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Abstract

This study attempted to find out the answer to the question whether greecegrhave
strong effects on the image of the company and customers’ behaviorabimgentthe hospitality
industry. The study results indicate that customers’ perception e gractices (PGP) have a
positive effect on the green image of the restaurant and custdyees/ioral intentions to the
restaurant. Also, the result indicates that customers’ pexateeological image of the restaurant
(PEI) positively affects customers’ ecological behavioral imentEBI) to the restaurant. Through
testing the mediating role of PEI, this study finds out the important rolelohRkplaining the
restaurant customers green purchasing behavior. This study alsoleugréen practices influencing
PEI and EBI in different groups of green customers. In green group, threpgestices influencing
PEI the most are recyclable take-out containers, recycling wastenemyy efficient lighting.
Practices affecting EBI are recycling waste and energy effibghting. In the less green group, the
practice of using recyclable take-out containers has the most sighifigaact.

Keywords: Green practices; Green image; Ecological behavioral intenti@enGyurchasing
behavior.

I ntroduction

As more customers recognize the seriousness of environmental problenosstivaer
choices are becoming more ecologically conscious as they purchase pandiustsvices that are
environmentally friendly (Han, Hsu, & Sheu, 2010). To meet the increasmarakfor ‘green’
products and services, marketers throughout all industries invest enaffartssinto developing and
promoting eco-friendly goods. The focus on environmentally friendly has urgeddtaurant
industry to adjust their services as well in order to meet the changegtations of the customers.
Restaurant owners are adopting Green Practice (GP) to theirt@sjy becoming members of
green associations, such as Green Restaurant Association (GRA).

In marketing, the impact of corporate image on consumer behavior isaeefnized.
Researchers indicated that a good corporate image helps compaiiikshesstal maintain loyal
relationship with customers (Andreassen & Lindestad, 1998; Nguyen & Leblanc,Rlidrtson,
1993). Also, one of the main reasons why companies are pursuing green pratdicepisve their
image and reputation to the public. According to a new study by BDO Seidman, LLPhjriaigoef
the CFOs of the top 100 largest retailers indicated that the grewttdgator for company to pursue
eco-friendly practices is to improve companies image whereféA%mnage among consumers’ and
13% of ‘image among shareholders’(Environmental Leader, 2007). Thistedithat industry
professionals also recognized the importance of green practice as baeoifriponent contributing
to image of the company and that they believe the image of the company can bedrtimmwgh
executing green practices, which in the long-run will contribute to custioyedty (Ryu, Han, &
Kim, 2008).



However, the past studies on green product consumption are mainly focused on pleimogra
and psychological characteristics of green consumers or investigatedationship between
consumers’ behavioral intentions and other antecedents of green purchasadecision-making
process (Chan & Lau, 2000; D’'Souza, Taghian, & Khosla, 2007; Straughan & Roberts, 1898). |
stream of general green product consumption studies, researchengitalihogdustry explored the
eco-friendly decision-making processes of hotel customers (Chois&a F2006; Han et al., 2009).
However, not a single study has been done to find out the effects of gre@epractthe company.
Does the green practice affect the image of the company and shapeecsishamavioral intention?
Can the improved image of green companies affect behavioral intentioe®Wgra fundamental
and practical study of green practices, examining how customers feel edupgactice in the
restaurant industry has not been done yet. Furthermore, the previearghdadicates that green
customers are divided into several segments (Gilg, Barr, & Ford, 20055 2887 ; Straughan &
Roberts, 1999). Thus, it would be important to look at the green practices thdtaffect different
customer segments by their perceived images of green restautiieiabehavioral intention. This
study would help restaurant owners to design services in a more customegebway regarding
green attributes and it would give them an effective guide lingrecimore customers to their
business as they adopt the key green practices. Throughout this papesetrchers explained the
logic route of customer perception of green practice through ecolagiagé of the company toward
final behavioral intention with theoretical background. Also, the sfilldg the theoretical and
empirical gap in green study of restaurant industry.

Therefore, the specific objectives of this study are to (1) idenigyomers’ perceived
importance of green practices in the restaurant industry, and (2) exantmmenss perceptions
regarding the performance of green practices in restaurants. ARBpekamines the relationship
between restaurant customers’ perception of green practices and toejitioa of green image of
the restaurant, along with how this relationship is affecting the custbem®logical behavioral
intentions. This study (4) investigates the differences in theaedthip of customer perception of
green practice through ecological image of the company toward finalibediantention, among the
different green customer segments. Lastly, it (5) discovers thgrken practices influencing
customer’ perceived ecological image of the restaurant and ecologi@tibral intentions in
different customer segments.

Literature Review

Green study in the hospitality industry

Similar to the stream of general green product consumption studiesnexgbehavioral
and psychological aspects of hotel and restaurant customersierwdyf decision making processes
have received attention from researchers in resent hospitalityrindtigdies. Han et al. (2009)
examined the formation of hotel customer’s intentions to visit a gréehusing Ajzen’s Theory of
Planned Behavior (1991). Their result showed that all of the predidtiusta, subjective norm, and
perceived behavioral control had positive effects on customers’ionidntstay at a green hotel. They
also found out that there were no statistical difference of the paliefween eco-friendly activists
and non activists. In the study of the restaurant industry, Dutta, Umash@hkg and Parsa, (2008)
estimated customers’ green practice orientation in two differentro@siindia and U.S. by
investigating the customers’ psychological factors. The resultesthtivat consumers in the U.S. had
a higher degree of involvement in environmentally and socially responséaigces in restaurants,
which had the most significant effect on consumers’ willingness to pay up t@ilbigher on menu
price for green practices. In contrast, Indian consumers had a higher deguedvement in health
and it led them to pay more than 10% or higher on menu price. This study providesaedoapr
application to a restaurant manager. Also, to maximize the profitsraludispect should be
considered when restaurant managers adopt the green practices.



Choi and Parsa (2006) focused on the managers’ attitude to engage in gréeesprehey
investigated the relationship between restaurant mangers’ psychokbtidaites, composed by
attitudes, preferences and involvement regarding green praciicehear willingness to charge for
green practice. Unlike the majority of green studies, this study examineesaattjtude toward
ecological behavior in hospitality management. Also, their study provideijae point of view as to
how pricing decisions regarding green practice can be explained by thefltheehmanagers’
psychological factors. The result suggested that willingness toechagiger prices, for performing a
socially responsible practice was significantly influenced bgagars’ preferences and their
involvement in such practices. However, managers’ attitude toward GRtleaor Ino effect on
managers’ willingness to increase prices for performing a spcesponsible practice. This study
provided a neat conceptual framework for green practices in the esdtaliney contended that green
practices were composed with three perspectives: health conceropemmtal concern, and social
concern. While many marketing studies indicate that green practicégemne of the main
components of social concern, non-green social concerns (e.g. fair human resaticespsiould
not be included in the study of green practices. Researchers should idbatifgreen practices are,
and GP categories should be re-addressed for future study.

