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 Background: Given the fast growing number of restaurants and widespread habit of 
eating out, which bring with it an increasingly detrimental environmental impact, there 

is a high need for restaurants to engage in green practices in operating restaurants in 

Malaysia. However, lack of market information from the demand side causes both the 
existing and potential restaurant operators have difficulty in assessing the feasibility of 

expanding their operations in the green restaurant sector. Objective: This study aims to 

find out the demographic characteristics of restaurant patrons who have intention to 
dine at green restaurants (IN). Results: A total of 500 restaurant patrons demonstrated a 

fairly high IN. Female, older age, higher educational and income level of respondents 

exhibited higher IN. They usually dine out at fine dining restaurants and are willing to 
pay more for the food and services offered at green restaurants. Conclusion: This 

provides a useful insight for restaurant operators in better segmenting, targeting and 

positioning the green restaurant businesses.  
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INTRODUCTION 

 

In today’s competitive business world, the trends 

of corporate social responsibility drive many firms to 

adopt green practices through the development of 

products and services to meet the demand of 

environmentally conscious consumers. Green 

movement enables firms to gain competitive 

advantages, improve ecological performance, reduce 

operational costs, and enhance corporate image. 

Nevertheless, the pressure to adopt green practices in 

the service sector is insignificant compared to the 

manufacturing sector (Grove et al., 1996). 

Subsequently, the responsibilities of the restaurant 

sector in the prevention of environmental 

degradation are widely debated (Chou et al., 2012; 

Jang et al., 2011; Hu et al., 2010; Szuchnicki, 2009; 

Schubert, 2008) because the sector has been revealed 

as one of the least sustainable economic sectors 

(Wang et al., 2013). In Malaysia, given the fast 

growing number of restaurants and widespread habit 

of eating out, which bring with it an increasingly 

detrimental environmental impact, there is a high 

need for restaurants to engage in green practices in 

operating restaurants. However, lack of market 

information from the demand side causes both the 

existing and potential restaurant operators have 

difficulty in assessing the feasibility of expanding 

their business operations in green restaurant sector.  

This study aims to find out the demographic 

characteristics of restaurant patrons in Klang Valley 

Malaysia who have intention to dine at green 

restaurants. As people are increasingly concerned 

about the environment, it is a critical challenge for 

restaurant operators to gain a better understanding of 

potential restaurant patron’s desire and intention for 

green consumption. In particular, identifying the 

demographic characteristics of green consumers can 

be advantageous strategies for restaurant operators in 

better segmenting, targeting, and positioning green 

restaurant businesses in Malaysia.  

 

2. Literature Review: 

This section presents an overview of food 

service sector in Malaysia and highlights the 

environmental impact generated from the restaurant 

operations via direct, upstream, and downstream 

channels. Besides, several definitions such as green 

restaurants, green restaurant practices, as well as 

green consumers are defined. Lastly, the empirical 

studies reported on the demographic characteristics 

of green consumers are discussed.  
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2.1 An Overview of Food Service Sector in 

Malaysia: 

The service sector of Malaysia is rapidly 

expanding in terms of size and contribution to the 

Malaysian economy. Table 1 identifies the service 

sector as the largest economic sector in Malaysia, 

with its Gross Domestic Product (GDP) contribution 

increasing from 46.8% in 2005 to 50.4% in 2012 

(Department of Statistics Malaysia, 2013). 

  
Table 1: GDP Contribution of Each Sector in Malaysia, 2005 to 2012. 

