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Abstract

This study investigates the impact of green leadership on financial performance in the
hospitality sector, focusing on the mediating roles of resource management and market
positioning. Drawing upon the Resource-Based View and Stakeholder Theory, data were
collected from 390 employees working in five-star hotels in Egypt and analyzed using
Partial Least Squares Structural Equation Modeling (PLS-SEM) with SmartPLS 4.0. The
findings reveal that green leadership positively influences financial performance both
directly and indirectly. Specifically, green leadership enhances resource management prac-
tices and strengthens market positioning, which in turn contribute to improved financial
outcomes. The mediation analysis confirms that both resource management and market
positioning serve as significant mechanisms through which green leadership translates
sustainability-oriented strategies into economic benefits. These findings extend current
knowledge on sustainable leadership by identifying key organizational pathways linking
environmental responsibility with financial success. This study also provides practical
implications for hospitality managers seeking to integrate sustainability initiatives into
strategic and operational decision-making to achieve long-term competitive advantage.

Keywords: green leadership; financial performance; resource management; market
positioning; hospitality industry; structural equation modeling

1. Introduction

The hospitality industry faces increasing pressure to adopt sustainable practices due
to environmental concerns and stakeholder expectations. Green leadership, characterized
by a commitment to environmental values and sustainable decision-making, has gained
recognition as a strategic approach toward achieving organizational goals while promoting
eco-friendly behaviors [1].

Incorporating green leadership into hotel management can lead to enhanced financial
performance by fostering innovation, improving brand image, and attracting environmen-
tally conscious customers [2]. However, the mechanisms through which green leadership
influences financial outcomes remain underexplored, particularly concerning the roles of
resource management and market positioning.

The hospitality industry has been operating under increased challenges to maintain a
balancing act between provision for financial performance and environmental sustainability,
as rising stakeholder expectations, the regulators, and shifts in consumer behavior are

Sustainability 2026, 18, 6669

https://doi.org/10.3390/sul18136669


https://crossmark.crossref.org/dialog?doi=10.3390/su18136669&domain=pdf&date_stamp=2026-07-01
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://www.mdpi.com/journal/sustainability
https://www.mdpi.com
https://orcid.org/0000-0002-7681-9122
https://doi.org/10.3390/su18136669

Sustainability 2026, 18, 6669

20f 18

reported. In this scenario, green leadership has emerged as a winning strategic approach
for organizations: a business philosophy whereby organizations embed environmental
responsibility into their vision, culture, and operations [3]. Green leadership is defined by its
adherence to sustainability, proactive environmental decision-making, and the inclination
to inspire eco-centric behaviors among employees. Such leadership in the hospitality
sector typically facilitates the establishment of green practices across an organization, the
benefits of which may extend to operations or its financial outcomes, such as reduced costs,
improved brand reputation, and increased customer loyalty [4].

One of the most crucial ways to translate green leadership into performance is through
resource management [3]. According to the Resource-Based View (RBV), an ideal green
resource management system works through energy, water, materials, and labor in accor-
dance with environmental objectives but keeps the quality of services high and operation
efficient. Generally, leaders who encourage allocation efficiencies and waste elimination
will tend to garner more benefits associated with lower costs and strengthen internal capa-
bilities that will sustain future success, such as improved employee morale and enhanced
reputation in the marketplace [5].

Market positioning is another dimension that is important because it shows how a
firm is talking about and differentiating itself with respect to its sustainability initiatives
from the vantage point of customers [6]. Thus, if a hospitality firm is well perceived as
environmentally responsible, it might enjoy better brand image benefits, loyalty from
consumers, and an increased willingness from guests to pay premium prices. This form
of positioning is highly influenced by green leadership in uniting efforts put into internal
sustainability with an external strategy of marketing to eco-conscious consumers, which
can ultimately enhance the financial performance of the firm by attracting a loyal customer
base willing to pay more for sustainable practices [7].

Even though there is a growing body of the literature on green leadership and sus-
tainability within hospitality organizations, some important gaps still remain. Earlier
studies have mainly looked at how green leadership affects environmental performance,
employee behavior, innovation and overall organizational sustainability. However, com-
paratively less attention has been given to the way green leadership turns into financial
performance through specific organizational mechanisms [1]. In particular, the empirical
evidence is limited when it comes to the mediating roles of resource management and
market positioning—in other words, how sustainability-oriented leadership finally leads to
measurable financial results. Furthermore, many of the existing studies were carried out in
developed economies, while evidence from emerging tourism destinations seems thin.