Gustin and Weaver (1996) studied customers’ intentions to stay in d&hetsl on the
environmental strategies used by the hotel. By using a modified environmdreeidoal model
(Hines, Hungerfor, & Tomera, 1987) which included customers’ knowledge abordgrenental
issues, customers’ attitudes toward environmental strategies anpdioaived self- efficacy, they
measured hotel customers’ intention to purchase a night at the hotanbatted green practices.
Their result showed that three components in the environmental behaviordhadepositive
relationship with intention to purchase. The unique thing about this staslyhat they tried to
identify the green practices that could elicit the customers’ betsdvintention. This was the first
study that attempted to examine what customers really thought about gremepcd their
expectations of such practices in the hotel industry. It provided the insigbip operators design
services in a more customer-oriented way, but the employed methodologicadmppf using a
single question to estimate a direct positive relationship betweerafde attitude toward each green
practice and customers’ behavioral intention needs to be proved quaeititativ

Only limited research on the study of green practices has been doné&dasthtality
industry, especially in the restaurant industry. Studies regarding censuental image of green
companies in the restaurant industry has not been done yet. Also, despitettia faeny business
owners believe that the image of companies can be improved through exgeegingpractices and
that improved image can eventually affect the customers approachdretiaasie has not been a
study that has attempted to examine the image effect of green practices

Green Customers

As people have been recognizing the seriousness of environmental problgrase the
becoming more ecologically conscious and seeking to purchase prodwentdagssthat are
environmentally friendly (Han et al., 2009). According to Ryan (2006), Amereanisecoming
increasingly concerned about the environment. The percentage of Amevtwamgorry about the
environment and are concerned about environmental issues has increased frian? 828ver two
years (between 2004 and 2006). About 80% of Americans are currently buyinggréects
regularly or sometimes. 12 percent of Americans are true greens and && peedight greens
(Hanas, 2007).

In the green studies, many researchers have sought to identify cgigemers’ in
demographic, psychographic, and behavioral aspects. The InternationaldristitSustainable
Development (1ISD) describes the common attitude and belief about greemersstAccording to
IISD, green customers are people who commit to green lifestyles riamess&bout their own green
practices and their impacts, and support the companies incorporating gre@epi hey tend to
overemphasize their green behavior, and they want environmental protectie easy.



Unexpectedly, they lack knowledge about environmental issues, but thegardalearn them. The
IISD also provided some broad generalizations regarding the demographiterstres of green
customers. They are young adults who are influenced by their young childrerervtemd to be
more pro-environmental than men, and the best green customers are thosensittiorspend
(Ryan, 2006). Other studies added more demographical characteristics (leltedaifan and place
of residence) to distinguish green customers from others. Many studidsimdated that the level
of education is positively correlated with environmental concerns andibeh)and people with a
high level of education were likely to have more ecological concern dradibe (Schwartz & Miller,
1991; Zimmer, Stafford, & Stafford, 1994). Some researchers have consideced #aion
between place of residence and environmental concern (Schwartz & W88 ; Zimmer et al.,
1994). People living in urban areas are less likely to show more favorttbidestto environmental
issues.

In Straughan and Roberts (1999) study of environmental segmentation, they emphasized t
importance of psychographic measure to identify green customers. Resganentioned that
psychographic variables provide a stronger and more useful profile aof gyesumption than
demographic variables. Their finding was that perceived custoneetieéiness (PCE) toward solving
environmental problems was the most important correlate of ecolggicalscious customer
behavior (ECCB). Perceived customer effectiveness (PCE) is corssattitudes or beliefs that
“individuals can positively influence the outcome to such problems”y§tien & Roberts, 1999, p.
562). It measures the degree that a customer can have an impact on saaingohenent. This
component is generally accepted as one of the most important componenlisigeharperdition of
green customers’ behavior intention. In green studies, customers wleateralisigh level of PCE
show greater levels of green purchases (Chan & Lau, 2000; do Paco, Arminda, Rapioso 2809;
Gilg et al., 2005; Gustin & Weaver, 1996; Straughan & Roberts, 1999).

The extent study result indicates that perceived customer’siedieess (PCE) is the most
important predictor to identify green customers. This study mesafECE level of customers and uses
it as a gauge to identify different green customer segments.

Green Practices in Restaurants

As mentioned earlier, there are several green restaurant @tyamszthat provide online
resources to help restaurateurs adopt green practices. Based on thoecatghditeview, this study
identified green practices that can be utilized in the restauncunstry.

1) Recycling and composting:

There are many waste products which are recyclable in restswifhey are glass, plastic,
metal, cardboard, and aluminum. Composting food waste helps to reduce the amasté aina
it improves the quality of the soil. These are possible greerigasuah restaurants regarding
recycling and composting:

o Recycle paper, plastic, cardboard, glass, and aluminum at the back of the house

e Provide recycling bin in store(Self-service restaurant setting)

¢ Conduct food waste composting programs

2) Energy and water-efficient equipment:

Energy and water efficient equipment can be applied in various areassitaarant -kitchen,
dining area, and restroom. Here are a few examples:

e Use flow restrictors on faucets, low-flow toilets, and waterdessls
Only serve customers water upon request
Replace incandescent light bulbs with longer lasting CFL light bulbs or LED
Replace exit lights with LED’s
Use motion detectors for lights in the restroom
Use of a system which monitors and controls comfortable temperatuoesnglffi with
the HVAC(Heating, Ventilating and Air Conditioning) system



o Keep the entrance door closed or use a double entrance door

3) Eco-friendly cleaning supplies:

Non-toxic cleaning supplies are safe for the environment and peoplefailthneng
examples:

e Use of environmentally friendly cleaners for dishes, and linen

e Use of environmentally friendly cleaners for tables and floors

4) Serving ware and packaging:
Recycle service wares are made of post-consumer waste sourceswahes can reduce the
amount of waste. Also, they can save natural resources, such as trees.
e Use of take-out containers that are biodegradable (paper) oraieleyiristead of using
Styrofoam

5) Menu sustainability:

Organic food is raised by non-toxic pesticides and fertilizers and maueuvgenetic
engineering. Locally grown foods reduce the amount of air pollution assbueiake
transportation which uses fossil fuels. Therefore, restaurant masageitd be sure to:

o Offer local ingredients on the menu

o Offer organic food on the menu

o Offer fish and seafood harvested sustainably and free of harmful ptdluta

¢ Avoid genetically modified foods

Green practices from these sources were developed for restiesir@ither practices for the
back of the house were excluded, for example using energy efficient lightimg storage and
kitchens. This study considered green practices that customesgpased to.