Sector 2005 2006 2007 2008 2009 2010 2011 2012 

Agricultural 8.3 8.6 10.0 10.0 9.2 10.4 11.8 10.1 

Mining 13.3 13.7 13,3 15.6 11.4 10.9 10.4 10.4 

Manufacturing 27.5 27.6 26.1 24.6 23.8 24.5 24.3 24.2 

Construction 3.0 2.8 2.8 2.7 3.3 3.4 3.4 3.9 

Services 46.8 46.4 46.9 46.1 51.3 49.9 49.1 50.4 

Plus: Import Duties 1.2 0.9 0.9 1.0 1.0 1.0 1.0 1.1 

Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Department of Statistics Malaysia (2013) 

 

The food service sector of Malaysia, which is a 

service sub-sector, is currently expanding with a 

compound annual growth rate of 8.25% and an 

absolute growth of 48.64% (Euromonitor 

International Report, 2010). According to the 

Department of Statistics Malaysia (2011), the food 

service sector comprises 118,277 establishments, 

which includes restaurants and restaurants cum 

nightclubs, cafeterias/canteens, fast food outlets, and 

food stalls. Food stalls have the most number of 

establishments (68,585 establishments or 58.0%), 

which are followed by restaurants and restaurants 

cum nightclubs (44,148 establishments or 37.3%), 

cafeterias/canteens (3,923 establishments or 3.3%), 

and fast food outlets (1,621 establishments or 1.4%). 

Restaurants and restaurants cum nightclubs are the 

main contributors in terms of value of gross output 

and value added, contributing 57.9% and 58.4%, 

respectively.  

The positive performance of the food service 

sector is expected because of the increasing 

sophistication and affluence of food service 

consumers in Malaysia (Abdullah et al., 2011). The 

GDP contribution of the restaurant sector has 

increased from 1.6% in 2008 to 2.1% in 2012, 

whereas the GDP share of the total service sector has 

increased from 46.1% in 2008 to 50.4% in 2012 

(Department of Statistics Malaysia, 2013). Malaysian 

households have begun to prefer eating out rather 

than eating in their homes because of their increasing 

affluence and the structural changes in their lifestyles 

(Islam et al., 2010; Boo et al., 2008; Lee & Tan, 

2007). The average monthly expenditure of each 

household on restaurants and hotels, which has 

increased from RM 213 to RM 239, and their 

expenditures on dining out, which has increased from 

RM 169 to RM 194 between 2004/2005-2009/2010 

(Department of Statistics Malaysia, 2013). Moreover, 

the number of women who are working outside of 

their homes has also increased from 44% in 2008 to 

48% in 2012 (Ministry of Finance Malaysia, 2013), 

which may have also increased their chances of 

dining out at restaurants. In addition, the large 

number of food establishments in Malaysia is also 

attributed to the increasing number of tourist arrivals 

from 13.2 million in 2002 to 23.6 million in 2009 

(Jayaraman et al., 2010). These trends have 

motivated food establishments to expand their 

services and to set up new branches within the 

country.  

In addition, local restaurants compete 

aggressively with fellow local establishments as well 

as with many foreign and western restaurants that 

operate within the country. Several stores in 

Malaysia, such as BMS Organics, Ecogreen Organic 

Shop, and OPIKA, simultaneously promote organic 

food and products as well as operate restaurants that 

serve organic food and drinks within their 

establishments. This new form of business 

development and market opportunity are attributed to 

the increasing income of consumers and to their 

preferences for healthy and nutritious food. More 

people have begun to dine out in organic 

establishments, but this trend remains in its infancy. 

However, no specific environmental guideline or 

certification is available that restaurant operators can 

use as a reference, except for the Cleanliness 

Certificates that are awarded by the local authorities 

to restaurants that meet the standards of clean 

premises and hygienic practices (Grades A, B, and 

C). Serving organic food or drinks is among the 

several green practices of restaurants, but total green 

practices have not been practiced widely among the 

restaurants in Malaysia.  

 

2.2 Environmental Impact of the Food Service 

Sector- Restaurant Operations: 

The environmental effects generated by the 

service provider in the market generally occur 

through direct, upstream, and downstream channels 

(Guile & Cohon, 1997; Rejeski, 1997). Davies and 

Konisky (2000) applied these three channels of 

environmental impact to the food service sector and 

presented the conceptual framework shown in Figure 

1. According to them, direct environmental impact 

refers to the impact generated by the food service 

providers themselves, such as energy consumption, 

solid waste generation: food waste and packaging 

materials, air and water emissions, and refrigerants. 

