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PREFACE 

 

 

Environmental issues are never ending concern in the society. In addition with the 

widespread of the eating out habit, it has further worsened the issue due to 

irresponsible restaurants operators’ practices, such as greater energy consumption, 

higher food waste generation, and increased in usage of non-recyclable products. 

Due to this reason, the restaurant sector has been listed as one of the least sustainable 

economic sectors, and thus “green restaurant” is encouraged to be formed in order 

to bear their responsibility towards the environment. However, the implementation 

of such restaurant is weak in Malaysia and the biggest reasons are poor customer 

and community demand and low government support. Therefore, this study 

identifies the factors that affect the consumers’ patronage intention towards green 

restaurant in Malaysia. This is to provide a clear understanding and foresight to the 

restaurant operators to attract and retain Malaysians’ patronage intention to such 

green restaurant, and the government to take initiatives in order to support and 

maintain the establishment.   
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ABSTRACT 

 

 

Do green attributes of restaurants really matter to consumers? Today, people are 

becoming more environmentally conscious and highly emphasizing on green 

movement initiated by the firms.  In other words, sustainability has been recognized 

as one of the important elements for the firms in developing and managing 

organizational strategies and policies. In Malaysia, the concept of sustainability is 

particularly important in food service sector due to their numerous practices that 

contribute significantly to the environmental degradation. This situation is deemed 

to be a good opportunity for restaurants to identify themselves as green restaurants 

that incorporating the green concept in their operations to differentiate themselves 

from others in this competitive industry. However, little has been done to examine 

the impact of green practices from consumers’ perspective and subsequently 

identify the factors that mostly affect the consumers ’patronage intention towards 

green restaurants. Presumably, consumers are more likely to dine in a restaurant 

with enhanced corporate image and perceived benefits such as green restaurants as 

to support the growing social value of preserving the nature. This presumption has 

shown that green practices may influence customers’ overall attitudes toward green 

restaurant. Hence, this paper aims to investigate the intention to visit green 

restaurants from consumers’ perspectives in Malaysia by proposing a conceptual 

framework which has incorporated the elements of situational factor and emotion 

based on the theory of planned behaviour (TPB). The findings provide fruitful 

insights on the formation of consumers’ patronage intention towards green 

restaurants which will assist in the development of green effective marketing 

strategies in the restaurant operations. A cross-sectional study was conducted and a 

total of 400 questionnaires were being administered, of which 319 valid 

questionnaires were being collected back from the targeted respondents.   
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CHAPTER 1: INTRODUCTION 

 

 

1.1 Background of the Study  

 

With the rising income and fast growing number of restaurants in Malaysia, the 

habit of eating out is widespread (Tan, Khan, Yong, Lam, & Nguyen, 2016; Tan & 

Yeap, 2012). A study known “The Malaysian Food Barometer (MFB)” has found 

that more than 64% of Malaysians dine at least one time per day outside of home. 

While the remaining 36% dine at home, 12.5% have at least one meal that comes 

from outside (Tan, 2014).  

This phenomena has led to depletion of environment due to numerous restaurants 

practices such as greater energy consumption, higher food waste generation, and 

increased usage of non-recyclable products (Wang, 2016). In the meantime, the 

concepts of eco-friendly and healthy eating have become the buzzword in line with 

the growing trends of sustainability (Wang, Chen, Lee, & Tsai, 2013). For this 

reason, the restaurant sector has being listed as one of the economic sectors that is 

the least sustainable and recognized for their responsibility to alleviate the 

environmental issues by adopting green practices (Wang et al., 2013).  

Green restaurants refer to those restaurants which are new or renovated structures 

designed, and manged in an eco-friendly and energy-efficiency environment 

(Lorenzini, 1994). They differ from those traditional operation-based restaurants as 

they basically emphasize on two Es (efficiency and energy) and three Rs (recycle, 

reduce and reuse) (Gilg, Barr, & Ford, 2005). According to the Green Restaurant 

Association (GRA), a non-profit green institution established in U.S., a green 

restaurant must adopt practices that cover the following environmental friendly 

criteria: energy efficiency, water efficiency, recycling and waste reduction, 

sustainable building materials and furnishings, serving sustainable, local and 

organic foods, use of non-toxic and chemical products, and pollution prevention 

(Tan et al., 2016). These practices used as a reference for the consumers to identify 

such green practices are related to the green restaurant practices (Schubert, 

Kandampully, Solnet, & Kralj, 2010).  
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In Malaysia, there is no specific environmental guideline or certificate available for 

the restaurant operators to identify themselves as green restaurants. Hence, there are 

no restaurants comprehensively practise the overall green practices, although the 

green practice of serving locally grown and organic food is promoted widely within 

their establishment (Tan et al., 2016). The lacking of knowledge regarding the 

demand for green practices within the Malaysian food service sector has also lessen 

the pressure for restaurants to accommodate their efforts towards the environmental 

conservation. As the concept of green restaurant is relatively a new phenomenon in 

Malaysia, our research is aimed to investigate the influential factors on patronage 

intention from consumers’ perspective which indicates the likelihood for them to 

visit an eco-friendly restaurant (Kim, Yoon, & Choi, 2016).  

 

 

1.2 Problem Statement 

 

Environmental issues are never ending concern in the society (Cameron, 2012; 

Rinkesh, 2017). Encouragingly, government and firms have taken initiative by 

adopting green practices throughout their daily operations (Tan et al., 2016). “Green 

restaurant” is encouraged to be formed as the operation of restaurants have brought 

a major impact to the environment. For example, the restaurant goers’ intensive 

energy while utilizing the ventilation, air conditioning and refrigeration systems 

which has generated excess heat and contributes to air pollution (Chou, Chen, & 

Wang, 2012; Wang et al., 2013). Moreover, solid and food waste contributed by 

restaurants have affected the environment via its decomposition (Tan et al., 2016). 

Most of the restaurant’s discharge will go directly into drains and rivers which 

brings a detrimental effect on river pollution in Malaysia (The Strait Times, 2016). 

Thus, emphasizing green practices in restaurants may reduce the current problems 

(Tan et al., 2016).  

However, findings show that implementation of green restaurant in Malaysia is 

weak and the largest possible reasons are poor customer and community demand 

and low government support (Kasim & Ismail, 2012; Lee, Wahid, & Goh, 2013; 

Tan et al., 2016). Datuk Dr Sharif Haron, the director-general of MARDI mentioned 

that the people may realize the importance of the initiative, but they often face 
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challenges in securing their commitment (Pillay & Daim, 2016). This is mainly 

because customers did not seem to favour as they might have a questioning mind 

about the whole concept of “green restaurant”, such as the question about their 

willingness to pay for the extra costs incurred when going green (Perumal & 

Genesan, 2017). Therefore, the reasons behind those customers not showing 

adequate support for green restaurants still remain unclear.   

In the past few years, green restaurant patronage intention has been explored deeply 

by several studies (Line, Hanks, & Zhang, 2016). Researchers in Malaysia have 

studied the customers’ green consumption behaviour (Khan, Chamhuri, & Farah, 

2015; Suki, 2013) and green retaurant patronage intention (Tan et al., 2012; Tan et 

al.,  2016) in Malaysia. However, the research on Malaysian’s green restaurant 

patronage intention from the consumers’ perspectives is still limited (Tan et al., 

2012).  

Many past studies have applied Theory of Planned Behaviour (TPB) to study and 

predict the people’s behavioural intention in purchasing green products. Instead of 

using TPB, past studies in Malaysia used other research models to study the 

intention of restaurant operators to adopt green practices. For instance, Tan et al. 

(2012) used attitudes and pro-environmental behaviors to predict the consumers’ 

behavioural intention. Another research conducted by Tan et al. (2016) examined 

the impact of organisation, individual environment, external environment, and 

innovation on the green restaurant patronage intention. Thus, studies on consumers’ 

green restaurant patronage intention by applying TPB is still limited in Malaysia.  
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1.3 Research Objectives & Questions  

 

Table 1.1 – Research Objectives and Research Questions 

Research objectives Research questions 

General: 

To identify the factors that affect the 

consumers’ patronage intention 

towards green restaurant in Malaysia. 

General: 

What are the factors that affect 

consumers’ patronage intention 

towards green restaurant in Malaysia? 

Specific: - 

To examine the relationship between 

constructs of TPB model and 

consumers’ patronage intention. 

Specific: - 

What is the relationship between 

constructs of TPB model (attitude, 

subjective norm, perceived behavioural 

control) and consumers’ patronage 

intention? 

To examine the relationship between 

price (situational factor) and 

consumers’ patronage intention. 