Theoretical Ideology of Green Practices

Miles and Covin (2000) indicated that there are two theories that exgiginamnpanies
invest in developing superior environmental performance: (1) the “sdsckirces” theory (Graves &
Waddock, 1994) and (2) the “good management” perspective of competitive advdiiago &
Fouts, 1997). The first theory “slack resources” proposes that the opitiad has sufficient assets
tends to allocate discretionary resources for socially responsdugoas, such as environmental
enhancements. This investment is designed to develop and enhance congoitithtage through
reputation, image, and long term cost savings (Miles & Covin, 2000; Miles & IRUS®Y). In other
words, by executing superior green performance, the company attempts to obtenienbge and
reputation, which may lead to more successful outcomes in the future. Goagemanéatheory
suggests that companies that have innovative management tend to seedrgingesources of
competitive advantage such as new environmental practices to bsfgraastomers. Managers
concern about the realization of superior environmental performancd iwbicates customers’
recognition of green image of the company through the company’s green prguitesnance)
because they believe that gained realization of such performance imypabld give a distinctive
advantage that intensifies their competitive power.

The two theories indicate that, regardless of the financial conditie company or the
management strategies, the primary reason why companies are emgaginducting and
developing superior environmental performance is to improve the image adrtipany by
conducting green practices and eventually to obtain the competitive agkvanta

A more recent study conducted by BDO Seidman, LLP. confirms that two-tiitids
CFO'’s of the top 100 largest retailers indicate that the greatgstator for a company to pursue eco-
friendly practices is to improve companies’ images where 54%rfagé among consumers’ and
13% of ‘image among shareholders’. The study also found that industry poéssecognized the



importance of eco-friendly practices as one of the components contributimgimage of the
company (Environmental Leader, 2007). Industry professionals also believeatie afrthe
company can be improved through executing environmentally friendly practices, whiehlong-
run will contribute to customer loyalty (Ryu et al, 2008).

Image - Green Image of Restaurant Company

A company’s image is important because it reflects the manner in wécbrganization
can be differentiated from another. Various studies have shown thatgaanffects a customer’s
perception of a company (Ryu et al., 2008). The impact of a company’s imagecislgdy
significant in the restaurant industry because the intangible tbdstics of a restaurant cannot be
evaluated prior to the dining experience. As a result, customerghhg dependent on the image of
the restaurant created by tangible cues (e.g. brand name of theargstanestaurant attributes).

In psychology, imagery is often described as “mental picturing” and definediiatinct
way of processing and storing multi-sensory information in working memorgl{iis & Price,
1987). In an early study of store image in marketing, Martineau (1958) founchtg is “the way
in which the store is defined in the shoppers’ mind, partly by its functional atsibnd partly by an
aura of psychological factors” (p.47). However, in a later studyooé stnage, researchers focused
more on the functional and physical attributes associated with how custonoeiggubthe image of
a store. In 1987, Assael mentioned that image is the perception of gibrges. Similar to Assael’s
definition of image, Bloemer and Ruyter (1998) later defined storedraa@ consumer’s perception
of a store based on particularly noticeable attributes. Bloemer and RL8®8&) further indicated that
image is expressed as a function of salient attributes of a parstaia that are evaluated and
weighted against each other. Likewise, a restaurant’s green caadee described as a customer’s
belief about the ecological image of the restaurant. The percewed gnage toward a restaurant can
be influenced by the function of the green practices of the restauaaarénimportant for evaluation
of greenness of the restaurant (Bloemer & Ruyter, 1998; Ryu et al., 2008).

A study of corporate image in marketing also indicates that the furadtgneen practice is a
component of developing the image of a company (LeBlanc & Nguyen, 1996; Miles & Covin, 2000;
Schwaiger, 2004). In the study of corporate image in marketing, corporate isnaderred to as the
overall impression the public has about a firm (Nguyen & Leblanc, 2001)oVéiall impression of
a firm is built on several characteristics of the company and the a#jmutch as name and
reputation of a firm, its variety of products and services, architectutddaology. In 1996, LeBlanc
and Nguyen identified the determinants of company image in the servisgrynitam the customers’
prospective. The researchers suggested that there were fwes faéiuencing customer perceptions
of corporate image in service firms. These five factors included: i@gpigentity, reputation, service
offering, physical environment, and contact personnel. The results indicatedrporate image was
derived mainly from reputation.

Social responsibility policies made evident by green practices havbdéemgconsidered as
an essential component to measure of corporate reputation, a main elecogpo@te image
(Schwaiger, 2004). Also, marketing studies indicate that those msstgnificantly affect the
evaluation of a company’s image, reputation, and even customers’ loyaltg @Datt, 2008).
Theoretically, green practices may be a small component that composesrtikimage of a
company. However, considering the current social climate in which custdmage ecological
concerns and demand products and services that are designed to be lesgddtrenérivironment,
there has been a concerted effort going green. Companies have also been donittotite need to
become more sensitive to the current state of the environment. As afékalgrowing social
sensitivity to this issue a company’s image can be greatly affectegénceived lack of interest in
environmental concerns.



Behavioral Intentions-Ecological Behavioral Intention

Olive (1997) defined behavioral intentions as an acknowledged likelihood ageeimga
certain behavior. He mentioned that a customer attitude toward purctsasirangly related to his or
her behavioral intentions. He further indicated that customersiagdt toward purchasing, which are
behavioral intentions, are developed by their prior experience of the padertvice. According to
Ajzen’s Theory of Planed Behavior (1991), the attitude toward a behaféorad as “the degree that
a person has a favorable or unfavorable evaluation or appraisallméithvior in question” (p.188).
Because this attitude is believed to be a function of one’s saliégfsb&thich represent the
perceived consequences of the behavior and his/her evaluation oinifieasige of the
conseguences, it can be a reasonable predictor of behavioral intention.

Similarly, customers’ ecological behavioral intentions concernirtguesnts are described
as an acknowledged likelihood to engage in green purchasing by dining in asgtaenant. The
ecological behavioral intentions can be captured by the custorttétsletoward green purchasing,
which is elicited from their prior ‘green’ experience of a restaif@live, 1991). Customers’ green
image of a restaurant, which is developed by prior information, can a¢s efiStomers’ green
behavioral intention. Based on this literature review, ecologicahimtiatention may be described
as a stated likelihood to return to the restaurant, to be engaged in pesitiivef-mouth behavior
and to recommend the company to relatives in the future, that regarditguaeets’ green practice
and ecological concern. Research conducted by National Restaurant haso@aealed that 44% of
customers indicated they were likely to make a restaurant chaed ba a restaurant’s conservation
efforts regarding energy and water. Sixty percent of customers saileiavere more likely to visit
a restaurant offering eco-friendly food (Conserve, 2009). If this isabe, why do people have this
type of ecological behavioral intention?