As for the upstream environmental impact, it is the 
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influence of food service providers on their suppliers. 

Food service providers act as a gatekeeper between 

producers and consumers in the food marketing 

system (Connor & Schiek, 1997). Through their 

demand for which food to serve or which service 

products to purchase, food service providers affect 

upstream activities at different stages of the food 

marketing system through “green supply” or supply 

chain environmental management. Lastly, the final 

category is environmental impact from downstream, 

which refers to the links between food service 

providers and consumers. 

  

Production
Manufacturing/

Processing

Wholesaling/

Distribution
Foodservice Consumer

Upstream Environmental Impact
Direct Environmental 

Impact

Downstream 

Environmental 

Impact

 
Fig. 1: A Framework of Environmental Implication of the Food Service Sector. 

    Source: Davies & Konisky (2000) 

 

In summary, restaurants can directly minimise 

the environmental impact of their daily operations 

and indirectly influence the environmental behaviour 

of their suppliers and customers via upstream and 

downstream channels by adopting green practices. 

The environmental impact of the restaurant sector 

would become serious if providers do not adopt 

green practices in their restaurant operations (Chou et 

al., 2012). Therefore, restaurants must immediately 

adopt practices that are not harmful to the 

environment (Hu et al., 2010; Szuchnicki, 2009; 

Schubert, 2008). Moreover, restaurants that are 

concerned about environmental problems and 

aggressively engage in green practices distinguish 

themselves from other businesses and create a 

sustainable competitive advantage (Hu et al., 2010; 

Szuchnicki, 2009; Schubert, 2008).  

 

2.3 Definition of Green Restaurants: 

Green restaurants are “new or renovated 

structures designed, constructed, operated, and 

demolished in an environmentally friendly and 

energy-efficient manner” (Lorenzini, 1994, p. 119). 

Basically, green restaurants differ from traditional 

operation-based restaurants. The former focuses on 

“reduce, reuse, recycle” activities and emphasises 

energy efficiency practices in restaurant operations 

(Gilg et al., 2005). In this study, green restaurants 

basically refer to the restaurants who have adopted 

green practices in operating the restaurants to attract 

more patrons to dine at restaurants.  

 

2.3.1 Green Restaurant Practices: 

In Malaysia, no specific environmental 

certification that is currently available for restaurant 

operators to apply and follow. Now, the green 

practices adopted by some of the restaurants are 

related to the green restaurant practices outlined in 

the Green Restaurant Association (GRA), where they 

focus more on “reduce, reuse, recycle” activities and 

emphasise on energy efficiency practices in 

restaurant operations. GRA was established in the 

United States. It is a non-profit organization that 

assists restaurants in becoming more environmentally 

friendly. GRA developed a comprehensive method 

based on ISO 14001 guidelines to enable existing 

restaurants and new industry entrants to apply and be 

awarded the green restaurant certification. According 

to the guidelines provided by GRA, restaurants must 

meet seven environmentally friendly criteria to be 

recognised as a “certified green restaurant,” with a 

Green Restaurant Certificate to display in their 

establishments. These seven criteria are based on the 

practices of water conservation and efficiency, 

recycling and compositing, purchasing sustainable, 

local, and organic foods, pollution prevention, use of 

non-toxic and chemical products, sustainable 

furnishings and building materials. 

 

2.4 Intention to Dine at Green Restaurants (IN): 

Oliver (2010) defined behavioural intention in 

the marketing field as an affirmed likelihood to 

become involved in a type of behaviour. Previous 

studies on behavioural intention towards green 

restaurants focused mainly on the intention to 

dine/visit/patronize/select (e.g., Kim, 2012; Hu et al., 

2010; Schubert, 2008), intention to continue/return 

(e.g., Namkung & Jang, 2013; Jeng & Jang, 2011; 

Szuchnicki, 2009), and willingness to pay more (Jang 

et al., 2011; Schubert et al., 2010). In Malaysia, a 

number of studies on greening hotel businesses have 

been conducted (e.g. Samdin et al., 2012; Kasimu et 

al., 2012; Siti Nabiha et al., 2011; Kasim, 2009). 