The Egyptian hospitality industry provides an appropriate context for trying to fill
those gaps. Egypt is among the leading tourism destinations in the Middle East and North
Africa region, and it has faced increasing pressure to adopt sustainable business practices
due to international environmental standards, stakeholder expectations, and shifting pref-
erences of tourists. Five-star hotels are, in this regard, especially relevant because they
tend to have more organizational resources, firmer sustainability commitments, and higher
exposure to international environmental requirements than other segments of hospitality.
Therefore, studying green leadership here is likely to clarify how sustainability-minded
leadership can generate financial value in an emerging-market hospitality context.

Thus, based on this, this study builds and tests an integrated framework connecting
green leadership, resource management, market positioning, and financial performance in
Egyptian five-star hotels. By doing this, the study adds to the hospitality and sustainability
literature, not just by describing outcomes, but also by pointing out the organizational pro-
cesses that help green leadership create economic value while also supporting sustainable
development aims.
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2. Literature Review and Hypothesis Development
2.1. Green Leadership in the Hospitality Sector

Green leadership is an evolving paradigm in organizational behavior that integrates en-
vironmental sustainability into core leadership practices. It entails influencing and directing
organizational stakeholders toward achieving ecological objectives without compromising
profitability or competitiveness [8]. In the hospitality industry, particularly within hotels,
green leadership manifests through tangible initiatives such as implementing energy-
efficient systems, adopting waste-minimization practices, obtaining eco-certifications (e.g.,
LEED, Green Key), and embedding sustainability principles into daily operations [3]. More
importantly, green leadership operates not only at the policy or operational level but also
at the cultural and strategic level [9]. Leaders exhibiting green attributes inspire an orga-
nizational culture of responsibility and innovation, encouraging employees to align their
performance with environmental values [2]. For instance, by promoting green training, lead-
ers increase employees’” awareness and participation in sustainability programs, which can
improve service design, reduce environmental impact, and strengthen the hotel’s ecological
identity [10]. Furthermore, green leadership has been associated with transformational
leadership theory—Ileaders who articulate a compelling vision, foster collaboration, and
promote pro-environmental behavior among staff are more likely to achieve sustainabil-
ity [11]. In hospitality, where service delivery is labor-intensive and experience-driven,
leadership plays a central role in influencing both internal operations and customer per-
ception. Consequently, green leadership is posited to be a strategic antecedent to superior
operational and financial performance [12].

2.2. Financial Performance in Sustainable Hospitality

Indicators like Occupancy Rate (OR), Average Daily Rate (ADR), and Revenue
per Available Room (RevPAR) are used to measure how well hotels are doing finan-
cially [13]. However, as the industry evolves toward environmental and social account-
ability, sustainability-related performance indicators [14] increasingly supplement these
conventional metrics. The implementation of Environmental, Social, and Governance (ESG)
frameworks has introduced fresh perspectives to the measurement and interpretation of
performance [4]. Roffé et al., [15] showed that environmentally responsible practices can en-
hance financial performance through multiple mechanisms. These include operational cost
savings (e.g., reduced utility bills through energy-saving measures), increased guest loyalty
(as environmentally conscious travelers are more likely to return to sustainable hotels),
and enhanced corporate reputation (which attracts partnerships and investment) [16-18].
Nonetheless, the literature also acknowledges that the positive impact of green initiatives
on financial returns is conditional upon strategic integration and effective leadership [16,19].
The sustainability—-financial nexus is not linear; while some practices yield immediate sav-
ings, others require upfront investment and longer-term returns [20,21]. Therefore, the
effectiveness of green leadership in translating sustainability efforts into financial out-
comes depends significantly on resource management efficiency and market positioning
strategy—elements explored in subsequent sections [22].

2.3. Resource-Based View (RBV) and Green Resource Management

The Resource-Based View (RBV) provides a foundational theoretical lens for under-
standing how organizations derive competitive advantage from internal resources that
are valuable, rare, inimitable, and non-substitutable [5]. In the hospitality industry, green
resource management means using both physical and non-physical assets in a way that
supports environmental goals. These resources may encompass eco-certified building
infrastructure, efficient energy and water systems, supply chain relationships with sustain-

https://doi.org/10.3390/sul8136669


https://doi.org/10.3390/su18136669

Sustainability 2026, 18, 6669

40f18

able vendors, and human capital trained in environmental service delivery [23,24]. Green
leadership is instrumental in mobilizing these resources effectively. By fostering a shared
vision of sustainability and promoting resource-conscious behavior, green leaders ensure
that organizational resources are not only optimized for operational efficiency but also
aligned with long-term environmental goals [25]. This is crucial in the hospitality sector,
where resource use (e.g., water, electricity, food) has a direct impact on cost structure and
environmental footprint. Moreover, the alignment of green leadership with RBV suggests
that leadership acts as a catalyst that transforms available resources into distinctive capabil-
ities, ultimately enhancing the organization’s competitive advantage in the market [24]. In
this light, effective resource management can be conceptualized as a mediating mechanism
through which green leadership influences financial performance. In other words, the
benefits of green leadership are only seen when resources are used in a smart way to
improve service quality, efficiency, and sustainability [26].