There are two motivations for customers’ the ecological behaviggaitions which are
altruism toward the environment and status enhancement. Somehesehryve discovered that
ecological purchasing behavior of customers can be construed as altrdistismAinvolves the act
of doing something good for others without expecting anything in return. People ana¢uies
engage in conservation primarily because they, at some level, irdtiypsiare about the well-being
of the planet and its inhabitants (Griskevicius, Tybur, & Van den Bergh, 3041, Dietz, & Kalof,
1993)Even though eco-friendly products often cost more and are lower quality thgreeon-
products, customers purchase such product and services based on their genisima@ivard the
environment and further, next generation. Another motivation is the status-eghlaewefits
associated with purchasing environmentally friendly products. Consumergdeshrave a public
recognition as a green customer motivate their pro-environmeihavioe (Griskevicius et al., 2010).
As mentioned earlier, purchasing ecologically friendly goods requétesarifice on the part of
customers. Such altruistic behavior signals one’s willingness ang abiiiicur costs for others’
benefit. Therefore, by purchasing green products, customers desired to b segpl@awho care
about the environment (Griskevicius et al., 2010).

With these things understood, restaurant customers’ ecological behaviention is
influenced by these two motives. Customers’ genuine altruism toward tinerenent can elicit their
behavioral intention toward a restaurant that has a superior environgéigallly performance
reputation. Also, the desire of restaurant customers to obtain statueiaghmarefits through dining
in green restaurant (which is the easiest way to get a publiowigoags they dine in) can be the
major motive of their behavioral intention.



Conceptual Framework of the Study

Based on the literature review, the researchers proposed the confraptealork of the study.

Perception
of ecological
Image

Ecological
Behavioral
Intention

Perception
of Green
Practices

Figure 1. Conceptual Frame Work of the Study

The relationship between customers’ perception of green practice angefegiived image
of a restaurant can be explained by empirical evidence in a study ofsage The aforementioned
store image is the consumer’s perceptions of a store because of stilmrita and the image is
expressed as a function of the salient attributes of a particulartistdrare evaluated and compared to
one another (Bloemer & Ruyter, 1998). Based on this definition of stogejiRyu et al. (2008)
argues that the image of a restaurant can be described with the furatiiobales of the restaurant
that are the most important for evaluation. Likewise, the customesh@gmage of a restaurant can
be influenced by the environmentally friendly practices of the restathat are important for
evaluation of how greenness of the restaurant. The tangible grebuatastin the restaurant, for
example, in-store recycling bins, organic menu options, motion detectoritightsrestaurant, and
recyclable take-out containers, and how well the restaurant endHriean have an impact on
customers’ green image processing for the a particular restalinenefore, customers’ perceptions
regarding the performance of the green practice in a restauralat affmact what customers believe
concerning the environmental friendliness of the restaurant.

The relationship between perception of green practice (PGP) and/pdreeological image
(PEI) of the restaurant can be diverse in different groups of custormongithe several green
segments in market, green customers, who commit to green lifest@asgrimus about their own
green practices and their impact on the environment. These individualsemaore concerned about
green practices and the positive green image of restaurant thanustioeners. Also, the green
practices influencing green customers’ perceived ecologicakimithe restaurant might be different
from that of less green customers’. The early study of store ipragesed that an individual’s
behaviors are expressed based on psychological or distorted representaitiectofe reality that
exists in the individual’s mind. In other words, people’s behaviors are metg fikbe determined by
an image then by objective reality (Martineau, 1958; Myers, 1968) and tkesenamber of studies
conducted regarding effects of images on the future behavior of custétyarst al. (2008)
investigated the relationships among overall quick—casual ragtdarage, perceived value, customer
satisfaction and behavioral intentions. By emphasizing customers’ pensept a store’s image in
terms of functional attributes, they found out that the restaurant isngig@cantly influences
perceived value and also it is a significant predictors of custoberavior intentions. Nguyen and
LeBlance’s (1998) findings also revealed that the relationship betwegorate image and
customers’ retention decision was supported. They suggested that custbméosm a positive
overall impression of the image of the financial institution were ket to prefer the organization
and recommended it to others.



Based on image theory and the literature reviewed, we can cotitdtdbere is a significant
relationship with image and customers’ behavioral intention. With thisrstodel, the customers’
relationship with a green restaurant (or company) might be detetfoynihe customers’ favorable
green image of a restaurant. The customers’ high recognition of the sessw$menvironmental
problems makes customers more ecologically conscious and as such thegtsegkmts that provide
eco-friendly services. Due to the intangible characteristittsearestaurant, customers are highly
dependent on the green image of the restaurant and customers would beraues &y a restaurant
that has strong environmentally friendly image.

The relationship between perception of green practice (PGP) alodjieal behavioral
intention (EBI) are developed by customers’ prior experience of the praahussvices (Olive,
1997). Similarly, the attitude toward dining in a green restaurant igedlitom a prior ‘green’
experience of a restaurant. The green attributes in the restau@ngs in-store recycling bins,
organic menu options, and recyclable take-out containers, and how welltthearsundertakes
green practices can have impacts on customers’ choice of greenamtstiuaddition, customers’
genuine altruism toward the environment or desires to gain status-enhia@eefgs might encourage
behavioral intention toward the restaurant that has superior envintailipdriendly policies. The
relationship between perceived green practice (PGP) of the sedtand ecological behavioral
intention (EBI) might also be different between green customersasdjieen (or non-green)
customers. This relationship between PGP and EBI is expected to be stoomggeen customers,
because green customers believe that “individuals can positivalgma the outcome to such
problems” (Straughan & Roberts, 1999, p. 562) than those customers who are nonfyresdford,
there might be a distinction in the direct relationship from PGP torE&ieen group.

M ethodology

Selecting the sample restaurant

For selecting a sample restaurant of this study, this study cortbtderenain points. First,
the sample restaurant should obtain green practice attributes in the orehé sample restaurant
should be recognized or certified as a ‘green’ restaurant by a dedigneg¢s organization or some
news media or publication. One of the major restaurant organizationsgredremovement is the
Green Restaurant Association (GRA). This study searched for a sasialerant from the list of
GRA certified green restaurants. Almost 300 restaurants were osttbEBRA certified green
restaurants and they are mostly run by small private business owmsrstuly first tried to contact
several GRA certified green restaurants from the list. Howéveraccessibility of each restaurant
was problematic. Also, since green practices that are executed uraattavaried in each restaurant,
combining different study results to obtain the study objectives skt too difficult for the
restraints of this research. Selecting a single restauramtgathe list was also considered. However,
if a single restaurant was chosen, the potential contribution of tloig sbuld possibly be diminished.
Therefore, this study decided to look at other sources to find the sas{alarant.