However, only a few studies on green practices 

within the restaurant context have been conducted in 

Malaysia unlike in the United States (e.g., Kim, 

2012; Jang et al., 2011; Jeong & Jang, 2010; 

Schubert et al., 2010; Szucknicki, 2009; Schubert, 

2008) and Taiwan (e.g. Wang et al., 2013; Chou et 

al., 2012; Hu et al., 2010) where numerous studies 

on the same subject are available.  

 

2.5 Green Consumers: 
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According to Shabani et al. (2013, p.1880), 

green consumer refers to “consumers who are 

concerned about the environment in their purchase 

behavior, activities associated with the marketplace 

and consumption habits and consider the effect of 

their behavior on the natural environment around 

them”. Renfro (2010) referred the green consumers 

to those who support the businesses which operate in 

the environmental friendly ways, while Hartono 

(2008) indicated that the primary consideration of 

green consumers in purchasing products and services 

is environmental concern. Besides, Soonthonsmai 

(2007) believed that this group of consumers are 

interested in the environmental issues, and their 

purchase behaviours are normally influenced by the 

level of their environmental concerns. Roberts (1996) 

also classified the green consumers as the consumers 

who believe the specific ecological activities can 

improve the environment issues are more likely to 

perform green consumer behaviors.  

 

2.5.1 Empirical Studies on the Demographic 

Characteristics of Green Consumers: 

According to Kollmuss and Agyeman (2002), 

demographic factors to be one of the most 

influencing factors in pro-environmental behaviour. 

The most common and popular demographic factors 

or characteristics addressed in the past environmental 

behavioural studies: gender, age, education, income 

and occupation.  

 

Gender: 

In the environmental context, women are more 

concerned about the environment than men 

(Diamantopoulos et al., 2003; Mainieri et al., 1997), 

and more willing to pay more for green products 

(Laroche et al., 2001). Besides, they are more 

participative in pro-environmental behaviour such as 

recycling or buying green products (Diamantopoulos 

et al., 2003; Straughan and Roberts, 1999; Mainieri 

et al., 1997; Robert, 1996). In a Spanish case, Olivas 

and Bernabeu (2012) reported that women are more 

proactive in the consumption of organic food as they 

are more motivated due to eating a healthy diet, 

while men are more influenced by the social 

circumstances. Besides, women are more sensitive 

and still do most of the household shopping and often 

make purchases for men (Diamantopoulos et al., 

2003; Robert, 1996). In Malaysia, several studies 

have found that females are more likely to make a 

green purchase than males (Rezai et al., 2011; Wahid 

et al., 2011; Ahmad and Juhdi, 2010).  

However, a few exceptions were found in the 

past studies found that women appeared to be less 

aware of environmental issues compared with men 

(e.g., Mostafa, 2007). Men showed more 

environmental concern and more positive outlook 

towards green purchase compared with women 

(Mostafa, 2007). In Malaysia, a few studies reported 

a non-significant differences between gender in 

environmental attitude (Mad Said et al., 2007) and 

attitude towards green products (Tan and Lau, 2010).  

 

Age: 

Age is another important determinant of buying 

behaviours. Younger individuals have been reported 

to have higher sensitivity towards the environmental 

issues (Diamantopoulos et al., 2003; Straughan and 

Roberts, 1999). According to Sinnappan and Abdul 

Rahman (2011), they found that the age group of 20 

years and below played a more influential role 

compared to the other age groups (older) in green 

purchase behaviour. The findings have been 

somewhat equivocal as some of the researchers 

reported that there is a significant positive 

relationship between age and environmental attitude 

(Tilikidou and Delistavrou, 2008) as well as the 

environmental behaviour (D’Souza et al., 2007; 

Tilikidou, 2007; Straughan and Roberts, 1999; 

Robert, 1996). Older customers tended to be more 

environmentally concerned and have a greater 

tendency to make an eco-friendly purchase. 

