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Abstract. In view of the trends of sustainability and corporate social responsibility, green marketing is the
major adoption in the competitive modern business today. However, very little knowledge exists about the
demand for environmentally friendly practices within the food service sector, despite the numerous practices
in the restaurants that contribute significantly to the depletion of environment. This paper proposes a causal
model to explain the relationships between value orientations and different types of attitudes (i.e., general and
specific) on behaviour intention towards environmentally friendly restaurants in Malaysia. In addition, the
theoretical and practical implications are also put forward.
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1. Introduction
The environmental issues such as global warming, ozone depletion, water and air pollution, loss of
species, and farmland erosion have led to the current alarming environmental crisis that threaten the
environment as well as human life. Human behaviour is a key source as well as the main solution to the
environmental problems. As a result, the personal consumption decision is of growing interest of firms in
various fields and some firms have changed their corporate culture to be more environmentally responsible
and developed environmentally friendly products and services to meet the demand of environmentally
conscious consumers. However, the pressure to adopt environmental friendly practices (EFP) in the food
service sector is insignificant compared to the manufacturing sector in Malaysia. This disparity is evident
despite of the fast growing number of restaurants and widespread habit of eating out, which bring with it an
increasingly detrimental environmental impact. Restaurant which engages in EFP focuses on three Rs
(reduce, reuse, recycle) and two Es (energy and efficiency) [1], and such practices aim to improve the
ecological performance, reduce operational costs, and enhance the restaurant image. Currently, it appears to
be very limited research on the demand for EFP within the food service sector from the consumer
perspectives in Malaysia.
Therefore, this paper reviews the past conceptual and empirical literatures to propose a causal model to
explain the relationships among the antecedents that can predict and better explain the behaviour intentions
of consumers to visit and pay more for the food and services in environmentally friendly restaurants (EFR).
In addition, the theoretical and practical implications are also put forward.

2. Literature Review
2.1. Theoretical Underpinnings
Theory of Reasoned Action (TRA), Value-Attitude-Behaviour Model (VAB), Schwartz’s Norm
Activation Model (NAM), Value-Belief-Norm Theory of Environmentalism (VBN), and Schwartz’s Theory
of Values provide theoretical underpinnings and help to explain the relationships among the antecedents of
behaviour intention towards EFR in this paper. TRA [2] discusses the attitude-behaviour relationship and
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warns against the use of general attitudes to predict specific behaviour as a specific attitude is better than
general attitude in predicting a specific behaviour. The exist of attitude-behaviour has been commented due
to lack of specificity of the attitudinal measures used in the research [3]. Moreover, general attitude is a
cause of specific attitude which, in turn, has direct influence on specific behaviour. Both types of attitudes
(general and specific) should be studied together in an empirical research, rather than isolating them [4].
Values are the enduring beliefs that motivate one to take actions in order to achieve the desirable
outcomes. VAB [5] model implies that the influence begins from abstract values to mid-range attitudes to
specific behaviours. As a result, values influence attitudes, and attitudes in turn influence behaviour, thus
confirmed the mediating effect of attitudes between values and behaviour has been reported in the context of
natural food shopping behaviour [5]. However, the results of direct and indirect effects of values on
environmental behaviour through the intervening variables are still far from conclusive [6, 7, 8].
According to NAM [9], personal norms which are “feelings of moral obligation to perform or refrain
from specific actions” [9, p.191] lead to prosocial behaviour. When one beliefs that not behaving
environmentally friendly will lead to negative consequences for others or the environment and feels
responsible for these negative consequences, his or her personal norms are activated to act in
environmentally friendly way. However, value orientations of an individual and which types of values are
able to predict prosocial behaviour were not shown in this model. As a result, it leads to the extension of
NAM to VBN [10], which begins from three aspects of value orientations (egoistic, altruistic, biospheric
values) to specific environmental beliefs, personal norm and proenvironmental behaviour in a causal chain.
VBN has been tested in numerous environmental behavioural studies [11, 12], however, the issues of
measurement and dimensionality of value orientations are still being debated [11, 12, 13, 14, 15, 16].
Past studies focusing values in environmental research were based on Schwartz’s value theory [17].
Value can be defined as “a desirable transsituational goal varying in importance, which serves as a guiding
principle in the life of a person or other social entity” [17, p.21]. Schwartz grouped the values into four
dimensions (self-enhancement, self-transcendence, openness to change, and conservation values). Selfenhancement values (SE) emphasise on the pursuit of self-interest such as power and achievement values,
and Self-transcendence (ST) values emphasise on the welfare and interests of others such as universalism
and benevolence values. Besides, openness to change values emphasise on independent action, thought and
feeling, and readiness for new experience which consist of self-direction, hedonism and stimulation values,
and conversely, conservation values emphasize on self-restriction, order and resistance to change that include
the values of security, conformity and tradition.
Initially, 56 items of value instrument was used in the surveys but it has been commented as being too
long and time consuming [16, 18]. Thus, a short version of 12 value items which consists of egoistic,
altruistic, and biospheric values derived from Schwartz’s Theory of Values (ST and SE values) had been
developed and tested to explain pro-environmental belief and behaviour intention [11, 12, 13, 16]. Egoistic
value concerns for self, altruistic value concerns for others and the biospheric value cares for non-human
elements. However, some of the researches failed to identify an independent distinction between altruistic
and a biospheric value orientation (ST values), and concluded that both values could not be distinguished to
explain environmental beliefs and behaviour [14, 15]. Future research should validate the value instrument
and examine the distinction of both values and further investigate its impacts on environmental beliefs and
behaviour [12, 13].