To examine the relationship between 

food quality (situational factor) and 

consumers’ patronage intention. 

What is the relationship between price 

and consumers’ patronage intention? 

 

What is the relationship between food 

quality and consumers’ patronage 

intention? 

To examine the relationship between 

emotion and consumers’ patronage 

intention.  

What is the relationship between 

emotion and consumers’ patronage 

intention? 

Source: Developed for research 

Table 1.1 shows the research objectives and research questions of this study. 
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1.4 Significance of Study 

 

1.4.1 Theoretical Contribution 

 

This study contributes to academic discussion by predicting the effects of three 

constructs of TPB, including attitude, subjective norm, and perceived behavioural 

control on the patronage intention (Tan et al., 2012). TPB model is considered 

comprehensive for measuring consumers’ intentions due to the inclusion of both 

personal and social components (Cheng & Lam, 2008; Chung, 2016). However, 

past studies criticized that TPB model was only focusing on cognitive process. 

Therefore, this study tests the relative importance of emotional responses towards 

the green restaurants (Kim et al., 2016). The situational factors appear to be highly 

relevant due to previous studies mentioned that consumers’ positive environmental 

attitude will be lessen if patronizing a green restaurant means paying more. Few 

studies have been conducted on whether the consumers are willing to pay premium 

price for any additional costs resulted from green practices adopted in restaurants 

(Marian, Chrysochou, Krystallis, & Thogersen, 2014). Other than price, quality is 

the main criteria used to decide whether to purchase a green product (Smith & 

Paladino, 2010). Hence, our study proposed an extended theory with the constructs 

of emotion and situational factors to improve its predictive power of consumers’ 

intention to visit green restaurant (Joshi & Rahman, 2016).  

 

 

1.4.2 Practical / Managerial Contribution 

 

Practically, this study provides a clear understanding and foresights to the restaurant 

operators of the factors that attract and retain Malaysians’ patronage intention to 

such green restaurant. They can refer to these findings when developing business 

strategies to effectively trigger the public’s attention and intention (Zhu, Li, Geng, 

& Qi, 2013). For example, marketing strategies that strongly capture the customers’ 

mind and heart can be developed when they really understand their potential 

consumers. This will subsequently enhance the corporate image and pursue 

business growth in a more sustainable manner, align with the fourth strategic thrust 
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under the 11th Malaysia Plan, which emphasized on “green growth” (Economic 

Planning Unit, 2015). Moreover, it serves as an alternative platform for the 

government to understand the public and the importance of green restaurant so that 

they will be able to support the restaurant operators such as enforcing the 

environmental laws and regulations (Kasim et al., 2012). As a result, environmental 

issues can be reduced to support sustainable development that provides a better 

natural environment to the society. 

 

 

1.5 Outline of Study  

 

The first chapter discusses the background, problem statement, research objectives 

and significance of this study. Chapter two reviews past studies and explains 

theoretical foundation of TPB model. Moreover, the research model is illustrated 

and hypotheses are formed in the same chapter. Next, chapter three demonstrates 

the research methodology that are carrying out which includes identifying the 

research strategies and determining sampling design, data collection method, 

variables as well as measurements used in this study. Chapter four presents the 

analysis of data and interpretation of results including descriptive analysis, scale 

measurement and inferential analysis. Chapter five sums up the descriptive analysis, 

scale measurement and inferential analysis. Besides, it also explains the key 

findings, implications and limitations for the future research.  
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CHAPTER 2: LITERATURE REVIEW 

 

 

2.1 Theoretical Foundation 

 

This study applies the TPB which was proposed by Icek Ajzen in the year 1985 

(Ajzen, 1985). It extended the Theory of Reasoned Action which was proposed by 

Fishbein and Ajzen (Fishbein & Ajzen, 1975). According to Ajzen (1991), the TPB 

predicts the behavioural  intention which eventually influences the individual’s 

behaviour. He stated that behavioural intention is a form of subjective norm, 

perceived behavioural control and attitude. Therefore, many studies have used this 

theory to study the consumers’ purchase behavior toward green products as this 

theory was specifically developed to predict an individual’s behavior (Joshi & 

Rahman, 2015).  

 

 

 

 

 

 

 

 

Figure 2.1: Theory of Planned Behavior 

Adopted from: Ajzen (1991)  

Multiple researchers have applied TPB to study and predict the people’s ecological 

or pro-environmental behaviour (Chan 1998; Chen & Hung, 2016; Paul, Modi, & 

Patel, 2016). In addition, numerous current global studies done on green practices 

have utilized TPB as the foundation of their theoretical framework (Chou et al.,2012; 

Attitude 

Subjective 

Norm 

Perceived 

Behavioural 

Control 

Intention Behaviour 
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Jeong, Jang, Day, & Ha, 2014). For instance, Han and Kim (2010) adopted the TPB 

to investigate the customers’ intention to patronize green hotel. Moreover, this 

theory was being applied in the study of Malaysian’s intention to purchase energy-

saving household appliances (Tan, Ooi, & Goh, 2017). Meanwhile, another study 

on consumers’ behavioural intention on electricity savings behavior have also 

applied this theory (Wang, Zhang, & Li, 2015). 

 

As TPB upholds intention is the major predictor of behaviour, this research will 

only focus on the people’s behavioural intention to patronize the potential green 

restaurant in future (Alleyne & Broome, 2011). Hence, the TPB model is employed 

to explain the influence of personal factors, social surroundings and non-volitional 

factors on behavioural intention and eventually the selection of green restaurants 

(Kim, Njite, & Hancer, 2013). For instance, if customers feel socially esteemed to 

adopt green behaviours, this can affect their attitudes toward patronizing green 

restaurants which show that they care about the well-being of the environment. In 

this particular study, subjective norm is referred as an individual's perspective of 

the social pressure to visit green restaurants. In other words, a person would raise 

his intention to follow suit when significant others think that patronizing green 

restaurants is the right thing to do (Chung, 2016). In the restaurant setting, it is 

assumed that people with higher perceived behavioural control in maintaining 

healthy eating behaviours are more likely to patronize green restaurants and 

consume healthy menu items (Juna & Arendt, 2016).  

  

TPB has been criticised to be highly cognitive and lacking affective elements, 

particularly emotions (Klockner, 2013; Russell & Fielding, 2010). People are 

assumed to be rational and make systematic decisions based on available 

information without measuring their feeling associated with that information (Joshi 

et al., 2016). Emotions signal the importance of an issue which may influence 

information processing and trigger responses to persuasive appeals as well as 

initiation of goal setting (Russella, Young, Unswortha, & Robinson, 2017). It is 

then more likely for people to motivate themselves by translating his or her 

emotions into an actual behavior (Morris, Woo, Geason, & Kim, 2002). Hence, in 

this study, emotion is incorporated to improve the explanatory power of TPB on 

consumer patronage intention. Consumers may regret for dining in a non-
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environmental friendly restaurant after realizing that the restaurant practices are 

detrimental to the environment (Kim et al., 2013).  

Besides, TPB has ignored the external effects of situational factors as intention 

should be the formation of (internal) attitudinal variables and (external) contextual 

variables (Carrington, Neville, & Whitwell, 2010; Joshi et al., 2016). Situational 

factors refer to the objective environment encountered by the individuals when they 

opt for a particular environmental behaviour. The situational environments will 

either trigger or hinder environmental behaviours of the individuals (Li, Liu, Wang, 

& Liu, 2016).  In the case of green food consumption, price and quality are the two 

prominent forces of situational factor to decide whether to consume a green product 

(Gleim, Smith, Andrews, & Jr., 2013; Smith et al., 2010). Similarly, in the context 

of green restaurant, both price and food quality contribute to overall evaluation of 

the services and consequently patronage intention amongst consumers.  

The three constructs in the model of TPB together with the newly incorporated 

constructs which are used to explain an individual’s behavioural intention are 

discussed as below: 

Table 2.1 Definitions of Variables 

Variables Definition 

Attitude  

 

According to Ajzen (1991), the formation of attitude is derived 

reasonably from behavioural beliefs and outcome evaluation. In 

other words, we favour behaviours we perceive to have desirable 

consequences and vice versa. 

Subjective 

Norm  

Subjective norm is a social factor which refers to perceived social 

pressure to perform or not to perform the action in order to gain 

approval from their circle of influence (Ajzen, 1991). The desire 

to act is highly influenced by the reference groups such as close 

friends, relatives, and colleagues who are important to the actor.   