However, it was found that none among the age 

groups has significant differences in green purchase 

behaviour (Md Harizan et al., 2006; Mainieri et al., 

1997). 

 

Education: 

Green consumers are usually highly educated 

(Tilikidou and Delistavrou, 2008). It can be 

evidenced from the past findings that there is a 

positive relationship between education and 

environmental behaviour (Tilikidou, 2007; Straughan 

and Roberts, 1999; Roberts, 1996). In Pakistan, Ali 

et al. (2011) reported that consumers who are 

educated have a positive attitude regarding green 

products and are willing to buy green product(s). In 

Malaysia, several studies (e.g., Wahid et al., 2011; 

Ahmad and Juhdi, 2010; Alodini, 2008) revealed that 

highly educated consumers rather than uneducated or 

those with low level of education are more likely to 

make a green purchase. However, some researchers 

have reported a no significant relationship between 

education and environmental attitude 

(Diamantopoulos et al., 2003; Mainieri et al., 1997) 

as well as between education and green purchase 

behaviour (Tanner and Kast, 2003).  

 

Income and Occupation: 

On the other hand, income is generally believed 

to be positively related to environmental attitude and 

behaviour. It is because higher income consumers are 

more willing to support green causes and favouring 

green product offerings (Straughan and Roberts, 

1999). Obviously, the decisions to purchase green 

products are determined by their income level 

(Tilikidou, 2007), but not related to the occupational 

level of consumers (Tanner and Kast, 2003). In 

Malaysia, high income earners are found to be more 

likely to make a green purchase compared to non-
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high income earners (Wahid et al., 2011; Ahmad and 

Juhdi, 2010). 

 

3. Methodology: 

The target population of this study was 

individual patrons dining at restaurants when the 

survey was conducted. Malaysians dine out more 

frequently than they eat at home (Islam et al., 2010; 

Boo et al., 2008; Lee & Tan, 2007). In terms of the 

sampling area, casual dining restaurants with a full 

service structure in Klang Valley (i.e., in Selangor 

and Kuala Lumpur) were selected as they are the 

leading food service firms in Malaysia in terms of 

number of establishments and value (Euromonitor 

International Report, 2010). Besides, they offer 

various options of food and beverages patrons are 

expected to pay a premium price (Abdul Talib et al., 

2012). Besides, the convenience sampling method 

which was consistent with that employed in previous 

studies in the context of green restaurants was used 

in this study (e.g., Chou et al., 2012; Jang et al., 

2011; Jeong & Jang, 2010; Hu et al., 2010).   

The questionnaire consists of three sections. The 

first section included a thorough description of a 

green restaurant and its green practices to help 

survey participants understand what a green 

restaurant is. The second part contained 9 questions 

about demographic information such as gender, age, 

level of education, monthly income (RM), 

occupational level, ethnicity, dine outside frequency, 

and willingness (%) to pay more to dine at green 

restaurants. The last survey section included 3 

questions about intention to dine at green restaurants 

(IN) using a 7-point likert-type scale ranging from 1= 

strongly disagree to 7= strongly agree, which were 

adapted from Hu et al. (2010); Han and Kim (2010); 

Han et al. (2011); and Schubert (2008). After pilot 

tested with 30 respondents, a total of 600 copies of 

survey forms were distributed to 600 restaurant 

patrons while they were dining or waiting for the 

food to be served at the restaurants. The 

questionnaires were collected immediately after 

completion. After removing missing data and outliers 

the sample was found to be adequate (i.e., 500 

respondents, an 83.33% response rate). 

 

RESULTS AND DISCUSSION 

 

This section discusses the demographic 

characteristics of respondents (i.e., frequency and 

percentage) and the mean scores of their IN 

accordingly. Descriptive analysis was used to analyse 

the data collected. This analysis is very useful as it 

provides a better understanding of the green segment 

identification for green restaurant sector in Malaysia. 