Newsweek (2009), the second largest news weekly magazine in the U.Shequuties
exclusive environmental ranking of America's 500 largest corporationbuskarranked the first in
its industry sector, right above McDonalds. Also, according to Brooks (20@9g, were only two
restaurant chains indentified by customers when they were asked whigargsesithey saw as
environmentally and socially responsible. Starbucks was one of these taxoaescompanies
(Starbucks and McDonald’s) that has been highly recognized as a ‘grisemast among the
customers. Green practices that are executed in Starbucks suchses dheecyclable take-out
containers, use of energy-efficient lighting in seating areas, anddlud waiter efficiency
equipments were similar throughout the different locations. Combiningpheuttiudies’ results from
different locations was assumed not to be difficult to obtain the studytiebgd_astly, considering
the scale of Starbucks’ business the potential contribution of the study beuifluential. For these
reasons, Starbucks was selected as a study sample.



Measurement

To achieve the study objectives, self-administered survey question@aideveloped based
on the findings of the literature review. The survey included six parts ngvie following issues:
(1) perceived customer effectiveness, (2) importance of greencpgairt a restaurant, (3)
performance of green practices in a restaurant, (4) customersivpedreeological image of a
restaurant, (5) customers’ ecological behavioral intention ta@urest, and (6) demographic data.

In perceived customer effectiveness (PCE) section, respondents iesteabeut their
attitudes or beliefs which may positively influence the outcome t@gicallly problems. A 7-point
Likert-scale was utilized to measure the perception, whereatrgyrdisagree and 7=strongly agree.
Three questions, modified from Straughan and Roberts’s (1999) study, were usgecdrtesection
asked respondents to rate the importance of each green practicegaitifsrto any coffee house,
using a 7-point Likert-scale, where 1= unimportant, 4= neutral, and 7= very ampdkttotal of 12
green practices for the particular restaurant setting were i@enfiibm literature review and
categorized into five groups; recycling (2 items), energy & wafei&fit equipment (4 items), eco-
friendly cleaning supplies (2 items), serving ware & packgdi2 items), and menu sustainability
(2 items).

The third section measured respondents’ perceived performance of grémeptzased on
their dining experience in the surveyed restaurant (a Starbucks botfee), using a 7-point Likert-
scale, where 1=poor, 4=neutral, and 7=excellent. Four green practiceshitarwere utilized by the
surveyed restaurant were integrated into this section. They wegodaed into three groups;
recycling (1 item), energy & water-efficient equipment (2 items)l, green serving ware (1 item).
Next section measured respondents’ perceived ecological image afibgesl restaurant using a 7-
point Likert-scale as well. Based on the studies done by LeBlanc and Nd@g#) and Schwaiger
(2004), four perceived ecological image items were developed and used &iuthyi. The fifth
section, respondents were asked to indicate their level of agreementpenddiged behavioral
intention to the surveyed restaurant, behavioral intention caused by eabtmyicern. Four
ecological behavioral intention questions, modified from the study done vgr©(1997), were used
with a 7-point Likert-scale employed. The last section of the questrengathered respondents’
demographical information, such as age, sex, education, occupation, and househwd inc

Data collection and analysis

The data were collected from a Starbucks coffee house located divastrn University in
the U.S. A self-administered questionnaire was distributed to randorattestcustomers who were
waiting in line for coffee orders or dining in the store. The survey waducted for seven days in the
second week of November. Fifteen $10 Starbucks gift certificates wereaut to randomly drawn
respondents as incentivéstotal of 361 responses were collected; 12 were excluded from the
analysis due to high percentage of incomplete questions. Therefore, 34@teanugistionnaires were
used for data analysis.

To analyze the data, Anderson and Gerbing's (1988) two-step approach was emgieyed. T
confirmatory factor analysis (CFA) was performed first tonesté reliability and validity of the
measurement variables. Then, using AMOS (Analysis of Moment Stesgtorogramthe structural
equation modeling (SEM) with a maximum likelihood method was employed to examine the
relationship among three constructs applied in this study. To test mgdiffeect of customers’
perceived green image of restaurants in the relationship betwstemers’ perceived green practice
of a restaurant and their ecological behavioral intention to a rastaanalytic procedure suggested
by Baron and Kenny (1986) was utilized. To further investigate the i effect of perceived
customer effectiveness (PCE) toward ecological matters mulfiplgo analyses was performed.
Lastly, using SPSS (Statistical Package for the Social Segmoaltiple regressions were performed
to discover the key green practices influencing customer’ perceivezhe@llimage and ecological



behavioral intentions in two different green customer segments, namespn Gustomers and Less
Green customers.

Results

Importance of Green Practices in a Restaurant (Coffee House)

Table 1 shows the ranks and the mean values of importance of green piactafee
house restaurant. Mean values (ranging 6.16 to 5.26) of all 12 green practexxieel 4 (neutral). It
indicates that green practices are important for customers in igggt@urant.

Table 1. Importance of Green Practices

Rank Green Practices Mean Std. Dev
1 Offer recycling bins for plastic cups, paper gups

) 6.16 1.06
and cup sleeves in the store
2 Use of take-out containers that are recyclable 10 6. 1.14
3 Recycle the waste in the back of the store 6.09 141
4 Use of energy-efficient lighting in seating areas 5.91 1.08
5 _Serve beve_raggs_ in r_eusable glasses or mugs 589 192
if customer is dining in
6 Use of environmentally friendly cleaners 581 115
for tables and floor
7 Use of environmentally friendly cleaners
. 5.79 1.19
for mugs, glasses, and utensils
8 Use of motion detectors for lights in restrooms .765 1.25
9 Use of a system which monitors and controls cotalide
temperatures efficiently with the HVAC(Heating, \tiatting and 5.75 1.15
Air Conditioning) system
10 Use of flow restrictors on faucets, low-flowléts, and water-
. . 5.46 1.31
less urinals in restrooms
11 Offer locally baked goods and other retail pigu 5.32 1.47
12 Offer organic goods (coffee, milk, fruit, andhets) 5.26 1.66

The three most important green practices, as reported by respondeatsf{ferang
recycling bins for cups and sleeves in the store, using biodegradabtyydable take-out containers,
and recycling the waste in the back of the store. This descripfiv@nation reveals that in a
restaurant setting, especially in a coffee house, customers consiadéingeand green serving ware
and packaging as the most important practices proving a restawganitidgical conceri.he top
three green practices’ standard deviations reveal that respsindehtelatively consistent estimation
on evaluating the importance of those green practices. Furthermoréethaf the locally backed
food and organic food were ranked as the least important green practices. Gungidestandard
deviation of the least important green practices, the importanagaéeal of these green practices
varied among respondents. It is possible to misinterpret the result otamp®ranking such as menu
sustainability is not important to customers when they consider gregtitpseof a coffee house. This
status (rank) should be interpreted as the relative level of importdrick means those green
practices are simply considered less important in comparison to othexetOmyactices on the list.