Perceived 

Behavioural 

Control  

Perceived behavioural control is defined as “the perceived ease or 

difficulty of conducting a behaviour” (Ajzen, 1991). It is an 

evaluation of the response towards certain non-volitional elements 

such as time and opportunities that promote or restrict a person to 

perform in a particular circumstance (Cheng et al., 2008). 
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Behavioural 

Intention 

 

 

Behavioural intention is considered the best predictor of 

behaviour. It serves as a direct function of behaviour as it is a 

motivational factor that reflects an individual’s degree of 

willingness to perform a behaviour (Ajzen, 2002).  

Situational 

factor  

Situational factors have been defined as the circumstances in 

which individuals respond to stimuli related to their needs and 

wants (Nicholls, Roslow, Dublish, & Comer, 1996).  

Price  Price is the primary driver of consumer choice in which it will 

outweigh ethical consideration and subsequently widen the 

attitude-behaviour gap in the event of economic constraint (Joshi 

et al., 2015). 

Food 

Quality  

Peri (2006) referred food quality as an important requirement to 

meet the needs and expectations of restaurant customers. Several 

dimensions are being emphasized on food quality such as 

presentation, menu variety, healthy options, taste, freshness, and 

temperature (Rozekhi, Hussin, Siddiqe, Rashid, & Salmi, 2016).  

Emotion 

 

 

 

 

Emotions are affective response towards emotion-eliciting objects 

or events and are involved in every purchase decision (Moons & 

Pelsmacker, 2015). They can be either positive or negative which 

are such as frustrated, guilty, proud, and content (Russella et al., 

2017). 

Source: Developed for the research 

 

 

2.2 Review of Prior Empirical Studies  

 

2.2.1 The relationship between attitude and patronage intention  

 

Tih and Zainol (2012) had defined attitude as the overall evaluation that a person 

made toward a behaviour. Han, Hsu, and Sheu (2010) pointed out positive attitude 

toward a behaviour will be more probably to influence a person to engage in a 

specific behaviour. Yadav and Pathak (2017) highlighted that attitude have 

positively influenced consumer green purchase intention and behaviour to buy 
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green products. Maichum, Parichatnon, and Chung (2016) collected data from Thai 

consumers and discovered that attitude was the most influential factor on 

consumer’s purchase intention.  

According to Schubert et al. (2010), attitude was found to have a direct impact on 

the patronage intention towards green restaurants if the consumers knew that the 

restaurants were adopting green practices. Another research indicted that attitude 

was positively related with green consumption behavioural intention (Lien, Huang, 

& Chang, 2012). The study of Ahmad and Thyagaraj (2015) also showed a positive 

association between attitude toward the green brand and  consumers’s intention to 

purchase. Attitude defines a clear role in making decision to patronize green 

restaurants if the consumers showed positive attitude towards the behaviour. Hence, 

we formulated that:  

H1: There is a positive relationship between attitude and consumers’ 

intention to patronize green restaurant. 

 

 

2.2.2 The relationship between subjective norm and patronage 

intention 

 

Subjective norm is defined as people perception towards social pressure to conduct 

or not the certain behaviour (Ajzen, 1991). If their behaviour is accepted by those 

who are important to them, they are more likely to perform the behaviour (Armitage 

& Conner, 2001).  

According to the study of Yong, Njite and Hancera (2013) subjective norm was the 

best predictor of consumers’ intention to choose an environmental friendly 

restaurant. The findings revealed that the created social pressure was more likely to 

affect the consumers’ selection on a green restaurant. In Shin, Im, Jung and Severt 

(2018) study, subjective norm had been found to positively affect the consumer’s 

intention to select organic menu items which consistent with the study of Chen 

(2016) that showed positive correlation between subjective norm and energy saving 

intention. Other researchers have also proved that the subjective norm is a 
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significant factor of intention to consume organic food (Dean, Raats, & Shepherd, 

2012) and positively related to green hotel revisit intention (Chen & Tung, 2014). 

Hence, further researches are required to study the significance of subjective norm 

on consumers in the restaurant context. Therefore, we proposed that: 

H2: There is a positive relationship between subjective norm and consumers’ 

intention to patronize green restaurant. 

 

 

2.2.3 The relationship between perceived behavioural control and 

patronage intention 

 

Perceived behavioural control (PBC) is the extent of control in which a person own 

in order to predict behaviour intention such as patronize green restaurants 

(Numraktrakul, Ngarmyarn, & Panichpathom, 2011).  Chen et al. (2016) identified 

determinants of acceptance for green products by incorporating social impression, 

environmental ethics and environmental consciousness to extend the TPB. This 

study supported that PBC positively affects intentions to purchase and use green 

products when they increase their resources and confidence. The study conducted 

by Karatu and Nik Mat (2015) in Nigerian universities explored factors including 

perceived green knowledge, green availability, green price sensitivity as well as 

PBC. The result stated that PBC is positively related to green purchase intention 

due to consumers are highly affected to perform this behaviour. According to Chou 

et al. (2012), PBC had a positive effect on behavioural intention and was the most 

influential factor when predicting the likelihood of green adoption. Both studies of 

Verma and Chnadra (2018) and Chen et al. (2014) found that PBC has a positive 

impact towards patronizing the green hotels while traveling. Hence, we suggested 

that: 

  

H3: There is a positive relationship between perceived behavioural control 

and consumers’ intention to patronize green restaurant. 
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2.2.4 The relationship between situational factors and patronage 

intention 

 

According to Joshi et al. (2015), situational factors were capable to hinder 

environmentally responsible intention and weaken the positive environmental 

attitude. There are a variety of elements under situational factors but for this study, 

price and food quality are the most prevalent in affecting customers’ intention 

(Aertsens et al., 2011; Cerjak et al., 2010; Mondelaers, Verbeke, & Huylenbroeck, 

2009).  

 

 

2.2.4.1 The relationship between price and patronage intention 

 

According to Smith  et al. (2010), price was a significant variable and many 

consumers considered price as the essential determinant of green consumption. 

Since green purchase often involves greater costs, the purchase of such items creates 

a social dilemma for consumers (Gleim et al., 2013; Jin, Line, & Merkebu, 2016).  

However, price premium may not be a major purchase barrier as people increasingly 

seemed to be prepared to incur higher cost in consuming environmental friendly 

products, especially for heavy users (Suki, 2016). People seemed to be more 

interested in other factors, probably the benefits attached to the surcharges and thus 

they were willing to pay a higher price when comes to green consumption (Eze & 

Ndubisi, 2013). This was compatible with the study of Marian et al. (2014), where 

it stated that price was not only a cost, but it also contained other cues, which 

affected the overall evaluation of the product and intention as well. Therefore, price 

can positively influence the consumption intention in some context. According to 

Irianto (2015), consumers were quite tolerant to premium prices in green 

consumption, as they uphold the other values, like environmental and health 

benefits, and thus positively affects their behavioural intention. Petrescu, Oncioiu, 

and Petrescu (2017) also explained that price has a positive relationship with 

behavioural intention, as people believed that the product itself can influence their 

intention. Therefore, we proposed that: 
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H4: There is a positive relationship between price and consumers’ intention 

to patronize green restaurant. 

 

 

2.2.4.2 The relationship between food quality and patronage intention 

 

Smith et al. (2010), defined food quality as products’ appearance, taste and natural 

content, which concerned with food that is minimally unprocessed and free of 

chemicals. While Aertsens et al. (2011) defined it as the product with high quality 

and better taste, yet beneficial for health and the environment.  

Previous researchers have recognized that food quality positively affects consumers’ 

patronage intention (Jung, Ineson, Kim, & Yap, 2015). Bullejos et al. (2014) have 

also expressed that consumers who perceived quality positively influences their 

consumption intention. Food quality was not only rated as the essential attribute on 

consumer’s restaurant selection behaviour, but also found to have a positive and 

significant influence on customer patronage behavioural intentions in quick service 

restaurants (Nwokah & Kenneth, 2018). This result was consistent with the study 

of Shariff, et al. (2015), where it stated that food quality had profoundly affect the 

customer satisfaction so that it resulted on a significant effect towards revisiting 

intention. This attribute is important because it is the only factor indicating 

satisfaction and predicting behavioural intention. Another study also stated that 

food quality was one of the strongest motivators of green consumption in Malaysia 

(Khan et al., 2015). Thus, we hypothesize that: 

H5: There is a positive relationship between food quality and consumers’ 

intention to patronize green restaurant. 
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2.2.5 The relationship between emotion and patronage intention  

 

Emotion refers to various affective states or feelings associated with consumption 

(Lee, Lee, & Choi, 2011). Ou and Verhoef (2017) mentioned that emotion has a 

positive influence on loyalty intentions. Studies have also shown that emotion has 

a positive relationship with consumers’ sustainable food consumption intention as 

it involves the cognitive, rational, affective and emotional elements when 

encountering with environmental issues such as sustainable food consumption (Kim 

et al., 2016). Another study has also found a positive association between clients’ 

emotion and clinic patronage intention (Ladhari, Souiden, & Dufour, 2017). 