Based on the overall mean scores of 4.918 out of 7 

scales reported, the respondents shown a fairly high 

level of intention to dine at green restaurants. The 

results implied that there is a huge untapped business 

potential in Malaysian green restaurant sector. The 

trend of green practices has also taken a direction 

towards restaurants. Hence, attention and effort in 

combating environmental problems should be 

equally given by both the manufacturing and service 

sectors. 

Table 2 shows the gender of the respondents and 

the mean scores of their intention to dine at 

restaurants with green practices (IN). Among the 

analysed respondents (N=500), 56.6% of the 

respondents were female, and 43.4 % of them were 

male. From the mean scores reported, female 

demonstrated higher IN (mean= 5.0124) as compared 

to male (mean= 4.3786). Generally, women 

internalise social roles as caregivers, they tend to be 

more worried about environmental issues and also 

more likely to take pro-environmental actions than 

men. Furthermore, the increasing number of women 

working outside in Malaysia (Ministry of Finance 

Malaysia, 2013) has provided a good opportunity for 

the potential green restaurants to profile them as the 

patrons since they have indicated a high intention to 

dine at such restaurants. 

 
Table 2: Respondents’ Gender and their IN. 

Q1 Frequency (N=500) Percentage (100%) Mean score of IN 

Gender    

Female 283 56.6  5.0124 

Male 217 43.4 4.3786 

 

Table 3 shows that the majority of the 

respondents were from the age group of 26-35, 

representing 38% of the respondents. It followed by 

31% (18-25 years old), 20% (36-45 years old), 

10.4% (45-65 years old), and only 0.6% were 

respondents above 60 years old. The respondents 

who have the highest mean scores of for IN reported 

in Table 3 were primarily from the age group of 36-

45 (IN mean= 4.7500) and 46-65 (IN mean= 5.2212). 

The result shows that the older respondents from 36-

65 years old have a greater tendency to make 

environmentally friendly purchases. On the other 

hand, the younger age groups of 18-25 (IN mean= 

4.5871) and 26-35 (IN mean= 4.7377) were less 

likely to respond to services that are environmentally 

friendly, as compared to the first two age groups (36-

45 and 46-65) reported. 

  
Table 3: Respondents’ Age and their IN. 

Q2 Frequency (N=500) Percentage (100%) Mean score of IN 

Age    

18-25 155 31 4.5871 
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26-35 190 38 4.7377 

36-45 100 20 4.7500 

45-65 52 10.4 5.2212 

66 and above 3 0.6 3.6667 

 

Table 4 shows the educational levels and the 

mean scores of IN of the respondents. The 

respondents obtained their bachelor degrees (54.4%), 

certificate/diploma (21.8%), postgraduate degree 

(11.8%), and high school (12%) qualifications, 

respectively. According to the mean scores reported 

in Table 4, the respondents with bachelor degrees 

shown a high intention (IN mean= 4.9496) to dine at 

restaurants with green practices in future. Therefore, 

the results suggested that the better-educated are 

more knowledgeable about environmental issues and 

more concerned about environmental quality. The 

higher-educated are more motivated to behave in an 

environmental responsible manner. 

  
Table 4: Respondents’ Educational Levels and their IN. 

Q3  Frequency (N=500) Percentage (100%) Mean score of IN 

Educational level    

High school 60 12 4.3806 

Certificate/Diploma 109 21.8 4.7218 

Bachelor degree 272 54.4 4.9495 

Postgraduate degree 59 11.8 4.7797 

 

Table 5 reports the monthly income (RM) and 

the mean scores of IN of the respondents. The 

respondents who were earning less than RM1,500 

(17%); RM1,501-RM3,500 (39.2%); RM3,501-

RM5,000 (28.2%); and RM5,001 and above (15.6%) 

were reported. With respect to their IN reported in 

Table 5, the respondents who were earning in the 

highest level (RM5,001 and above) had demonstrated 

the highest mean score of 4.8803 in IN. This can be 

concluded that respondents with high incomes are 

more likely to pay additional costs associated with 

supporting green causes and favoring green 

consumption. Obviously, the decisions to go green 

are determined by their income level. 