Starbucks’ Performance of Green Practices

The four green practices conducted by a Starbucks restaurant weifeeiémt the further
analysis. Table 2 presents the ranks and the mean values of Stapgeuftkshance of green
practices. Mean values (ranging 5.12 to 4.30) of those four green practieesxaeeding the neutral
rate of four. This indicates the respondents think the Starbucksscautieeasonable levels of
performance on conducting green practices. Green serving ware andipgckaked the first on the
Starbucks’ performance of green practice. Compared with thefriabgartance of green practices,
the customers’ evaluation of the performance of the green practiseslagvely low. This result



tells us that customers’ expectations for restaurants toipatédn each green practice was high, and
the restaurants’ green practice performances were not reachedctestomers’ expectation.

Table 2. Starbucks’ Performance of Green Practices

Rank Green Practices M ean Std. Dev
1 Use of take-out containers that are recyclable 12 5. 1.52
2 Recycle the waste in the back of the store 4.95 1.41
3 Use of energy-efficient lighting in seating areas 4.57 1.50
4 Use of flow restrictors on faucets, low-flow &8, and water-

. . 4.30 1.42
less urinals in restrooms

Measurement Model Test

According to Anderson and Gerbing’s (1988) two-step approach, confirmattoy fa
analysis (CFA) was done to examine the reliability and validity@hteasurement items. Table 3
shows the detail of the properties of the measurement.

Table 3. Result of Confirmatory Factor Analysis
Standardized t- p- Cronbach

Variables loading statistic value o AVE

Per ception of Green Practices(PGP) .815 .502
e Recycle the waste in the back of .766 9.470 <

the store .00 **=*
e Use take-out containers that are .626 8.671 <

biodegradable or recyclable. .00 x**
e Use of low-flow toilets, flow .700 8.838 <

restrictors on faucets, and water- .00 x**

less urinals in restrooms
e Use of energy-efficient lighting in 734

seating areas
Per ception of Ecological | mage(PEI) .897 .702
e  Starbucks behaves in a socially .848

conscious way.
e | have the impression that .830 17.036 <

Starbucks is very responsive to .001***

environment issue.
e Starbucks is concerned about the .842 17.367 <

preservation of the environment. .001***
e | have the feeling that Starbucks is .830 15.532 <

not only concerned about the profit .001***

but also concerned about the

environment and other consumers.
Ecological Behavioral Intention(EBI) .938 74
e | would like to say positive things .858

about Starbucks because Starbucks
conducts eco-friendly practices.

e | would recommend Starbucks to 919 22.989 <
others because | think it is a green .001***
coffee house.

e | would like to continue to visit .885 21.669 <
Starbucks because of its eco- .001***
friendly practices.

¢ | would encourage friends and .856 19.891 <
relatives to visit Starbucks because .00 ***

Starbucks is very responsive to
environmental issues.

Note: ** p < .001, *p < .01, P < .05




The reliability of the measurement items was verified using Cronbalgtia to assess the
internal consistency of three constructs, namely customers’ perceptimeofgactice, perception of
ecological image of the restaurant, and ecological behavioral inteftierevel of internal
consistency of each construct was acceptable with the alpha ranging from.S83% #ll
measurement items had standardized loading estimates of 0.5 or highew(feorgi.626 to .966) at
the alpha level of 0.001. This indicated the convergent validity of theunezasnt model. Construct
reliability was verified to estimate convergent validity asimEdch construct had acceptable
construct reliability with the estimates ranging from .6 to .7 (Haigekson, Tatham, & William,
1998). Additionally, average variance extracted (AVE) of three contistexceeded the minimum
hurdle of .5 (Hair et al., 1998). To test the discriminant validity amleagiree constructs, the
squared correlations between the constructs were estimated and conigfarédby Each squared
correlation between pairs of constructs was less than the correspaiiing herefore, this result
indicated discriminant validity of the measurement model (Forn&h&ker, 1981).

Structural Model and Relationship Testing

A structural model based on maximum likelihood estimation was constriittedioodness-
of-fit statistics showed that the structural model fitted reasonatihetdata (see table 4). Figure 2 is
graphic representation of the result of the proposed model. It presententtierdized path
coefficients in the applied model. This proposed model indicated thatstenwers’ perception of
green practices positively affected the customers’ ecologneage of a restaurant and the customers’
ecological behavioral intention, and the ecological image of #taueant also positively affected the
customers’ ecological behavioral intention.
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Note: *** p<.001, *p< .01, p<.05
Figure 2. Structural Results of the Proposed Model

The two paths that indicated the relationship between perception ofeestices and
perception of ecological image of the restaurant, and the relationsivpdneperception of ecological
image of the restaurant and ecological behavioral intention weististdly significant at the alpha
level of .001. Remaining one path indicating the relationship between custpareeption of green
practices and ecological behavioral intention was also stalligsegnificant at the alpha level of .05
(see table 4).



Table 4. Structural Parameter Estimates and Fit Indices

Path Standgrd|zed t-statistic P-value Relationship
Estimate
Perception of ecological image 543 7.338 <.001*** Significant
< Perception of Green practices
Ecological Behavioral Intention .691 11.085 <.001*** Significant
< Perception of ecological image
Ecological Behavioral Intention .182 3.016 .003** Significant
< Perception of Green practices
Goodness-of-fits statistics Structural model Cut\uHlue
Chi-square =137.84 N/A
Normed Chi-square=2.933 1.0-5.0
NFI =.951 >.90
TLI = .845 > .90
CFl =.967 > .90
IFI =.967 >.90
RMSEA = .075 0.05 - 0.08: mediocre fit

> .05: good fit

Note: ** p < .001, *p < .01, p< .05

The relationship between customers’ perception of green practiceseargréen image of
the restaurant was significant wjghe .543,t = 7.338, angb < .001 and the relationship between
customers ecological image of restaurant and their ecologicalibedlantention was statistically
significant with the path coefficieng) of .691,t= 11.085, angb < 0.001. Lastly, customers’
perception of green practices revealed a significant relationsthighveir green behavioral intention
(B =.182,t = 3.016,p=.003). Considering the relative impacts of customers’ perception of gree
practices and their perceived ecological image of restaurant on eust@tological behavioral
intention to the restaurant, customers’ green image of the resteawaaled a stronger impact on
customers’ green behavioral intention than the direct customergpiert of green practice impact.