According to Kim et al. (2013), emotion had a significant positive impact on 

consumers’ intentions to select an environmental-friendly restaurant. This result 

was aligned with the research project of Chen, Yeh and Huan (2014) which showed 

a positive correlation between emotion and nostalgic-themed restaurant 

consumption intention. 

Anticipated emotions had apparently driven the formation of consumer intention, 

and eventually it was the crucial motivator in decision making. It will not only 

contribute people’s satisfaction level, but also the prediction of behavioural 

intention (Lee et al. 2011; Rivis, Sheeran, & Armitage, 2009). Consumers used their 

emotions to identify their unconscious needs and initiate actions that will satisfy 

them. Hence, behavioural intention will be better explained by the addition of 

emotion in the context of eco-friendly restaurant selection. We, therefore, proposed 

that:  

H6: There is a positive relationship between emotion and consumers’ 

intention to patronize green restaurant. 
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2.3 Proposed Conceptual Framework 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.2 

Adapted from: Ajzen (1991)  

Figure 2.2 shows the conceptual framework of our study. Attitude, subjective norm 

and perceived behavioural control in TPB, situational factors (price and food quality) 

and emotion are the independent variables (IV) in this study. While consumers' 

patronage intention remains as the dependent variables (DV) to be tested in this 

model.  
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2.4 Hypothesis Development  

 

The hypotheses of this research are developed in Table 2.2 based on the 

literature review: 

Table 2.2 Hypotheses of the study 

H1: There is a positive relationship between attitude and consumers’ intention to 

patronize green restaurant. 

H2: There is a positive relationship between subjective norm and consumers’ intention 

to patronize green restaurant. 

H3: There is a positive relationship between perceived behavioural control and 

consumers’ intention to patronize green restaurant.  

H4: There is a positive relationship between price and consumers’ intention to patronize 

green restaurant. 

H5: There is a positive relationship between food quality and consumers’ intention to 

patronize green restaurant. 

H6: There is a positive relationship between emotion and consumers’ intention to 

patronize green restaurant. 
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CHAPTER 3: RESEARCH METHODOLOGY 

 

 

3.1 Research Design 

 

This study identified the factors that affect the consumers’ patronage intention 

towards green restaurant in Malaysia. Survey method was used for data collection 

because it can obtain large amount of data in a relatively short period of time at 

lower cost (Kelly, Clark, Brown, & Sitzia, 2003). Meanwhile, our research was a 

cross-sectional study since the data collection was conducted only at a single point 

in time. According to Mann (2003), it was cost saving as less resources and no 

follow up cost were required. Furthermore, the unit of analysis for our research was 

the restaurant goers in Malaysia whereby the survey questionnaires were self-

administered to the target respondents.  

 

 

3.2 Population, Sample and Sampling Procedures  

 

3.2.1 Target Population 

 

In understanding patronage intention towards green restaurants from customer 

perspectives in Malaysia, restaurant goers who were aged within 20 to 39 were 

selected as our target respondent. We were not specifically target on green 

consumers because the majority’s perception will be the main concern of this paper 

(Kwok, Huang, & Hu, 2016; Young & Jang, 2017). 

Sampling is appropriate as the representative of the entire population due to it has 

been impossible for this research to collect, analyse and interpret vast amounts of 

data within the time constraints and limited cost (Sekaran & Bougie, 2013). 

Moreover, a sample is used to minimise the random errors and propose a reliable 

generalized conclusions (Barreiro & Albandoz, 2001).  
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3.2.2 Sampling Technique & Procedure 

 

Dining out has become a culture in Malaysia and hence everyone can be a restaurant 

goer (The Star Online, 2014). Thus, quota sampling method which was categorized 

as non-probability sampling technique was used as the population for restaurant 

goers was unknown and there was no specific sampling frame.  

We had chosen Selangor, Johor, Perak, Kedah and Kelantan as these states 

accounted for the most percentage of the population in Malaysia (Table 3.1) 

(Department of Statistics Malaysia [DOSM], 2016). Sabah and Sarawak were 

excluded due to its geographical constraint. These states are located at East 

Malaysia and the most effective way to get responses is through email (Bedi, 2013; 

Kalantari, Kalantari, & Maleki, 2011). However, it has lower response rate 

compared to the self-administered questionnaire and lacking credibility as there is 

lesser information about the demographic or characteristics of the people (Wright, 

2005).  

We had also further narrowed down the locations by only focusing the capital of 

each state (Table 3.1). According to Prudky and Dostal (2008), capitals are the 

identity of the states, as it is the representative organs of the state. Rossman (2016) 

also emphasized that the capitals represent the fairest standpoint of different part 

and constituent units of the state. It is also the most effective location to achieve the 

state’s goals economically and administratively.  

Table 3.1 Population of Each States in Malaysia 

States (Capital) Population (%) 

Selangor (Shah Alam) 19.9 

Sabah (Kota Kinabalu) 12.0 (excluded) 

Johor (Johor Bahru) 11.5 

Sarawak (Kuching) 8.7 (excluded) 

Perak (Ipoh) 7.8 

Kedah (Alor Setar) 6.7 

Kelantan (Kota Bahru) 5.7 

Total 51.6 

                            Source: Department of Statistics 2016 
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According to Ritchie, Lewis, Nicholls, and Ormston (2014), selection of more than 

one criterion for target respondents is allowed. Therefore, restaurant goers who 

were aged within 20 to 39 years old were selected in the specific states because their 

population have accounted for the most percentage in Malaysia (Table 3.2). These 

people possess their purchasing power from income earned when they are the 

majority in the working population (DOSM, 2016). Thus, they constitute the largest 

portion of consumers in the current context as well as in the future (Kim et al., 2013). 

Teenagers who aged within 15 to 19 have been excluded as this group is proven to 

have a high unemployment rate in 2016.  This showed that most of them are 

dependents as they are still pursuing their studies (DOSM, 2017). 

Table 3.2 Population by Age in Malaysia 

Age Group Total (’000) Percentage (%) 

15-19 2, 873.00 13 (excluded) 

20-24 3,251.10 15 

25-29 3,245.20 15 

30-34 2,845.30 13 

35-39 2,336.90 10 

Total 53 

Source: Department of Statistics 2017 

As cited in Hinkin (1995), an item-to-response ratio in between 1:4 to 1:10 is 

sufficient to be an ideal sample size. Therefore, 120 to 300 respondents are 

considered adequate since there are 30 items in the questionnaire. An item-to-

response ratio of 1:10 was adopted and 300 respondents are required for this survey. 

However, 400 survey questionnaires were distributed to ensure that sufficient valid 

questionnaires could be collected. 
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3.3 Data Collection Method 

 

According to Meadows (2003), survey is able to cover a large population with cost 

and time efficiency. Hence, closed-ended survey questions had been employed to 

gather data. 400 questionnaires were being self-administered to the targeted 

respondents within the period starting from 10 September 2017 to 23 September 

2017, of which 319 valid questionnaires were collected back, indicated a response 

rate of 79.8%. We chose to conduct our survey at the most popular shopping malls 

in each research area as shopping mall provides access to a large number of people 

from wider geographical area (Bush, 1983). According to Makgopa (2016), popular 

shopping malls are able to attract large crowd of consumers. Thus, the malls are 

chosen based on their popularity shown by the ratings on Trip Advisor.  

Table 3.3 Targeted Shopping Malls 

Research Area Targeted Shopping Mall 

Shah Alam Setia City Mall 

Johor Bahru Johor Bahru City Square 

Ipoh Ipoh Parade 

Alor Setar Aman Central Mall 

Kota Bharu Aeon Mall Kota Bharu 

                          Source: Trip Advisor 

According to the percentage of population in particular area, the number of survey 

questionnaires distributed to each research area is shown as follow: 

Table 3.4 Number of Survey Questionnaires Being Distributed to Each 

Research Area 

Targeted State Research 

Area 

Population Calculation Number of Survey 

Questionnaires 

Selangor Shah Alam 19.9% 19.9 %

51.6 %
 x 400 155 

Johor Johor Bahru 11.5% 11.5 %

51.6 %
 x 400 89 

Perak Ipoh 7.8% 7.8 %

51.6 %
 x 400 60 
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Kedah Alor Setar 6.7% 6.7 %

51.6 %
 x 400 52 

Kelantan Kota Bahru 5.7% 5.7 %

51.6 %
 x 400 44 

Total 51.6% - 400 

Source: Developed for the research 

 

 

3.3.1 Pre-Test 

 

A pre-test was conducted to eliminate any inconsistency that are associated with 

survey research and also to improve the validity of the questionnaire items (Brown, 

Lindenberger, & Bryant, 2008). Hence, the advices from five master and PhD 

postgraduates who are expert in the sustainability area were sought for before 

conducting the pilot test.   