2.4. Market Positioning as a Strategic Mediator

Market positioning refers to the strategy of shaping consumer perception regarding a
firm’s offerings relative to competitors. In green hospitality, market positioning becomes
a powerful strategic tool when sustainability values are effectively communicated and
embedded in customer experiences [27]. This form of green market positioning allows
hotels to differentiate by highlighting eco-friendly operations, sustainable amenities, and
responsible tourism practices [6,28]. Green leaders influence this position by shaping the
brand identity and marketing communications to reflect authentic environmental commit-
ments [7]. Strategic messaging, green certifications, and consistent service quality foster a
reputation that resonates with environmentally conscious travelers, particularly Millennials
and Gen Z tourists, who often prioritize sustainability in their travel decisions [16,29].
As such, green market positioning enhances brand equity and can command premium
pricing and increased occupancy, thereby improving financial outcomes [30]. Furthermore,
market positioning operates as a mediator in the green leadership—performance relation-
ship by bridging internal environmental practices and external stakeholder perceptions. A
well-positioned brand amplifies the visibility and credibility of green leadership efforts,
leading to stronger customer trust, competitive advantage, and resilience in fluctuating mar-
kets. Multiple service sectors, including hospitality, retail, and tourism, have empirically
validated this mediating role [2].

2.5. Hypotheses Development and Theoretical Justification
2.5.1. Green Leadership and Financial

The relationship between leadership and financial outcomes has been long established
in strategic management and organizational behavior literature [31,32]. Green leadership,
which encompasses visionary and responsible leadership focused on sustainability, is
particularly relevant in the hospitality sector, where environmental concerns intersect with
service quality and customer expectations. Research suggests that green leaders foster
innovation, improve brand loyalty, and promote operational efficiencies [1,2,33]. These
outcomes, in turn, lead to improved financial performance through cost reduction, risk
mitigation, and increased market competitiveness [4,34]. Therefore, it is expected that
green leadership directly contributes to superior financial results in hospitality firms [35].
Therefore, the following hypothesis is proposed:

H1. Green leadership is positively associated with financial performance in the hospitality sector.
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2.5.2. Green Leadership and Resource Management

Effective resource management involves optimizing the allocation and utilization of or-
ganizational resources—financial, human, material, and informational. Under the Resource-
Based View [5], leadership plays a crucial role in enabling resource orchestration [36]. Green
leadership promotes the efficient use of resources by embedding environmental priorities
into operational systems and decision-making processes [23,37]. Research has shown that
green leaders are more likely to use eco-friendly technologies, sustainable procurement, and
employee training programs that focus on eco-efficiency [19]. These initiatives suggest that
green leadership significantly enhances resource management practices [38,39]. Therefore,
the following hypothesis is proposed:

H2. Green leadership is positively associated with effective resource management.

2.5.3. The Relationship Between Green Leadership and Green Market Positioning
Is Examined

Consumers perceive an organization’s market positioning in relation to its competi-
tors [2]. Green leadership influences market positioning by shaping the organization’s
environmental identity and marketing narratives [40]. Leaders who champion sustainabil-
ity often influence brand messaging, service design, and customer engagement strategies
in a way that highlights ecological responsibility [27], influences positioning, and attracts
eco-conscious tourists and corporate clients, fostering differentiation in crowded hospi-
tality markets [16,41]. Consequently, green leadership is posited to improve a company’s
green market positioning by synchronizing internal practices with external branding [42].
Therefore, the following hypothesis is proposed:

H3. Green leadership is positively associated with green market positioning.

2.5.4. Resource Management and Financial Performance

Research has shown that well-managed resources, especially those aligned with en-
vironmental goals, enhance cost efficiency, service reliability, and long-term asset utiliza-
tion [43]. In hospitality, the efficient use of energy, water, food supplies, and labor can
substantially lower operational costs, which translates to higher profitability [4]. Moreover,
sustainable resource management supports resilience, allowing hotels to adapt to supply
chain shocks and regulatory changes, which ultimately contributes to their overall competi-
tiveness and ability to maintain profitability in a fluctuating market. Therefore, effective
resource management is positively linked to financial performance as it enhances both cost
control and service quality [44,45]. Consequently, we propose the following hypothesis:

H4. Resource management is positively associated with financial performance.

2.5.5. Market Positioning and Financial Performance

Green market positioning serves as a strategic advantage by appealing to segments
of consumers who prioritize sustainability in their travel decisions [46]. When hospitality
firms clearly communicate and deliver on their environmental commitments, they often
experience increased customer satisfaction, loyalty, and willingness to pay a premium [27].
Furthermore, green positioning can improve investor confidence and attract partnerships
with ESG-conscious stakeholders, leading to enhanced financial performance and long-term
business sustainability. Empirical findings support the assertion that firms with a strong
sustainability-oriented market identity outperform their competitors in both growth and
profitability metrics [23]. Therefore, the following hypothesis is proposed:
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H5. Market positioning is positively associated with financial performance.