Furthermore, the path coefficient (.543) that indicates the relatphstween customers’
perception of green practices and their ecological image of ttaairast tells us that there may be
other green image determinants beside the customers’ perceptiormpgaetice. Also, the strong
relationship between customers’ ecological image of restaurdrihair ecological behavioral
intention tells us the important role of green image of the restauransiomers’ ecological behavior
intention.

Mediating Role of Green Image

To investigate the mediating role of perceived ecological imagg ¢PEe restaurant in the
relationship between customers’ perception of green practicd®) @t their ecological behavioral
intention (EBI), additional analyses were performed. According to BambiKanny (1986), there are
several conditions to be met for being a mediator. First, the variatidexels of the independent
variable (perception of green practices) significantly account faatians in the presumed mediator
(perceived ecological image of the restaurant).Second, the easiati the mediator (perceived
ecological image of the restaurant) significantly account faatian in the dependent variable
(ecological behavioral intention). In other words, relationship betweernaRGPEI, and the
relationship between PEI and EBI should be statistically significaird,Tthe relationship between
independent variable (perception of green practices) and dependentev@tatbbgical behavioral
intention), by themselves, should be statistically significant (tlideaattained by fixing the path B
= 0 and the model is considered as constrained model). In the originalrsiraoctdel, the effect of



customers’ perception of green practices on ecological image of tharea# is significant. The
effect of ecological image of the restaurant on ecological behhinteation is significant as well.
The relationship between perceived ecological image of thairastaand ecological behavioral
intention is significant. Consequently, the first three conditions ateThe final condition is
satisfied when the parameter estimate between perception of gretreprand their ecological
behavioral intention in the mediating model becomes insignificant (diation) or less significant
(partial mediation) than the parameter estimate in the constrained mode
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Figure 3. Mediating Effect of Green Image (Partial Mediator)

In the constrained model, the path coefficient between green perception anbejraeioral
intention is .852 at the alpha level of .001. However, the parameter eshatateen customers’
perceptions of green practices and their ecological behavioral intentioa imediating model is less
significant (3 =.852,t = 8.234,p < .001). This result indicates that green image has a partial mgdiat
effect. The indirect effect of perception of green practices ological behavioral intention is
calculated by multiplying the two indirect path coefficients (.543%91 = .375). It turned out to be
stronger than the direct effect (.182). Because of the image cdisspartial mediating effect, the
effect of perception of green practice on a customer ecoldggbavioral intention through the image,
turns out to be bigger than the direct effect. This result suggestaitier than this direct effect of
perception of green practice on customer ecological behavioral intehtiee, constructs’ indirect
relationship, through image construct, better explain the restauramteus green purchasing
behavior.

The F-test was conducted to determine whether the difference betweetingedael >
= 137.84) and constrained modgf & 249.991) is statistically significant. The differenceyif
(Ax? = 112.151 >)(2_05(1) = 3.84) is statistically significant. This result supports the miegjat
role of perceived ecological image of the restaurants regardingdkienship between customers’
perception of green practice and their ecological behavioral intention

Moderating Effect of Perceived Customer Effectiveness

A multiple group analysis is conducted to estimate the moderating effperceived
customer effectiveness (PCE) on ecological matters. Using median value
(= 5.33) of PCE the respondents are separated into two groups. The maaof %233 is
considerably high and this suggests that the overall respondents’ eabdogicerns and behaviors
are high. One group includes respondents with the average PCE scordlangs83 (less green
group,n = 174) and the other group includes respondents with the average PCE saginerahian
5.33(Green groum = 131). Respondents with the average PCE score of 5.33 are excluded.
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Figure 4. Structural Results of the High PCE Group
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Figure 5. Structural Results of the Low PCE Group

Figure 4 is the result of the structural model with the high PCE groupelationship paths
in the model are statistically significant at the alpha level of .0@uré&5 is the result of the
structural model with the low PCE group. Two of the paths indicating kagoreship between
customers’ perception of green practices and perceived ecologicg oheestaurant, and the
relationship between perceived ecological image of restaurant andieabbehavioral intention, are
statistically significant at the alpha level of .001. However, reimgione path indicating the
relationship between customers’ perception of green practices anddbleigical behavioral
intention to the restaurant is not statistically significant at liigadevel of .05 =.154,t = 1.604p



=.109). The path coefficients in the model of the high PCE group are dgteat¢hose of low PCE
group. Thus, the relationships of three constructs are explained bettegregh tustomers’
(respondents with greater PCE score or the ones who have greaterampagironmentally friendly
practices in restaurants).

To statistically test the difference in effects of PCE betwedm dmgl low PEC groups, the
chi-square differencd@y?) between unconstrained and constrained models is estimated (s&.table
Further, the F-test is done to determine if the difference in between uagoedtmodel x? =
199.655) and constrained modgef (= 203.439) is statistically significant. The differenceyif
(Ax* =3.784 (p < .05) < x?,.(3) = 7.815) is not statistically significant at the alpha level of
.05. The moderating effect of PCE was not found statistically. €hidtrindicated that the green
behavior of high PCE group and low PCE group are the same. To get a better thiettotal effect
of perception of green practices on ecological behavioral intentiondbrgeaup is estimated. For the
high PCE group, the total effect of PGP on EBI is .773. It is calculated by inefifect (.684 x
.687 = .470) plus direct effect (.303). For the low PCE group, the total eff@&d. Since the result
of structural model indicates the direct relationship between PGP ois B84 statistically significant
with the low PCE group, the total effect is the same as the indifect.€fhis result clearly indicated
that in practice, the relationship among the three constructs waulifie the different green groups.
This result also indicated that the respondents with strong attibndbesiefs in their ability to
positively influence the outcome of ecological problems have a groelgtionship with both the
direct and indirect routes to EBI, compared to respondents who hes& sirong attitude on such
matters. Comparison of structural models’ path coefficient showdiffeeences in explaining the
relationship of three constructs between two groups. However, théicthsidence to support this
assumption was not discovered.

Green Practices Influencing Perceived Ecological Image & EcolmgjiBehavioral Intention

To identify the green practices that influence different groups of cessoperceived
ecological image of the restaurants and their ecological behaivitmafion to the restaurants,
multiple regression analyses are conducted. Table 5 presgrssien results of the green practices
in terms of their influence on green customers’ (High PCE group) percaigtapieal image of the
Starbucks and ecological behavioral intention. The participants note@dlielable take-out
containers, recycling the waste and energy efficient lighting gnéfisantly related to green
customers’ perception of ecological image of the restaurants.

