjer i ditt liv. 
Inte viktigt 1-2-3-4-5-6-7 Extremt viktigt 
 
- Att ha ett varierat liv, fyllt med utmaning, nyskapande och förändring 
- Att ha ett spännande liv, stimulerande upplevelser 
-Att vara nyfiken, intresserad av allt, utforska 
 
 
Under 2018, hur många gånger åkte du på nöjesflygresa? (Tur och retur = en gång) 
 

o 0 gånger  
o 1-2 gånger 
o 3-5 gånger 
o 6+ gånger 

 
 
 
I vilken utsträckning håller du med om följande påståenden: 
Håller inte alls med 1-2-3-4-5-6-7 Håller helt med 
 

1. Nöjesflygande stämmer med accepterade värderingar 
2. Nöjesflygande är omoraliskt * 
3. Nöjesflygande är etiskt 
4. Nöjesflygande strider mot moraliska normer * 
 
 
1. Nöjesflygande ger mig fördelar som jag inte vill missa 
2. Nöjesflygande ger mig förmåner som är viktiga för mig 
3. Nöjesflygande tillfredsställer mina behov   
 
 
1. Nöjesflygande stärker vänskapsband 
2. Nöjesflygande stärker social identitet 
3.  Nöjesflygande för samman människor från olika kulturer 
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1. Nöjesflygande har negativ inverkan på miljön * 
2. Nöjesflygande förorenar miljön * 
3. Nöjesflygande skadar miljön * 
4. Nöjesflygande är miljövänligt 
 
1. Nöjesflygande är en socialt ansvarstagande handling  
2. Nöjesflygande bidrar till samhället 
3. Nöjesflygande har samhällets intresse i åtanke 
4. Nöjesflygande uppfyller inte sitt sociala ansvar * 
 
 
1. Nöjesflygande är accepterat 
2. Nöjesflygande är legitimt 
3. Nöjesflygande är ett bra val 
 
 
I vilken utsträckning håller du med om följande påståenden: 
Håller inte alls med 1-2-3-4-5-6-7 Håller helt med 
 

- Under 2018 har jag nöjesflugit mindre än tidigare 
 
 
I vilken utsträckning håller du med om följande påståenden: 
Håller inte alls med 1-2-3-4-5-6-7 Håller helt med 
 
- Jag pratar gott om att flyga som ett sätt att resa för nöjes skull 
- Jag tar upp flygresor på ett positivt sätt i samtal om transportmedel 
- I sociala situationer talar jag ofta positivt om nöjesflygande 
- Jag rekommenderar flygresor som transportmedel till andra när de frågar 
 
 
I vilken utsträckning håller du med om följande påståenden: 
Håller inte alls med 1-2-3-4-5-6-7 Håller helt med 
 

- Min familj har en positiv inställning till nöjesflygande 

- Mina vänner har en positiv inställning till nöjesflygande 

- Min familj påverkar mina val rörande nöjesflygande 

- Mina vänner påverkar mina val rörande nöjesflygande 

 
 
Hur skulle nöjesflygande få dig att känna? 
Inte alls 1-2-3-4-5-6-7 Väldigt mycket 
1. Pinsam 
2. Skamfull 
3. Förödmjukad 
 
 
I vilken utsträckning håller du med om följande påståenden: 
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Håller inte alls med 1-2-3-4-5-6-7 Håller helt med 
 
- Jag har övervägt att bojkotta nöjesflygande 
- Jag har för avsikt att börja / fortsätta bojkotta alla typer av nöjesflygresor 
- Jag har för avsikt att börja / fortsätta bojkotta vissa typer av nöjesflygresor (till exempel inrikes, inom 
Europa, långdistansflygningar) 
 
 
I vilken utsträckning håller du med om följande påståenden: 
Håller inte alls med 1-2-3-4-5-6-7 Håller helt med 
 
- Det finns inte mycket jag som individ kan göra åt miljön 
- Miljövårdande insatser av en person är lönlöst så länge andra människor inte vill göra detsamma 
- Att dra ner på nöjesflygande är ett effektivt sätt att få företag och myndigheter att förändra sig 
- Alla borde minska sitt nöjesflygande eftersom alla insatser, oavsett storlek, är viktiga. 
 
 
I vilken utsträckning håller du med om följande påståenden: 
Håller inte alls med 1-2-3-4-5-6-7 Håller helt med 
 
- Människor har rätt att förändra den naturliga miljön för att passa deras behov * 
- Människor utnyttjar miljön på ett skadligt sätt 
- Naturens balans är stark nog för att klara av industrinationers påverkan* 
- Den så kallade "klimatkrisen" som hotar mänskligheten är starkt överdriven * 
- Om saker fortsätter i samma riktning kommer vi snart uppleva en stor ekologisk katastrof 
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APPENDIX B - SmartPLS Results: Excess Kurtiosis and Skewness  

Red color = value unacceptable (above +1 or below -1) 
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B - Mean value of each construct from the survey 
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APPENDIX C - SmartPLS Results: Initial Outer Loadings  
 

Red color = value unacceptable (below 0,7) 
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APPENDIX D: SmartPLS Results: Discriminant Validity  

 

D - Figure 1. Fornell-Larcker Criterion – run 1 

 
 

 

 

 

D- Figure 2. Heterotrait-Monotrait Ratio (HTMT)  
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Appendix E - SmartPLS Results: Final Outer Loadings  

 
Refined run - all values acceptable (above 0,7) 
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E - Figure 1. Refined Path Model  
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Appendix F - Path Model Coefficients 
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Appendix G - SmartPLS Results: Structural Model Path Coefficients and 

p- values 
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