2.5.6. Resource Management Mediates Between Green Leadership and
Financial Performance

Green leadership affects financial performance not only directly but also indirectly
through its impact on organizational capabilities [47]. The RBV posits that resource man-
agement serves as a mechanism through which leadership converts vision into concrete
results [48]. Leaders who instill environmental values are more likely to optimize resource
utilization, standardize green processes, and motivate staff to engage in eco-friendly be-
haviors [8]. These improvements in internal operations eventually contribute to stronger
financial performance [49]. Thus, effective resource management serves as a key mediating
mechanism, linking green leadership to financial success [50,51]. Therefore, the following
hypothesis is proposed:

H6. Resource management mediates the relationship between green leadership and financial performance.

2.5.7. Market Positioning Mediates the Relationship Between Green Leadership and
Financial Performance

Market positioning reflects the external projection of internal capabilities and val-
ues [52]. Green leaders affect this projection by creating messaging strategies and service
models that are good for the environment [53]. Their dedication to eco-friendly practices
sets the company apart in the minds of customers, which leads to higher brand value and
profits [2]. The literature supports that firms with credible green positioning, underpinned
by authentic leadership, experience increased bookings and market share [16,18]. Therefore,
market positioning mediates the relationship between green leadership and financial per-
formance by bridging internal sustainability efforts with market perception [54]. Therefore,
the following hypothesis is proposed:

H7. Market positioning mediates the relationship between green leadership and financial performance.

The theoretical framework of this study is illustrated below in Figure 1.

Resource
Management
(RM)

Green Financial
Leadership Performance
(GL) (FP)
Market
Positioning
(MP)
—————————————————— - —-------------————->
Indirect effect: GI. - RM — FP Indirect effect: GI. - MP — FP

Figure 1. The theoretical framework of this study.

3. Materials and Methods
3.1. Survey Methodology

The quantitative paradigm was followed in this study, which relied primarily on sur-
veys, to analyze the influence of green leadership on financial performance. This method-
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ology aptly investigates the connections among such key variables as green leadership,
resource management, market positioning, and financial performance.

To guarantee content validity and consistency with past research, the measurement
scales were adapted from instruments that had been previously validated. Green leadership
was measured using items that were adapted from Asante [55]; resource management was
assessed with scales adapted Zahra [21]; market positioning was measured using items
based on Mahboobi et al. [56]; financial performance was evaluated using the method of Lu
etal. [57]. All five-point scales for the items ranged from 1 (strongly disagree) to 5 (strongly
agree), and minor adaptations of wording were done to suit the hospitality context while
keeping within the boundaries of conceptual integrity. The complete measurement items
for all constructs are presented in Appendix A.

This study was conducted in five-star hotels in Egypt, which have sufficiently shown
their strong commitment to green leadership practices. A purpose sampling technique was
utilized to focus on entities that actively participate in these ecological and sustainability
efforts, hence maximizing the relevance of the respondents whose organizations were likely
to experience the influence of green leadership on financial performance. The online surveys
were employed for efficient data collection, providing the respondents with flexibility to
participate in the research study.

Data were analyzed using SmartPLS 4.0 following the Partial Least Squares Structural
Equation Modeling (PLS-SEM) approach. The measurement model was evaluated through
reliability, convergent validity, and discriminant validity assessments, while the structural
model was assessed using path coefficients, effect sizes (f?), and bootstrapping procedures.

The evaluation of the PLS-SEM model was carried out in accordance with the guide-
lines of Hair et al. [58] and included the measurement model (reliability, convergent validity,
and discriminant validity) and the structural model (path coefficients, coefficient of deter-
mination (R?), effect sizes (f?), and bootstrapping significance tests). As PLS-SEM is mostly
used for prediction, the focus was on explanatory and predictive capacities rather than on
covariance-based global goodness-of-fit measures.

In addition, the explanatory power of the model was assessed through the coefficient
of determination (R?), which indicated moderate predictive accuracy for the endogenous
constructs for which it was appropriate to analyze complex models with mediation [58].
Resource management and market positioning were tested for mediation effects that
would elucidate how green leadership is related to financial performance. This allowed an
examination of both the direct relationship from green leadership to financial performance
and how strategies being employed by the organization and resource allocation processes
mediate this effect in the sector of hospitality.