2.2. Attitude towards Environment (EA)
Milfont [8, p.12] defined EA as the “psychological tendency that is expressed by evaluating perceptions
of or beliefs regarding the natural environment, including factors affecting its quality, with some degree of
favour or disfavour”. Some of the environmental sociologists have referred the attitudes towards natural
environment as “environmental concern” and used the terms interchangeably [19]. Numerous environmental
studies have made attempts to determine the causes and the effects of EA. The direct relationships between
values and EA, and between values and environmental behaviour have been reported [6, 7, 8, 12, 13].
However, the direct relationship between values and environmental behaviour is weak [13] and not apparent
in instances when the mediating constructs are not explored [7].
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Past studies using EA as a direct determinant of environmental behaviour had produced inconclusive
results. EA had been reported positively related to pro-environmental intention and behaviour [7, 21] as well
as affecting the specific green purchase behaviour [21, 22, 23]. However, Hines et al., [24] indicated that
lower attitude-behaviour correlation was found when attitude was measured as a general EA compared to
when attitude was measured as an attitude towards specific environmental behaviour. Furthermore, the
attitude-behaviour gap exists as the environmentally concerned consumers do not purchase green products
[25]. Specifically, Butler and Francis [26] distinguished the general EA from specific clothing environmental
attitude and reported a significant relationship between these two variables and their effects on clothing
purchase behaviour in a hierarchy format. The direct relationship between EA and specific environmental
behaviour is weak due to the incorrect assumption that general EA is direct determinant of specific behaviour
[27]. Bamberg [27] argued that only situation-specific cognitions are direct determinants of specific
behaviours, future research should not view the EA as a direct predictor, while it should be viewed as an
indirect determinant of specific environmental behaviour.

2.3. Attitudes towards Green Behaviour and Attitudes towards EFP Restaurants
Attitude towards green behaviour consists of perceived importance, inconvenience of environmental
consequences, the severity of environmental problems, and the level of responsibility of corporations [28].
Some researchers have investigated the effects of attitude towards the “importance of recycling” and
“inconvenience of recycling” on the recycling behaviour [29]. In the context of food service sector, the
responsibilities of the restaurants with reference to the reduction of solid waste, water consumption, energy
consumption, and air pollution appeared to be a relatively new phenomenon. Nevertheless, a significant
portion of environmental factors could be minimised through sound environmental management practices in
the restaurants. For examples, the practices of using biodegradable products, saving energy and natural
resources actively, purchasing energy saving equipment, reducing and recycling waste, and engaging in
environmental protection programmes in operating a restaurant are able to reduce many environmental
problems [30]. However, how Malaysian consumers feel and view these practices are still unknown across
the market. Therefore, Green Restaurant Association (www.dinegreen.com) in the United States provides
seven environmental guidelines to help each restaurant improve its environmental practices and become a
Certified Green Restaurant. Those practices are such as:
(a) energy efficiency and conservation,
(b) water conservation and efficiency,
(c) recycling and compositing,
(d) purchasing sustainable, local, and organic foods,
(e) pollution prevention,
(f) use of non-toxic and chemical products, and
(g) sustainable furnishings and building materials.

2.4. Behaviour Intention
Behaviour intention can be defined as an affirmed likelihood to engage in a specific behaviour [31]. In
the absence of measuring the actual behaviour, Zeithaml et al. [32] view behaviour intention as an indicator
that predicts whether consumers will remain with or defect from the company. The practice of green
purchase in the manufacturing and service sectors is still new in the market, most of the studies are therefore
only based on the intention to purchase rather than re-purchase intention to predict the actual behaviour [33,
34]. Inevitably, the price of green products or green services is premium. As such, willingness to pay is the
popular variable in the measurement of behaviour intention in most of the pro-environmental purchase
related studies [28, 35].
In the context of hospitality sector, Han et al. [36] reported that attitude towards green behaviour was a
significant predictor on the overall image of green hotels. The findings revealed that the formation of
intention to visit green hotel flows from attitudes towards green behaviour to overall image of green hotels.
Subsequently, in the same context, Han et al. [37] had confirmed that the importance of being
environmentally friendly had a greater impact on intentions to visit and to spread positive word-of-mouth.
Recently, Hu et al. [38] discussed the relationships between consumers’ knowledge of restaurant’s EFP,
195