 

 

3.3.2 Pilot Test 

 

According to Kothari (2004), a pilot test is required to be conducted in order to 

detect the cross-cultural language errors and also to discover the possible flaws in 

questionnaire items. Consequently, the validity and reliability of survey 

questionnaires can be enhanced. Given that twenty participants are sufficient for the 

pilot test (Monette, Sullivan, & DeJong, 1996), 40 sets of questionnaires were being 

self-administered to the target respondents in Ipoh, the capital city of Perak, as it is 

the nearest target area in this research.  
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3.4 Variable and Measurement 

 

Table 3.5 shows the operational definitions, sources, number of survey items, and 

scale of measurement for each variable.  

 

Table 3.5: Operational Definitions of Variables 

Variables No. of 

items 

Definition Measurement Sources 

Attitude(A) 3 Psychological emotion and the 

positive or negative evaluation 

that arise when an individual 

engages in certain behaviors 

Five-point 

Likert scale 

Chen et al. 

(2014)  

Subjective 

Norm  

(SN) 

4 The perceived social pressure to 

perform or not to perform the 

behaviour.  

Five-point 

Likert scale 

Paul et al. 

(2016) 

 

Perceived 

Behavioural 

Control 

(PBC) 

 

6 The perceived ease or difficulty 

of performing the behaviour.  

Five-point 

Likert scale 

Kim et al. 

(2013) 

 

Patronage 

Intention (PI) 

5 An individual’s readiness or 

willingness to engage in a 

particular behaviour. 

Five-point 

Likert scale 

Paul et al. 

(2016) 

 

Price (P)  

 

3 The attribute that consumers take 

into consideration when making 

a green-purchasing decision. 

 

Five-point 

Likert scale 

Suki 

(2013)  

 

Food Quality 

(FQ)  

 

6 A necessary condition to satisfy 

the needs and expectations of 

customers which focuses on 

presentation, variety, healthy 

options, taste, freshness, and 

temperature. 

Five-point 

Likert scale 

Young et 

al. (2007) 

 

Emotion 

(EM) 

 

3 When consumers experience 

positive emotions, they are more 

likely to adopt approach 

behaviour; conversely, negative 

emotions are more likely to 

produce avoidance behaviour.   

Five-point 

Likert scale 

Jang & 

Namkung 

(2009) 

Source: Developed for the research 
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Interval scale of measurement, which is 5-point Likert Scale is used in this study. 

Questions related to independent variables and dependent variable were rated from 

(1) strongly disagree to (5) strongly agree. According to Maichum et al. (2016), this 

scale is used in examining the extent to which the respondents agree or disagree 

with a series of statements on a specific topic. As 7-point Likert scale is lengthier 

than 5-point Likert scale, it may seems to be more complex and difficult for the 

respondents to make a choice among the scales (Pearse, 2011). Thus, by using 5-

point Likert scale, respondents would take shorter time to read out and complete the 

questionnaires (Dawes, 2008).  
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3.5 Data Analysis Technique  

 

3.5.1 Descriptive Analysis 

 

Descriptive statistic is employed to analyse the basic features of data in our research. 

Frequency and percentage analysis were carried out to describe the characteristics 

of the target respondents. Besides, the mean and standard deviation have been 

computed and interpreted for each item listed in the survey questionnaire to ensure 

that they are within the appropriate Likert scale (Teh, Abdul Rahman, Shukri, & 

Mohamed, 2016).  

 

 

3.5.2 Inferential Analysis 

 

Reliability test and normality test were used to examine the data of our study. 

Reliability test used to identify the degree of reliability and consistency for every 

constructs in measuring a given variable .It was measured by Cronbach’s Alpha to 

ensure that all the items measured reflect the same concept (Tavakol & Dennick, 

2011). Next, the data is weighted by skewness and kurtosis while its normal 

distribution is evaluated by normality test. It is important to make sure that the data 

was normal and reliable as to ensure that the data collection technique would result 

in a consistent outcome (Eslake, 2016). Also, the tests were needed to perform 

parametric tests, for example, Pearson Correlation and Multiple Linear Regression 

(MLR) analysis (Saunders, Lewis, & Thornhill, 2016).   

Pearson’s correlation coefficient (also known as “r”) was then conducted to 

identify the strength of correlation between the independent and the dependent 

variables. It could also detect multicollinearity problem which indicates that the IVs 

are alike with each other. MLR was performed to establish the correlation between 

the independent variables with the dependent variable due to there was a set of 

predictor variables with one outcome variable in our study (Nathans, Oswald, & 

Nimon, 2012). The four key assumption tests of MLR included normality, 

reliability, multicollinearity and linearity (Jameson-Charles & Jaggernauth, 2015). 
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Besides, r2 which is known as coefficient of determination would be interpreted 

to determine the explanatory power of the overall model on predicting patronage 

intention via the independent variables (Chekima, Wafa, Igau, Chekima, & Jr., 

2016). The greater the r2, the greater the explanatory power of the independent 

variables in demonstrating the variations in the dependent variable (Saunders et al., 

2016).  

The rules for each inferential test are shown in Table 3.6.  

Table 3.6 Rules for Inferential Analysis Test 

Type of test Rule of thumb Sources 

Reliability test The satisfactory level of reliability test 

should exceed 0.70. 

(Nunnally & 

Bernstein, 

1994) 

Normality test It is considered normally distributed only 

if the skewness values are within the range 

of ±3 and kurtosis values are within the 

range of ±10.   

(Kline, 2005) 

Pearson’s correlation 

coefficient test 

( strength of correlations 

between variables)  

Value ranges between – 1.0 and +1.0 

indicates a perfect negative to perfect 

positive relationship between two 

variables.  

(Aggarwal & 

Ranganathan, 

2017) 

Pearson’s correlation 

coefficient test 

(multicollinearity 

problem)  

 

 

1. Presence of high correlations 

(generally 0.90 and above).  

(Saunders et 

al., 2016) 

2. Tolerance value is less than 0.1.  (Hair, Black, 

Babin, & 

Anderson, 

2010) 

3. Variation Inflation Factors value 

(VIF) is more than 10. 

Multiple Linear 

Regression analysis 

The relationship is significant only if the 

p-value is less than 0.05.  

(Saunders et 

al., 2016)   
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In this study, the MLR equation constructed is as follows: 

Table 3.7 MLR Equation 

Y= β0 + β1 (A) + β2 (SN) + β3 (PBC) + β4 (P) + β5 (FQ) + β6 (EM) + ε  

 

Y = Patronage Intention  

          A= Attitude  

          SN= Subjective Norm  

          PBC= Perceived Behavioural Control  

          P= Price  

          FQ= Food Quality  

          EM= Emotion  

Source: Developed for the research 
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CHAPTER 4: DATA ANALYSIS 

 

 

4.1 Descriptive Analysis 

 

4.1.1 Demographic Profile of the Respondents 

 

Figure below illustrated the gender of the 300 respondents. As per figure below, it 

showed only 126 male (42%) participated in the survey while there are 174 females 

respondents (58%). 

 

Figure 4.1: Gender of Respondents 

 

Source: Developed for the research 

 

As demonstrated in Figure 4.2, 91 (30%) participants at the age ranging from 20 to 

24 constituted the largest portion of respondents in this research, followed by 84 

(28%) respondents aged 30 to 34 years old. Subsequently, 64 participants within 

the age range of 25 to 29 accounted for 22% and another 20% are shared by 61 

respondents aged between 35 and 39. 
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Figure 4.2: Age of Respondents 

 

Source: Developed for the research 

 

Figure below depicted the respondents’ marital status. Referring to chart, among 

300 respondents, there are 220 (73%) Single, 76 (25%) Married, and only 4 (2%) 

divorced. The result indicated that majority of the respondents are single because it 

constituted the largest proportion of respondents in this study. 

 

Figure 4.3: Marital status of Respondents 

 

Source: Developed for the research 

 

Figure 4.4 expressed the respondents’ income level. As shown in the chart, it 

showed that majority of the respondents have the income level of below RM2, 000, 

which accounted 46%. There are 69 respondents having income in between RM3, 
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001 and RM4, 000, while another 50 of them earning in RM4, 001 and above. Lastly, 

42 respondents have income in between RM2, 000 and RM3, 000.  