3.2. Data Collection Methods

Assessment items were adapted from validated instruments in the scholarly litera-
ture. The questionnaire was administered in English, as respondents (hotel employees
in Egypt) demonstrated sufficient proficiency. Relationships were tested using Structural
Equation Modeling (SEM), with green leadership as an exogenous variable predicting
financial performance both directly and indirectly through resource management and
market positioning. Data were collected from personnel in 25 five-star hotels selected for
their commitment to sustainability or CSR initiatives. Out of approximately 600 employees
contacted, 390 valid responses were received (65% response rate). Data collection occurred
from January to March 2025 via structured self-administered questionnaires, distributed
face-to-face and through HR departments, as well as online surveys and semi-structured
interviews. Participants included management and staff involved in sustainability and
CSR activities. The final sample exceeded the minimum recommended for SEM, ensuring
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adequate power for analysis. As Hair et al. [58] note, samples of 200 or more are sufficient
for models with up to seven latent variables, particularly using PLS-SEM, making this
sample appropriate for valid and reliable analysis.

This study focuses on employees employed at five-star hotels in Egypt that showed
clear, active involvement in sustainability initiatives, environmental certification schemes,
or corporate social responsibility programs. For this reason, a set of possible hotels was put
together using openly accessible industry sources plus hotel sustainability reports. In the
end, twenty-five hotels agreed to take part in the research. The respondents were chosen
through purposive sampling because they had enough expertise regarding sustainability-
related practices inside their own organizations. The participants who qualified comprised
department managers and supervisors as well as operational employees, who were in-
volved in environmental stewardship, green initiatives, quality management, and customer
care operations.

Overall, 600 questionnaires were given out, and 390 usable responses were kept for
the analysis, producing a response rate of 65%.

3.3. Ethical Considerations

The study was carried out in line with the ethical guidelines described in the Dec-
laration of Helsinki. Participation was voluntary, and respondents were told about the
aims of the study before they finished the questionnaire. Everyone was assured that their
answers would stay anonymous, held in confidence, and used only for scholarly research.
In addition, no personally identifying details were gathered. Prior to actually taking part,
informed consent was secured from each participant, using a consent statement placed
right at the start of the questionnaire. Participants were moreover reminded that they could
step away from the study at any moment without any sort of consequence.

3.4. Common Method Bias Assessment

Since all variables were collected through a single questionnaire survey, Harman’s
single-factor test was conducted to assess the potential presence of common method bias.
The results indicated that the first unrotated factor accounted for 38.42% of the total variance,
which is below the recommended threshold of 50%. Therefore, common method bias was
not considered a serious concern in this study.

4. Results

We present the demographic and organizational characteristics of the study’s partic-
ipants (N = 390). The sample comprised 68.2% males and 31.8% females, reflecting the
gender distribution in Egypt’s hospitality. In terms of age, nearly half of the respondents
(46.5%) were between 30 and 45 years old, followed by 23.8% under the age of 30, and
30.7% over 45. The majority of participants held a bachelor’s degree (75%), while 18% had
completed high school and 7% held a master’s or doctoral degree.

The measurement model was evaluated through reliability, convergent validity, and
discriminant validity assessments. The results demonstrated satisfactory psychometric
properties for all constructs, supporting the adequacy of the measurement model for
subsequent structural analysis.

Table 1 shows measurement properties for the four constructs studied. Each construct
consists of several indicators, with factor loading for those indicators between 0.52 and
0.91, which shows considerably strong associations between the indicators and their parent
constructs. Composite reliability (CR) and Cronbach’s alpha (CA) values indicate strong
internal consistency of all constructs, while the highest reliability was found for green
leadership. The average variance extracted (AVE) shows a value from 0.51 to 0.59, indicating
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moderate to good convergence validity. VIF values ranging from 1.401 to 1.957 were well
below the accepted limit of 3.3, thereby confirming that no multicollinearity issues exist
in general.

Table 1. Results of psychometric properties.

Construct Indicators Loading  CR CA AVE VIF
GL1 091
GL2 0.82

Green Leadership (GL) GL3 0.76 0.83 0.872 051 1.797
GL4 0.59
GL5 0.57
RM1 0.58
RM2 0.52

Resource Management (RM) RM3 0.72 0.84 0810 052 1957
RM4 0.75
RM5 0.72
MP1 0.72
MP2 0.85

Market Positioning (MP) MP3 0.61 0.87 0.852 059 1.401
MP4 0.80
MP5 0.65
FP1 0.81
FP2 0.66

Financial Performance (FP) FP3 0.63 0.85 0.840 055 1.466
FP4 0.71
FP5 0.85

CR: composite reliability; CA: Cronbach’s alpha; AVE: average variance extracted; VIF: variance inflation factors.