environmental concern, and pro-environmental behaviour and their intention to visit EFR. The relationships
between consumers’ knowledge, environmental concern and intention to visit EFR were found significant.
The researchers also indicated that future research on the consumers’ intention to visit EFR should be
conducted in other countries due to the differences in values and cultures, in spite of limited empirical
evidences.
More specifically, Schubert [30] and Szuchnicki [35] had explored the consumer attitudes towards
various areas of EFP in restaurants such as reducing the energy and waste and serving locally or organically
grown food. Schubert [30] reported the respective univariate results on the attitude and willingness to pay
for EFR, but the bivariate relationship between these two variables had not been addressed. Moreover, a
significant relationship between EFP in the restaurant and return intention as well as EFP in a certified EFR
and return intention had been found [35]. Nevertheless, studies focused on the formation of intentions to visit
and pay more with reference to the implementation of EFP in the restaurants are still lacking.
Thus, four research questions (RQs) are subsequently raised for future research based on the theoretical
and empirical literatures discussed above. RQ1: What are the prominent antecedents that influence behaviour
intentions of consumers to visit and pay more for the food and services in EFR? RQ2: How do value
orientations relate to attitudinal variables explain behavior intention? RQ3: Does the attitude towards EFP of
restaurants mediate the relationship between attitude towards green behaviour and behaviour intention? RQ4:
Do value orientations and attitudinal variables have interaction effect on behaviour intention in the structure
model? A causal model is proposed and presented in Figure1 to explain the causal relationships among the
antecedents that may predict and better explain the behaviour intention among Malaysian consumers in the
context of EFR.

Figure1 : A Causal Model of Behaviour Intention towards EFR.

3. Theoretical Implications
A few theoretical implications are expected to be drawn. Firstly, it examines the value orientation of
consumers in Malaysia and how these orientations influence the formation of attitudes and behaviour
intention in the context of EFR. People who care more on the welfare and interests of others (ST values) are
believed to be more concerned about the environmental issues than those who place high priority on their
self interest (SE values). Besides, the dimensionality of value orientations of Malaysian consumers can be
confirmed through the confirmatory factor analysis. Secondly, the combination of attitudinal variables
(general and specific) as outlined in this paper to predict a specific type of pro-environmental intention is still
limited within the context of EFR practices. The findings are expected to confirm which is the most
appropriate attitude predictor on behaviour intention, as to close the attitude-behaviour gap. Thirdly, with
regards to the intervening variables between the realationship of values and behaviour intention, this paper
introduces three attitudinal variables that are potentially mediating the relationship. Lastly, a causal chain of
mediating model that integrate various antecendents of behaviour intention in restaurant sector enriches the
future environmental literatures.

4. Practical Implications
The joint cooperations among policy makers, business players, and customers are the major factors in
fostering the success of environmental protection. Green restaurant certificates aligned with the
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environmental guidelines can be awarded to those restaurants that meet the requirements of sustainable
practices in operating the restaurants. Ideally, incentives schemes or subsidies, and various environmental
programmes should be organised to encourage the adoption of EFP within the food service sector. Besides,
the consumer attitudes towards various aspects of EFP in restaurants are new and challenging to be explored
for future restaurant strategy formulation. Restaurants who are early entrants to the green market stands to
gain greater competitive advantage as they establish themselves in the public’s mind as pioneers in the proenvironment cause. A large number of customers show increased favorable attitude towards the green firms
indicating their intention to purchase and pay more for environmentally friendly products or services [28, 36,
37]. As a result, more efforts can be made to communicate EFR practices to the public to promote the
patronage of EFR and encourage more activie participation for green consumption. By educating and
enhancing people’s attitudes, EFR can leverage themselves to a competitive position in the niche segment,
and gain a greener and more socially responsible corporate image. In addition, demand for the tangible
aspect of service products directly encourages the production and supply of green products from the
manufacturing sector, and providing the economic values to the farmers to produce sustainable food, recycle
the agricultural wastes and reproduce them into usable products such as tableware items.
More importantly, excellent food and service quality, pleasant ambience conditions plus the EFP at the
restaurant provides a distinct dining experience especially to those restaurant patrons who are
environmentally conscious. Lastly, a “win-win” situation among all the parties would generate more
sustainable and responsible consumption behaviour among the society and produces a healthier environment.

5. Conclusion
The fast growing numbers of restaurants and widespread eating-out habits in Malaysia, effectively result
in a significant aggravation on the environment. There is a high need for both academic and marketing
researchers to focus their studies in the domain of environmental sound practices in restaurants. Therefore,
this paper has proposed a causal model to examine the relationship among the antecedents of behaviour
intention of consumers towards the EFR. The findings are expected to contribute to the benefits of different
parties from different perspectives,while protecting the environment.
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