 
Table 5: Respondents’ Monthly Income and their IN. 

Q4 Frequency (N=500) Percentage (100%) Mean score of IN 

Monthly income (RM)    

Less than 1500 85 17 4.7020 

1501-3500 196 39.2 4.6973 

3501-5000 141 28.2 4.7352 

5001 and above 78 15.6 4.8803 

 

Table 6 shows that majority or 33.8% of the 

respondents are working as an executive, 23% of 

them are holding a managerial position, while 7.6% 

of them are working as the clerks. Besides, this study 

includes the non-working segments such as the 

housewife (4.4%) and students (31.2%) because 

these two groups are also the main patrons of 

restaurants. Table 6 presents the mean scores of IN 

of the respondents from different occupational levels. 

The results of mean scores reported do not seem to 

indicate a significant difference in IN despite 

different levels of occupations, except the group of 

“student” with the lowest mean scores of IN (mean= 

4.5684). Since the students are representing the new 

generation of consumers and have been a growing 

population of consumers in Malaysia, thus the low 

commitments of IN reported in this study warrants 

more future research attention to investigate its 

determining causes. 

 
Table 6: Respondents’ Occupational Levels and their IN. 

Q5 Frequency (N=500) Percentage (100%) Mean score of IN 

Occupational level    

Managerial level 115 23 4.7971 

Executive level 169 33.8 4.8245 

Clerical level 38 7.6 4.8246 

Housewife 22 4.4 4.8030 

Student 156 31.2 4.5684 

 

As shown in Table 7, the ethnicity of the 

respondents which consisting of 54.8% Chinese, 

22.2% Malay, 16.4% Indian, and 6.6% other races. 

With respect to their IN, the mean scores ranging 

from 4.5659-4.7913(mean scores of IN) indicate very 

little variance from the different ethnic groups 

participated in this study. It means that the 

respondents demonstrated quite a similar level of 

commitments in IN, regardless of whether they are 

Chinese, Malay, Indian or other races. 
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Table 7: Respondents’ Ethnicity and their IN. 

Q6 Frequency (N=500) Percentage (100%) Mean score of IN 

Ethnicity     

Malay 111 22.2 4.7913 

Chinese 274 54.8 4.7664 

Indian 82 16.4 4.5650 

Others 33 6.6 4.7424 

 

The dining out frequency of respondents is 

reported in Table 8, together with the mean scores of 

their commitments in IN. In a week, 35.2% of the 

respondents claimed that they dined out 2-4 times, 

26.8% of them dined out 5-7 times, 22.4% of them 

dined out only once, and 15.6% of them dined out 

once in a month. The overall mean scores of IN are 

considered above average with range from 4.5000- 

5.0387 (mean scores of IN). Those respondents who 

dine out once a week (22.4%) tend to have a higher 

commitment in IN (mean=5.0387) compared to other 

respondents.

  
Table 8: Respondents’ Dining Out Frequency and their IN. 

Q7 Frequency (N=500) Percentage (100%) Mean score of IN 

Dining out frequency    

Once a month 78 15.6 4.5000 

Once a week 112 22.4 5.0387 

2-4 times a week 176 35.2 4.7661 

5-7 times a week 134 26.8 4.5858 

 

Table 9 shows the respondents’ frequently visit 

restaurants and the mean scores of their IN. Among 

the surveyed respondents (N=500), 403 (80.6%) of 

them frequently visited the casual dining restaurants, 

followed by 49 (9.8%) and 48 (9.6%) of them 

frequently visited the fine dining and quick service 

restaurants separately. Respondents who visited the 

fine dining (IN mean=4.7993) and casual dining 

restaurants (IN mean=4.7659) frequently 

demonstrated a slightly higher commitment in IN, 

but IN tend to be slightly lower among the 

respondents who frequently visited the quick service 

restaurants (IN mean=4.4300). 

 
Table 9: Respondents’ Frequently Visit Restaurants and their IN. 