 

Figure 4.4 Income Level of Respondent 

Source: Developed for the research 

 

Figure 4.5 exhibited most of the respondents (125 or 42%) dine out 3 to 4 times per 

week, followed by 100 (33%) participants who dine out 1 to 2 times per week. 

Nevertheless, only 75 (25%) respondents have a weekly dining out frequency of 5 

times and above.  

Figure 4.5: Weekly Dining Out Frequency of Respondents 

 

Source: Developed for the research 

 

In the light of Figure 4.6, it showed whether the respondents had visited a green 

restaurant. According to this, most of the respondents, which are 201 of them or 67% 
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have not visited green restaurant while only 33% or 99 of the respondents have 

visited one. This also showed that we achieved our motives where we are not only 

targeting the users, but most of the non-users of green restaurant.  

Figure 4.6 Respondents’ Visitation of Green Restaurant 

 

 

 

 

 

 

Source: Developed for the research 

Figure 4.7 demonstrated the respondents’ visitation frequency to green restaurant 

and it pointed that 83 out of 99 of those who had visited a green restaurant went 

once or twice in a week. It also indicated that 15 of them visited green restaurants 

3 to 4 times a week and only 1 of them visited more than 5 times a week.  

Figure 4.7 Respondents’ Visitation Frequency to Green Restaurant 

Source: Developed for the research 
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4.1.2 Central Tendencies Measurement of Constructs 

 

Table 4.1 below showed the standard deviation and mean for each of the constructs. 

The values of means for Attitude ranging from 3.8667 to 4.2033, SN ranging from 

3.2800 to 3.4700, PBC ranging from 3.2833 to 3.7767, Price ranging from 3.5367 

to 4.1067, FQ ranging from 3.8233 to 4.2967 while EM ranging from 3.7300 to 

3.8267. In short, the range of the mean values of all six independent variables lie 

between 3.2800 and 4.2967. This result indicated that majority of the respondent 

express neutral opinion and acknowledge the questionnaire items. 

Besides, standard deviations ranging from 0.7329 to 1.0098. The highest standard 

deviation falls to the PCB5 with value of 1.0098 whereas the A2 scores the lowest 

standard deviation, which is 0.7329.  

Table 4.1: Mean and Standard Deviation of Variables 

Variables Mean Standard Deviation 

Attitude  

A1 

A2 

A3 

4.0133333 

4.2033333 

3.8666667 

0.8012254 

0.7328797 

0.8313801 

Subjective Norm 

SN1 

SN2 

SN3 

SN4 

3.3566667 

3.2800000 

3.3866667 

3.4700000 

0.9446853 

0.9788397 

0.9416890 

0.9995484 

Perceived Behavioural Control 

PBC1 

PBC2 

PBC3 

PBC4 

PBC5 

PBC6 

3.7766667 

3.5633333 

3.6400000 

3.5266667 

3.2833333 

3.4933333 

0.8733066 

0.8573832 

0.8442606 

0.9194783 

1.0098456 

0.9590036 
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Price 

P1 

P2 

P3 

4.1066667 

3.5366667 

4.0466667 

0.7464222 

0.7419505 

0.7957804 

Food Quality 

FQ1 

FQ2 

FQ3 

FQ4 

FQ5 

FQ6 

3.8233333 

4.0233333 

4.2600000 

4.0766667 

4.2966667 

4.0866667 

0.8914996 

0.8072346 

0.7666109 

0.8756014 

0.7814673 

0.8008078 

Emotion 

EM1 

EM2 

EM3 

3.7300000 

3.6366667 

3.8266667 

0.8242357 

0.9169469 

0.8902795 

Source: Developed for the research  
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4.2 Scale Measurement 

 

4.2.1 Reliability Test 

 

Table 4.2 showed the outcome of reliability test for each variable. Based on the 

result, food quality attained the highest Cronbach’s alpha which is 0.9113 whereas 

the price variable has the lowest Cronbach’s alpha value with 0.7537. The overall 

variables have exceeded 0.70 Cronbach’s alpha. According to Nunnally and 

Bernstein (1994), the satisfactory level of reliability test should be at least 0.70. 

Therefore, it indicated that the data of our study is reliable and valid.  

Table 4.2: Reliability Statistics 

Source: Developed for the research 

 

 

4.2.2 Normality Test 

 

Table 4.3 illustrated the skewness and kurtosis value of each variable. Among the 

variables, SN1 has the greatest skewness value which is +0.07138 and FQ5 has the 

lowest skewness value which is -0.9972. On the other hand, FQ1 has achieved the 

greatest kurtosis value of +1.1904 whereas EM3 has the lowest kurtosis value of -

0.5863. The data is considered in normal distribution as its skewness values did not 

exceed the range of ±3 and kurtosis values are within the range of ±10 (Kline, 2005).   

  

Variable Items Cronbach’s Alpha 

Attitude 

Subjective Norm 

Perceived Behavioural Control  

Price  

Food quality  

Emotion  

Patronage Intention  

3 

4 

6 

3 

6 

3 

5 

0.8754 

0.9047 

0.8290 

0.7537 

0.9113 

0.9007 

0.9058 
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Table 4.3: Normality Statistics 

Variable Items Skewness Kurtosis 

Attitude A1 

A2 

A3 

-0.4168 

-0.7483 

-0.2029 

-0.2219 

0.7996 

-0.5205 

Subjective Norm SN1 

SN2 

SN3 

SN4 

0.07138 

-0.04749 

-0.3101 

-0.4631 

-0.2070 

-0.3235 

0.06094 

-0.2113 

Perceived Behavioural Control PBC1 

PBC2 

PBC3 

PBC4 

PBC5 

PBC6 

-0.7627 

-0.1500 

-0.4802 

-0.4818 

-0.2191 

-0.5306 

0.8605 

-0.2925 

0.4732 

0.1517 

-0.3394 

0.1122 

Price P1 

P2 

P3 

-0.5641 

-0.3987 

-0.4446 

0.3588 

0.3197 

-0.2059 

Food quality FQ1 

FQ2 

FQ3 

FQ4 

FQ5 

FQ6 

-0.7860 

-0.7722 

-0.8395 

-0.6914 

-0.9972 

-0.7477 

1.1904 

1.0329 

0.5282 

-0.0976 

0.8306 

0.9264 

Emotion EM1 

EM2 

EM3 

-0.1116 

-0.1860 

-0.2825 

-0.4093 

-0.3043 

-0.5863 

Patronage Intention PI1 

PI2 

PI3 

PI4 

PI5 

-0.5699 

-0.6925 

-0.2254 

-0.4836 

-0.5257 

0.2987 

0.5411 

-0.1650 

0.1640 

0.04903 

Source: Developed for the research
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4.3 Inferential Analysis 

 

4.3.1 Pearson’s Correlation Analysis 

 

The findings of Pearson’s Correlation Analysis had been illustrated in Table 4.4. 

According to the analysis result, the highest correlation value among the 

independent variables was found between PBC and EM with a value of 0.61785. 

Meanwhile, the association between SN and P is the weakest (r = 0.29679) in this 

study. Nevertheless, multicollinearity problem does not exist among the 

independent variables as the highest coefficient value (r = 0.61785) did not exceed 

0.90 (Hair et al., 2010). 

The result implied that all the explanatory variables appear to have a positive 

correlation with PI as the correlation values are within the range of 0.39877 and 

0.69419. Among all the independent variables, PBC has the most significant 

relationship with PI while P has the weakest correlation with PI. Since the P-value 

of all the independent variables are lower than 0.0001, it can be inferred that all the 

explanatory variables are significantly correlated with the dependent variable (PI) 

as the P-values are lower than 0.05. 

Table 4.4: Pearson’s Correlation Analysis 

Pearson’s Correlation Coefficients, N=300 

Variable A SN PBC P FQ EM PI 

A 1.0000       

Sig.        

SN 0.50303 1.0000      

Sig. <.0001       

PBC 0.50369 0.57723 1.0000     

Sig. <.0001 <.0001      

P 0.35498 0.29679 0.38270 1.0000    

Sig. <.0001 <.0001 <.0001     

FQ 0.53127 0.34683 0.46822 0.4494 1.0000   

Sig. <.0001 <.0001 <.0001 <.0001    
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EM 0.54125 0.59508 0.61785 0.34258 0.48839 1.0000  

Sig. <.0001 <.0001 <.0001 <.0001 <.0001   

PI 0.58761 0.59316 0.69419 0.39877 0.54647 0.65025 1.0000 

Sig. <.0001 <.0001 <.0001 <.0001 <.0001 <.0001  

Source: Developed for the research  

 

 

4.3.2 Multiple Linear Regression Analysis 

 

According to Table 4.5, the adjusted R² of 0.6195 indicated that 61.95% of the 

consumers’ intention to patronize green restaurant could be explained by all the 

independent variables (A, SN, PBC, P, FQ, EM) in this study. On the other hand, 

the remaining 38.05% might due to other variables which were not examined in this 

study. 