Table 2 shows the correlations between the study constructs. Overall, the findings point
to positive links across all variables, with correlation values sitting somewhere between
0.410 and 0.653, maybe like that. The highest pair was between green leadership (GL)
and resource management (RM) (r = 0.653), which suggests that, when green leadership
practices are effective, they are closely tied to better resource management capabilities.
Table 2 reports the correlations among the latent variables along with the square roots of the
AVE based on the Fornell and Larcker criterion. The diagonal values represent the square
roots of AVE for each construct and are higher than the corresponding inter-construct
correlations, indicating adequate discriminant validity. Overall, the results indicate positive
correlations among all constructs, ranging from 0.410 to 0.653, suggesting theoretically
consistent relationships while maintaining adequate discriminant validity.

Table 2. Correlations among latent variables.

Construct GL RM MP FP
Green Leadership (GL) 0.714
Resource Management (RM) 0.653 0.721
Market Positioning (MP) 0.447 0.515 0.768
Financial Performance (FP) 0.410 0.518 0.559 0.742
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Table 3 presents the discriminant validity assessment using the heterotrait-monotrait
(HTMT) ratio. All HTMT values among the constructs are well below the conservative
threshold of 0.85 and remain comfortably under the maximum acceptable limit of 0.90,
indicating strong discriminant validity. Overall, the results provide further evidence that
the measurement model demonstrates satisfactory discriminant validity.

Table 3. Discriminant validity (HTMT).

Construct GL RM MP FP
Green Leadership (GL)
Resource Management (RM) 0.742
Market Positioning (MP) 0.523 0.601
Financial Performance (FP) 0.487 0.614 0.648

Table 4 shows the effect size analysis, which shows different levels of predictive in-
fluence across the study constructs. Green leadership had a large impact on resource
management (f? = 0.512), and this kind of points to how sustainability-minded leadership
matters a lot for making organizational resource utilization more effective. Green leader-
ship also produced a medium effect on financial performance (f> = 0.260) and a smaller
effect on market positioning (f> = 0.127). Then, resource management revealed a large
effect on financial performance (> = 0.440), while market positioning showed a medium
effect (f> = 0.214), which underlines that it works as a kind of mechanism by which green
leadership ends up supporting overall organizational success. In sum, the findings imply
that resource management is the most solid explanatory route, connecting green leadership
to better financial outcomes.

Table 4. Effect sizes (f2) for total effects.

Predictor Outcome f2 Effect Size
Green Leadership Resource Management 0.512 Large
Green Leadership Market Positioning 0.127 Small
Green Leadership Financial Performance 0.260 Medium

Resource Management Financial Performance 0.440 Large
Market Positioning Financial Performance 0.214 Medium

Structural Model and Hypotheses Testing

Figures 2 and 3 presents the final PLS-SEM structural model, illustrating the stan-
dardized path coefficients, indicator loadings, and coefficients of determination (R?) for
the endogenous constructs. Table 5 presents Direct impacts between critical constructs
are presented in Panel A; as can be noted, all hypothesized relationships are statistically
confirmed at the 0.001 level. H1 is confirmed, since there is a relatively strong and positive
direct effect of green leadership on financial performance ( = 0.45, p < 0.001). It also
significantly predicts resource management (3 = 0.57, p < 0.001) and market positioning
(B =0.14, p < 0.001), thus confirming H2 and H3 respectively. Also, resource management
(B =0.52, p <0.001) and market positioning (3 = 0.56, p < 0.001), respectively, are found to
have significantly positive contributions to financial performance, thus supporting H4 and
H5. This strengthens the theoretical model and indicates that green leadership influences
both internal operations and external strategic positioning directly and positively, thus
boosting financial performance in the hospitality sector.
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IRM1| |RM2| IRM3[ |RM4| |RM5|

B =0.57%**
(p < 0.001)

B =0.52%**
(p < 0.001)

B = 0.45%**

(p < 0.001)

B = 0.14%%+
(p < 0.001)

B =0.56%**
(p < 0.001)

Figure 2. Structure model of the study. Note: 3 values represent standardized path coefficients;
*** indicates statistical significance at p < 0.001.

RM
(R?=0.34)

B=0.45%**
(p<0.001)

B=0.57%**
(p<0.001)

0:0'52***
(p<0.001)

GL
(R?=0.00)

FP
(R?=0.58)

B=0.14***

B=0.56***
(p<0.001)

(p<0.001)

Figure 3. Final results of the study. Note: 3 values represent standardized path coefficients; *** indi-
cates statistical significance at p < 0.001.

Table 5. Direct effects.

H Structural Paths  Path Coefficient (f) t-Values p-Values Result

H1 GL — FP 0.45 4.92 <0.001 Supported
H2 GL - RM 0.57 5.18 <0.001 Supported
H3 GL — MP 0.14 5.36 <0.001 Supported
H4 RM — FP 0.52 3.87 <0.001 Supported
H5 MP—FP 0.56 4.12 <0.001 Supported

To check how meaningful the indirect effects are, a bootstrapping procedure with
5000 resamples was done with SmartPLS 4.0. Following what Hair et al. [58] recommend,
bias-corrected 95% confidence intervals were produced for all indirect effects. Mediation
was seen as significant if the confidence interval did not include zero. This kind of non-
parametric path gives a solid read on indirect effects because it does not depend on the
normality assumption.