Q8 Frequency (N=500) Percentage (100%) Mean score of IN 

Frequently visit restaurant    

Fine dining restaurant 49 9.8 4.7993 

Casual dining restaurant 403 80.6 4.7659 

Quick service restaurant 48 9.6 4.4340 

 

Table 10 indicates the respondents’ willingness 

to pay more to dine in restaurant with green practices 

from the least of 5%, 10%, 15%, and 20%, as well as 

the mean scores of their IN. The results show that the 

extra charges between 5%-10% are considered 

acceptable since 36.6% of respondents agreed to pay 

extra 5% (IN mean= 4.6494) and another 49.6% 

them agreed to pay extra 10% (IN mean= 4.9294). 

On the other hand, 8.4% agreed to pay extra 15% (IN 

mean= 4.8175), and 5.4% agreed to pay extra 20% 

(IN mean= 4.3580). The results indicated that those 

restaurants patrons who are willing to pay more or 

higher for the food and services offered at green 

restaurants, they are the potential group of target 

market to dine at green restaurants. 

 
Table 10: Respondents’ Willingness to Pay More and their IN. 

Q9 Frequency (N=500) Percentage (100%) Mean score of IN 

Willingness to pay more to dine in restaurant 

with green practices (%) 

   

5% 183 36.6 4.6494 

10% 248 49.6 4.9294 

15% 42 8.4 4.8175 

20% 27 5.4 4.3580 

 

In summary, the results indicated that the mean 

scores of IN were generally high among the 

restaurant patrons in Klang Valley; female 

demonstrated higher IN as compared to male; while 

older age, higher educational and income level of 

respondents exhibited higher IN. The results also 

reported the group of students exhibited the lowest 

mean scores in IN. Besides, respondents from 

various ethnicity demonstrated quite a similar level 

of commitments in IN. In addition, those who dine 

out once a week tend to have higher IN, while those 

who dine very frequently at fine dining restaurants 

show higher interest in IN. Lastly, the respondents 

who are willing to pay extra 10% more for the food 

and services offered at green restaurants were 

reported with highest IN. As a result, the findings of 

this study can be used to aid restaurants in deciding 

the feasibility of shifting traditional restaurant 
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operations to the adoption of green practices since 

the data collected confirmed that many restaurant 

patrons are interested to dine at green restaurants and 

are willing to pay more for green restaurants. 

Moreover, the data also show the demographic 

characteristics of restaurant patrons and their future 

intention towards green restaurant undoubtedly. 

Thus, this study addresses the potential for a new 

market niche and provides clear, insightful, and 

useful information for restaurant operators to better 

segment, target and position the green restaurant 

businesses, thus helps to enhance their business 

image and create a competitive advantage eventually 

in Malaysian service sector.  

 

5. Limitation and Future Research: 

There are two research limitations in this study. 

First, descriptive analysis was employed to analyse 

the demographic characteristics of respondents (i.e., 

gender, age, educational level, monthly income, 

occupational level, ethnicity, dining out frequency, 

frequently visit restaurant, and willingness to pay 

more) based on its frequency and percentage. The 

demographic characteristics of the respondent versus 

his or her intended behaviour are analysed (i.e., 

overall mean scores) Additional tests (i.e., T-test or 

ANOVA test) should be conducted to add to a better 

understanding between group differences and green 

segment identification in the future research. Second, 

this study focuses mainly on the demographic 

characteristics of respondents and their intended 

behaviour which might be led to insufficient 

information in making decision to go green. 

Additional physiological variables such as values and 

attitudes should be included in the future research 

because recent studies have indicated an ambiguous 

value of socio-demographics in profiling green 

purchase behaviour (Schlegelmilch et al., 1996). 

 

Conclusion: 

This study aims to identify the demographic 

characteristics of respondents who are more likely to 

dine at green restaurants when dining out. This 

serves as a good indication of potential green 

consumer segmentation criteria for restaurant 

operators to determine the right target customers and 

reach them with more appropriate green marketing 

strategy, thus creating substantial and sustainable 

competitive advantages in the market.  
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