 

Table 4.5: Model Summary 

Root MSE Dependent 

Mean 

 

Coefficient 

Variation 

R-Square Adjusted R-

Square 

0.47078 3.81733 12.33259 0.6271 0.6195 

Source: Developed for the research 

 

As presented in Table 4.6, F-value of 82.13 is considered significant and its p value 

is lower than 0.05. Therefore, the research model used is considered appropriate to 

this study which means that at least one of the six independent variables can be used 

to expound the dependent variable.  
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Table 4.6: ANOVA of Multiple Linear Regression for Patronage 

Intention 

Analysis of Variance 

Source DF Sum of 

Squares 

Mean 

Square 

F Value Pr > F 

Model 6 109.21224 18.20204 82.13 <.0001 

Error 293 64.93763 0.22163   

Corrected Total 299 174.14987    

Source: Developed for the research 

 

According to Table 4.8, the results demonstrated that all independent variables are 

positively related to the patronage intention. Next, all independent variables have 

significant effects on the patronage intention as their p-value did not exceed 0.05 

except for price which has a p-value of 0.2916. Therefore all the hypotheses can be 

supported except for H4. Thus, the developed MLR equation is as follows: 

PI= -0.17546 + 0.16105 (A) + 0.13581 (SN) + 0.37430 (PBC) + 0.05318 (P) +  

0.16647 (FQ) + 0.17942 (EM)  

As shown in the equation above, PBC (0.37430) has the greatest impact on the 

patronage intention as the patronage intention will rise by 0.37430 for every 

increment in perceived behavioural control, given that all other factors remain 

unchanged. It can also be proven that PBC is the most influential explanatory 

variable in this framework as its standardized estimate value, 0.32857 is the highest 

amongst others.  

Based on Table 4.7 below, the tolerance value of each IV ranging from 0.47948 to 

0.75228 whereas the value of VIF ranging from 1.32928 to 2.08561. Since the 

tolerance values are more than 0.10 and VIF values are lower than 10, it depicted 

the absence of multicollinearity problem in this research.  
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Table 4.7: Parameter Estimates of Constructs 

Parameter Estimates 

Variable DF Parameter 

Estimate 

Std. 

Error 

t Value Pr > |t| Std. 

Estimate 

Tolerance Variance 

Inflation 

Intercept 1 -0.17546 0.21112 -0.83 0.4066 0 0 0 

A 1 0.16105 0.05135 3.14 0.0019 0.14907 0.56338 1.77501 

SN 1 0.13581 0.04314 3.15 0.0018 0.15167 0.54824 1.82403 

PBC 1 0.37430 0.05713 6.55 <.0001 0.32857 0.50596 1.97645 

P 1 0.05318 0.05034 1.06 0.2916 0.04345 0.75228 1.32928 

FQ 1 0.16647 0.05172 3.22 0.0014 0.14922 0.59214 1.68879 

EM 1 0.17942 0.04903 3.66 0.0003 0.18854 0.47948 2.08561 

Source: Developed for the research 

 

Table 4.8: Summary of Multiple Linear Regression Results 

Hypotheses Parameter Estimate Pr > |t| Hypotheses Findings 

A 0.16105 0.0019 Supported 

 

SN 0.13581 0.0018 Supported 

 

PBC 0.37430 <.0001 Supported 

 

P 0.05318 0.2916 Not Supported 

 

FQ 0.16647 0.0014 Supported 

 

EM 0.17942 0.0003 Supported 

 

Source: Developed for the research 
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CHAPTER 5: DISCUSSION, CONCLUSION, AND 

IMPLICATIONS 

 

 

5.1 Summary of statistical analysis 

 

5.1.1 Descriptive analysis 

 

Based on the conducted survey, the female respondents (58%) are generally more 

than the male respondents (42%) in our research. Majority of the respondents fall 

within the age range of 20 to 24 years old which was as high as 46% and normally 

they earned below RM2, 000 per month. In addition, majority of the respondents 

(42%) dine out 3 to 4 times per week. Less than half respondents (33%) have visited 

green restaurant while 67% of the respondents have not experienced visited green 

restaurant before. The data showed that those who had visited a green restaurant 

went once or twice in a week.   

As shown in the data analysis result, it showed that the highest and lowest of the 

mean values of all six independent variables including A, SN, PBC, P, FQ, and EM 

were 3.8233 and 4.2967 respectively. Standard deviation mainly sort between 0 and 

1. The highest value for standard deviation was 1.0098 whereas 0.7329 was the 

lowest value.  

 

 

5.1.2 Scale measurement 

 

According to the results, all the constructs had scored Cronbach’s Alpha above 0.70. 

The results indicated that the data collected for our study was reliable and valid as 

we have passed the normality test. Besides, the data were considered normally 

distributed as the skewness values were within the range of ±3 and kurtosis values 

were within the range of ±10 (Kline, 2005).       
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5.1.3 Inferential analysis 

 

Table 5.1: Summary of Multiple Linear Regression Results 

Hypotheses Pearson 

Correlation 

Multiple Linear Regression 

(R-Square = 0.6271) 

Result Beta P-Value Hypothesis 

H1: There is a positive 

relationship between 

attitude and consumers’ 

intention to patronize 

green restaurant. 

0.58761 0.16105 0.0019 Supported 

 

H2: There is a positive 

relationship between 

subjective norm and 

consumers’ intention to 

patronize green restaurant. 

0.59316 0.13581 0.0018 Supported 

 

H3: There is a positive 

relationship between 

perceived behavioural 

control and consumers’ 

intention to patronize 

green restaurant.  

0.69419 0.37430 <.0001 Supported 

 

H4: There is a positive 

relationship between price 

and consumers’ intention 

to patronize green 

restaurant. 

0.39877 0.05318 0.2916 Not 

Supported 

 

H5: There is a positive 

relationship between food 

quality and consumers’ 

intention to patronize 

green restaurant. 

0.54647 0.16647 0.0014 Supported 
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H6: There is a positive 

relationship between 

emotion and consumers’ 

intention to patronize green 

restaurant. 

0.65025 0.17942 0.0003 Supported 

 

Source: Developed for research 

 

As shown in the table above, the outcomes of Pearson’s Correlation showed that all 

six independent variables have significant positive association with the dependent 

variable. The result also depicted the absence of multicollinearity problem in this 

research as the independent variables’ highest coefficient value (r = 0.61785) was 

lower than 0.90.   

According to the multiple linear regression analysis, 61.95% of the consumers’ 

intention to patronize green restaurant could be expounded by all of the independent 

variables (A, SN, PBC, P, FQ, EM) in this study. However, only five developed 

hypotheses were supported except for H4 as the p-value for the price was more than 

0.05.  
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5.2 Discussion of major findings 

 

5.2.1 Attitude and Patronage Intention  

The research showed a positive relationship between attitude and consumers’ 

intention to patronize green restaurants, which was consistent with the result 

obtained in the study of Yadav et al. (2017), Maichum et al. (2016), and Schubert 

et al. (2010).  

It indicated that attitude plays a significant role in influencing the consumers’ 

intention to patronize green restaurants. The rationale behind this is the customers’ 

positive attitude in protecting the environment strongly encourages and facilitates 

intention to patronize green restaurants. According to Tih et al. (2012), the existence 

of green practices in developing countries, especially Malaysia is still lacking in 

daily life. However, Malaysia is committed to create a “green” economy which 

encourages the development of green businesses and green products and services 

among society in recent years (Abdullah, Bakar, Jali, & Ibrahim, 2017). It means 

that in the near future, the establishment of green restaurant can become a trend in 

Malaysia. Furthermore, consumers nowadays become more health conscious. 

Hence, it is presumed that majority of consumers would patronize green restaurants 

due to its green attributes (Shen, 2017).   

 

 

5.2.2 Subjective Norm and Patronage Intention 

 

The research findings show that subjective norm had a significant and positive 

impact on the consumers’ intention to patronize green restaurant. The result was 

consistent with the studies of Yong et al.  (2013), Dean et al. (2012) and Chen et al. 

(2014) in which the past studies recognized subjective norm as a significant positive 

predictor of behavioural intention in the pro-environment context.  

The finding implied that subjective norm was positively influencing the patronage 

intention. In other words, the restaurant goers will have greater intention to 

patronize green restaurant when their salient referents hold a positive perception on 
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green restaurant. This may due to the consumers are inexperience and imperfectly 

informed towards green restaurant. Therefore, the consumers seek for possible 

guidance from relatives and friends and they are expected to be sensitive towards 

these opinions new risk might involve with the considerations (Yong et al., 2013).  