Table 5. Green Practices Influencing PEI and EBI (High PCE Group)

Variables Unstandgrdized SE Standgrldized ¢ p-
coefficients coefficients value
Green practicesinfluencing PEI of therestaurant
Recyclable take-out containers 152 .060 .202 2536 .011
Recycling the waste .215 .073 .300 2.967* .003
Water-efficient equipment .004 .087 .006 .045 .964
Energy-efficient lighting .237 .086 .329 2.755** (03]
Green practicesinfluencing EBI to therestaurant
Recyclable take-out containers .081 071 .090 1.131 .258
Recycling the waste .362 .086 431 4.226*** .001
Water-efficient equipment .052 .108 .057 481 .631
Energy-efficient lighting .237 .094 .275 2.536* 101

Note: ** p < .001, *p < .01, p< .05

Based on the parameter estimates, energy efficient light andingctya waste are the most
important green practices that elicit green image of the restdargreen customers’ mind.
Recycling the waste and energy efficient lighting are signifigarthted to green customers’
ecological behavioral intention to the restaurants. Based on the parastetates, recycling the



waste is the most important green practices that elicit greesnoeist’ green behavioral intention.
Since the results of structural model indicate the direct oaktip between PGP on EBI is not
statistically significant with the low PCE group, estimating thepgm@ytices that influence EBI is
meaningless. Therefore, the regression results of the green pradticascing less green customers’
(Low PCE group) perceived ecological image of restaurants isnpeelsgsee table 6). The regression
results indicate that only the ‘recyclable take-out contaimessgnificantly related to less green
customers’ perception of ecological image of the restaurants.

Table 6. Green Practices Influencing PEI (Low PCE Group)

: Unstandar dized Standardized p-
Variables o o t

coefficients coefficients value
Green practicesinfluencing PEI of therestaurants
Recyclable take-out containers .158 .087 .229 Z¥09 .007
Recycling the waste .084 .058 101 .960 337
Water-efficient equipment .044 .089 .059 .501 .617
Energy-efficient lighting .089 .093 113 .953 341

Note: ** p < .001, *p < .01, p< .05

This result tells us that to respondents who have more ecological mearer behaviors, a
restaurant with more green practices will be more influentiadrimihg an ecological image in the
customer’s mind and affecting their behavioral intentions. Also, thist refers further support for
the importance of researching GP image effect regarding market¢ieg tp diverse green segments.

Discussion and Conclusions

To elicit customer’ behavioral intention, restaurant managers sfamuld on improving the
restaurant image to show that the company cares about the environment toralghicg GP. This
goal can be achieved by adopting tangible and observable green practicagstatliant properties.
For example, in the coffee house setting, cups, napkins, or cup sleethesrast accessible
instruments or utensils in customers’ consumption process. Using mugs es giesssad of
disposable cups or using recyclable napkins or cup sleeves which appealusttimeers tangibly
would help managers improve the image of the restaurants. In addition, maximiziogers’
involvement in executing green practices can be the key strategy to intipeoye=en image of the
restaurant, which in the long-run improves the customers’ behavionatiaméo the restaurant. As
the study results indicate, ‘offering recycling bins for cups and sléevle store’ ranked most
important in evaluation of green practices in coffee houses. Thus, enarsaguld establish such
green attributes to offer direct experience opportunities to theurast customers. Furthermore,
managers should train their employees to educate customers omiggoypgortunity offer within the
store. By putting signs to inform customers on how they can participate in gaetingoto keep the
environment clean, the managers may contribute to the improved the inthgeestaurant.

The result of this study may suggest that in reality, customers’ pedcgieen image of the
restaurant can mainly be affected by companies’ green advertiseatbetsthan customers’
perception of green practices in the restaurant. In other words, even thougmplaayg@erforms
excellent green practices, the customers may under-perceive thérgage of the restaurant and
through the companies’ green advertising, customers perceived green irnttageestaurant can be
formed regardless of the companies’ green practices performansesugigests that restaurateurs
may effectively induce a customer ecological behavior intention by canduggreen advertisement.
Furthermore, managers should take the company’s resources into accountxiamderhbe utility of
attainable green practices which gives their clients in each sedreanbst positive behavioral intent
towards the company. One of the ways to achieve this purpose, restauramstroayeonduct a
survey on the customers to find out the green segments the restauranniswittal Depending on
the green segments, the top green strategies effective for ticagstaurant should be executed.
For example, a restaurant planning to adopt green practice with linmgai@l resources can start



with a green practice of ‘using recyclable take-out containers’, iedlgetthe majority of the
customers are in less green segment. Once they have sufficient resolme#d more green
attributes in the restaurant, they can have the recycling systehefaaste and energy efficient
equipment.

Despite the significant importance, this study has some limitatitdhsther or not
customers’ perception of the restaurant’s effectiveness in earaftgreen practices plays important
role in a decision-making process is still questionable. This studyotiicbnsider other restaurant
attributes such as food, services, atmosphere, and price, which may haviaftliertce on
customers’ perceived image of the restaurant as well as their betha@viention. Future studies may
consider green practices as one of the restaurant attributes and fihd mié of green attribute on
behavioral intention along with the analysis of other restauraifiuaés. Also, this study was focused
on a green image determinant which is customers’ perception of greengw attneasuring
customers’ perceived ecological image of the restaurant. As meahiiotige literature review, other
tangible cues such as brand name of the restaurant and décor ofali@ntsian also be other
determinants in forming green image of the restaurant in a customers’Tiherdfore, future study
should clearly identify other green image determinants and find out éti@nship between those
determinants and customers’ perception of green image of the restaatantoDection is another
limitation of this study. Data were collected from a single Starblodegion. Therefore, the study
result may not represent all the Starbucks customers’ ecologicaftetiad the gathered data may
not represent the total population. Because the study was conducted intituggpaestaurant setting,
a coffee house, the results of the study may not be applied to the other tygwfants as well.
Also, the data were collected near a university with college stsids the majority of the population
sample. Therefore, aforementioned positive correlation betwedauwél of education and the
ecological concern and behavior may affect the result of the study,. thieugeneralization of the
study findings is not warranted.

Future research should be done to collect data from various Starbuctieneaross the
country. In this way, future research would include the sample represeningedage ranges so that
it could achieve more gerneralizable phenomenon of how customers percauenfiany’s green
practices, green image, and behavioral intention. In addition, as theesgagi model indicated,
future studies should examine the gap between the restaurant conpengjstion of customers’
expectation on green practices (in other words, restaurant company’stgaésgysand customers’
expectation and perception of the green performance of the restdumarfuture study would help
restaurateurs to develop an effective strategy to draw out cust@uelogical behavior intention to
their properties. Finally, additional testing of the study ressilteeeded to apply the findings in
hospitality and tourism settings.
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