A mediation analysis with the indirect effects tested, speculated by bootstrapping
with 5000 samples and the 95% confidence intervals, was performed and summarized
in Table 6. Resource management and market positioning are significant in mediating
the path from green leadership to financial performance. The indirect effect from green
leadership through resource management stands at 0.183, with confidence intervals not
inclusive of zero (CI: 0.123-0.243), thereby supporting H6. Likewise, the indirect effect
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through market positioning is 0.090 (CI: 0.037-0.144), which corroborates H7. Thus, green
leadership enhances financial performance, both directly and indirectly, through improving
efficiency in internal operational practices and building a sustainable market identity for the
firm. This highlights the role of operational efficiency and strategic branding in providing
measurable financial returns for sustainability leadership.

Table 6. Mediation analysis of bootstrapped confidence interval (N = 390).

H Indirect Effect Indirect Effect Lower CI Upper CI Significance
Hé6 GL -+ RM — FP 0.183 0.123 0.242 Significant
H7 GL — MP — FP 0.090 0.037 0.144 Significant

Note: Bootstrapping based on 5000 samples with 95% confidence intervals. Mediation is significant when the
confidence interval does not include zero.

5. Discussion

The results give important insight into the contribution of green leadership to financial
performance in Egyptian five-star hotels. The results suggest that green leadership leads
to financial benefits not because sustainability-oriented leadership automatically leads to
better financial results, but only when it translates into effective internal resource manage-
ment and credible external market positioning. This interpretation is consistent with the
Resource-Based View, which postulates that organizational resources result in competitive
advantage if they are strategically managed and transformed into valuable organizational
capabilities [5].

The significant direct effect of green leadership on financial performance indicates
that environmentally responsible leadership can support organizational outcomes by influ-
encing strategic priorities, fostering operational discipline, and enhancing organizational
commitment to sustainability. This result aligns with previous research that showed the
positive impacts of green leadership on organizational effectiveness, sustainability perfor-
mance, and long-term competitiveness [59-61]. The present research builds on previous
hospitality literature by showing that green leadership affects financial performance both
directly and indirectly through specific organizational mechanisms.

Both resource management and market positioning were found to play important
mediating roles, with resource management showing stronger influence on financial perfor-
mance. This indicates that the financial value of green leadership is mainly realized through
the effective use of organizational resources. Green leaders promote environmentally re-
sponsible practices that reduce waste, enhance operational efficiency, optimize resource
allocation, and improve organizational capabilities, leading to superior organizational
performance [62-64].

Market positioning was another important mechanism that linked green leadership to
financial performance. This is due to the competitive Egyptian five-star hotel sector, where
hotels are competing more and more for environmentally friendly tourists, international
visitors and corporate customers. Sustainable leadership can enhance the reputation of
a hotel, perceived value and support differentiation strategies that improve competitive
positioning in the marketplace [35,65]. Thus, those hotels, which can better communicate
their care for the environment, may enjoy better recognition in the market as well as better
organizational performance.

These results are especially important in the Egyptian hospitality context. As Egypt
continues to emphasize sustainable tourism development and efforts are made to bring
its tourism sector in line with international standards of sustainability, hotel organizations
are experiencing mounting pressure from regulators, stakeholders and environmentally
conscious consumers for responsible business practices. In such circumstances, green
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leadership is a vital strategic resource that supports environmental responsibility and
organizational success [24,25].

The practical implications for management are that hotel managers should adopt the
concept of green leadership in decision making at operational and strategic levels. Within
the organization, there is a need to improve training programs on the environment, policies
on sustainable procurement, initiatives to save resources and the engagement of employees
in activities related to sustainability. On the external side, hotel managers should effec-
tively communicate sustainability initiatives to stakeholders and integrate them into the
overall positioning strategies. The results suggest that financial gains are more likely when
environmental leadership is translated into tangible operational capabilities and a credible
market differentiation than when viewed as a symbolic organizational commitment.

6. Implications

The evidence from this research bears out that green leadership is an important positive
contributor to the financial performance of the hospitality sector. Resource management
and market positioning were mediators in the relationship, therefore offering insight into
the operating environment by which leadership with an environmental conscience trans-
lates its concerns into economic benefits. This article contributes to the theoretical schools
of thought within sustainability and organizational leadership by presenting arguments
linking operational practices of leadership to outcomes in both operational efficiency and
strategic goals. The empirical backing it provides strengthens the arguments that incorpo-
rate environmental initiatives into core business strategies. This framework thus constitutes
an important basis for researchers in pursuing a multi-dimensional understanding of how
leadership is able to affect other sides of organization behavior. On the whole, it advances
the understanding of sustainable management practices in the hospitality domain.

Furthermore, from a practical and policy perspective, findings imply a plethora of
patchable suggestions for managers or executives of hotels. Green leadership programs
may increase employee engagement, resource utilizations, and market positioning, hence
increasing profitability. The recommended approach is to elevate sustainability from
mere CSR to a strategic tool for gainful competitive advantage. Encouragement for such
advancement may come from policymakers through guidelines, incentives, or even certifi-
cations advancing environment-friendly business practices. Empowering green leadership
throughout the entire sector can benefit both its financial performance and its sustainable
tourism objectives. This explains that, in these respects, sustainability seems beneficial for
both an enterprise and an ecosystem.

7. Conclusions

This study looked at how green leadership connects with financial performance in
Egyptian five-star hotels, with special attention on mediation, mainly on how resource
management and market positioning interact. The results show that green leadership does
not only have a direct effect on financial performance, but also works indirectly by using
internal resources more effectively and by reinforcing market positioning. In practice, these
findings back the Resource-Based View and the stakeholder theory, because they clarify the
way sustainability-minded leadership could be turned into organizational capabilities, and
how those capabilities then generate economic value.

This study contributes in some way to the hospitality and sustainability literature,
in a way that feels integrated and ties leadership with operational capabilities, strategic
positioning, and financial outcomes in an emerging-market setting. Managerially, it looks
like hotel executives should weave sustainability principles into the day-to-day operational
processes and into the market strategies, so they can improve competitiveness and main-
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tain long-run organizational performance. In general, this article points out that green
leadership is not only an environmental duty, but also a strategic resource—something that
can enable sustainable financial success across the hospitality industry.

8. Limitations and Future Research Directions

When interpreting the findings, a few limitations should be kept in mind. For starters,
this study was confined to five-star hotels in Egypt, so the results might not relate well
to other parts of the hospitality sector, other tourism organizations, or different national
contexts. In addition, because the design was cross-sectional, it is difficult to assert that
there is a complete causal relationship about the links between green leadership, resource
management, market positioning and financial performance, even if the associations look
solid. Lastly, the evidence depended on self-reported perceptions gathered via one survey
instrument, so there is a chance of response bias, even though this study used procedural
steps intended to limit common method variance. Another limitation relates to the use
of perceptual measures of financial performance rather than objective financial indicators.
Future studies are encouraged to incorporate objective measures such as RevPAR, occu-
pancy rates, profitability, and operating costs to further validate the observed relationships.
Financial performance was assessed using perceptual measures reported by employees
rather than objective financial indicators. Therefore, the findings should be interpreted as
perceived organizational financial performance.

Future research should lean into longitudinal designs to see how the impact of green
leadership leads to transformation over time and to construct more convincing causal ties.
In addition, scholars are encouraged to add objective financial indicators, like revenue
growth, profitability measures, occupancy rates, and operational efficiency metrics, so it is
not only based on perceptual views of financial performance. Comparative work across
various countries, hotel types, and tourism subsectors would also help the findings travel
better to other contexts. Lastly, future efforts might expand the proposed framework by
probing further mediating and moderating factors, with organizational culture, employee
engagement, green innovation, digital transformation capabilities, and environmental
strategy enactment included among them.
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Appendix A. Measurement Scales

GL1: My organization’s leadership actively promotes sustainability initiatives.

GL2: Leaders in my organization communicate the importance of green practices.

Green Leadership

(GL) GL3: There is a clear commitment to environmental stewardship from top management.

GL4: My organization provides training on sustainable practices for employees.

GL5: Leadership encourages employee involvement in sustainability initiatives.

Resource Management

RM1: Our organization efficiently manages energy consumption.

RM2: We implement waste reduction strategies effectively.

RM3: Resources are allocated towards sustainable practices in our operations.

(RM)
RM4: We track and measure our environmental impact regularly.

RMS5: Our procurement policies prioritize environmentally friendly products.

MP1: Our organization markets its sustainability initiatives to attract customers.

MP2: We have a competitive advantage due to our green initiatives.

Market Positioning

(MP) MP3: Customers perceive our establishment as environmentally friendly.

MP4: We receive positive feedback from customers regarding our sustainability efforts.

MP5: Our marketing materials highlight our commitment to sustainability.

Financial Performance

FP1: Our organization has experienced revenue growth due to sustainability practices.

FP2: Sustainability initiatives have led to cost savings in our operations.

FP3: Overall, our financial performance has improved as a result of green practices.

(FP)
FP4: Our customers are willing to pay a premium for our sustainable offerings.
FP5: We have seen an increase in repeat business due to our commitment to sustainability.
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