 

 

5.2.3 Perceived Behavioural Control and Patronage Intention  

 

In agreement with the results of Karatu et al. (2015), and Chen et al. (2016), 

perceived behavioural control was found to have a significant positive association 

with the consumers’ intention to patronize green restaurants. 

Our study revealed that most of the consumers believed that they have resources, 

time, competence, opportunities, and confidence to dine at green restaurants. 

According to The Department of Statistics, the median monthly household income 

for Malaysians in 2016 increased to RM5, 228 from RM4, 585 in 2014 with a 

growth rate of 6.6 percent (Wani, 2017). Therefore, when the consumers have 

sufficient income and the acknowledgement towards green restaurants, this will 

increase their devotion towards environmental protection which subsequently 

contribute to the patronage intention at green restaurants. Hence, this has proved 

that a person’s behavioural intentions increase with his perceived behavioural 

control (Shen, 2017).  

 

 

5.2.4 Price and Patronage Intention  

 

The outcome showed that there was a positive relationship between price and 

patronage intention to Green Restaurant in Malaysia. This indicated that consumers 

were willing to pay more to patronize green restaurants. Nevertheless, the 

hypothesis for this variable was not supported due to its insignificant result. This 

may be due to price is not an issue for consumers who voluntary participate in pro-

environment activities or to purchase green products (Lim & Hossain, 2016; Tang, 

2014). As a result of consumers' environmental concern, they appreciate the added 
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value of environmental products which had subsequently become a lifestyle choice 

for them. However, in Asian countries, especially Malaysia, Thailand and Korea, 

green buying behaviour and motives of green consumption are still in its infancy 

stages (Eze et al., 2013). 

On the other hand, the study of Joshi et al. (2015) stated that even though individuals 

reported their concern towards the environment, their environmental attitudes rarely 

translated their concern into a green purchase and were lessen in the event of 

incurring higher price for green consumption. The study of Jimenez-Chavez, 

Connors, and Josiam (2016) found that respondents shifted from organic labelled 

menu items to non-labelled ones due to an increased price. The results of this 

finding depicted that price has a negative association with patronage intention 

(Gleim et al., 2013; Jimenez-Chavez et al., 2016; Marian et al., 2014). Moreover, 

the effect of price is to be magnified in the event of economic constraint (Joshi et 

al., 2015). Hence, a premium price is also proved to be a behavioural obstacle for 

consumers and thus H4 is not supported.  

 

 

5.2.5 Food Quality and Patronage Intention 

 

Compatible to the findings of Bullejos et al. (2014), Jung et al. (2015), and 

Mondelaers et al. (2009), food quality positively affects consumers’ patronage 

intention. This is probably because the government attached great importance to 

food quality and have taken initiatives like monitoring and inspections of the food 

premises. In fact, Perak State Health Committee Chairman, Datuk Dr. Mah Hang 

Soon urged those restaurant operators to bear the social responsibility by not taking 

food quality lightly (Chan, 2017). Thus, food quality was receiving more attention 

and it was not surprising that they were expecting this criterion in the context of 

green restaurant as well.  

Just as stated by Aertsens et al. (2011), the greatest motivation for the consumers to 

consume green indeed were the main attributes of green products, which includes 

healthiness, freshness, and tastiness. Today, people emphasized a lot more on these 

criteria probably because of the widespread shift in demand for healthier lifestyles 
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and organic products in the recent years (Euromonitor International, 2017; Goh, 

2017; Mior, 2017). Consumers are actively seeking for food that was able to 

maintain a good health without omitting the tastiness out of their consumption 

(Chew, 2017). Moreover, the food trends in Malaysia are changing tremendously 

and causing a fuss in the food and beverage industry (Mokhtar, 2017). Therefore, 

they demanded even more and started to focus on the details when they were going 

after the trends (Kutty, 2016). They were not only paying attention towards the way 

of the food was served, like the presentation and the temperature of the food, but 

they also wanted a variety in their menu (Smith et al., 2010). 

 

 

5.2.6 Emotion and Patronage Intention 

 

In line with the studies of Kim et al. (2013) and Chen et al. (2014), emotion had a 

significant positive association with the consumers’ intention to patronize green 

restaurant. This result was also in line with the studies of Kim et al. (2017), Ou et 

al. (2017) and Ladhari et al. (2017) which showed a positive correlation between 

emotion and behavioural intention.  

The significant positive result indicated that emotion was a significant predictor of 

consumers’ patronage intention as emotions play a tipping function in establishing 

the strong connection between consumers and goods and services. For instance, 

people with positive emotion will choose to consume goods and services that are 

environmental friendly to make them feel good about their responsible behaviours 

in protecting the environment (Suki, 2016). This may be because consumers will 

feel peaceful, joy and satisfaction when they choose to go green by visiting green 

restaurant as they will feel regretful when visiting the restaurants which pollute the 

environment. Consequently, when customers have positive and pleased emotion 

towards green restaurant, they will have the patronage intention in order to enjoy 

the environmental-friendly attribute of green restaurant which gives them the sense 

of satisfaction. Thus, emotion plays a dominant role in helping the consumers to 

make decisions as emotion has a direct relationship with customer satisfaction 

which leads to patronage intention (Ou et al., 2017).   
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5.3 Implications of the Study 

 

5.3.1 Theoretical Implications 

 

Theoretically, there is limited existing research focused on advancing our 

understanding of green practice adoption within the food service sector in Malaysia. 

Hence, this study takes a successful step forward in examining the demand for green 

practices in Malaysian food service context from the consumers’ perspectives, 

while past studies have focused more specifically from the settings of the developed 

countries. Next, this study confirmed that the expansion on TPB model is 

appropriate in predicting the green restaurant patronage intention as shown by the 

adjusted R2 value of 0.6195, which indicated that 61.95% of the changes in 

patronage intention are explained by all six IVs. In addition, all the newly 

incorporated constructs in the enhanced conceptual model except for price were 

proven to be significant to the patronage intention in which emotion and food 

quality were the second and third best explanatory factors respectively in this study. 

Therefore, the findings of this study provided new insights to other academicians 

as it has identified and confirmed the importance of emotional construct and 

situational factor on the formation of customers’ intention to visit a green restaurant. 

Today, as there is less, although growing green consumption in Malaysia, this study 

can be an important source of reference to the concerned academicians and 

researchers in uncovering factors facilitating green restaurant patronage intention. 

All in all, future researchers can also apply the theoretical framework developed in 

this study by replicating such model with some additional features in order to have 

a thorough understanding on the related topic.  

 

 

5.3.2 Managerial Implication 

 

Apparently, poor customer and community demand and low government support 

were the biggest obstacles of weak implementation of green restaurant in Malaysia 

(Kasim et al., 2012; Lee et al., 2013; Tan et al., 2016). Therefore, this study 

provided a clear understanding and foresight of the consumers’ preferences, the 
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characteristics of markets for green restaurants, and even the current food trends for 

green consumption in Malaysia. This is essential especially for marketers so that 

they can develop thoughtful business strategies and adopt those green practices 

which will also indirectly encourage the public to consume green. Meanwhile, they 

will be able to bear the corporate social responsibility by incorporating the green 

concept into their daily operation.  

 

Moreover, this research showed that the people were aware and deeply concerned 

with the environmental issues. At least, the marketers and government knew that 

Malaysians were quite supportive and delighted towards the idea of having more 

green restaurants locally. In this globalization era, people were seemed to be 

determined in leading a healthier lifestyle when there was an increasingly demand 

for organic products (Euromonitor International, 2017; Goh, 2017; Mior, 2017). 

Malcolm Gladwell once highlighted that having the right people, right environment 

with a meaningful and entertaining message will lead to a rise in popularity 

(Gladwell, 2000). Therefore, “now” might be a pivotal period to promote the 

implementation of green restaurants as healthy lifestyle seems to become a trend.  

 

In other words, this is the right time to pursue the goal of achieving the fourth 

strategic thrust under the 11th Malaysia Plan, which emphasizes on “green growth” 

(Economic Planning Unit, 2015). The government, as a policymaker holds a very 

important role in persuading consumers to go green in every aspect, with positive 

interventions. They can develop ecological policies to help in accomplishing our 

country’s sustainability vision especially with the help of this paper which provided 

a deeper understanding as to what motivates Malaysian to patronage green 

restaurants. They could also organize green-related activities or campaigns such as 

Earth Day to show their support and involvement in spreading the awareness of 

green restaurant.  

 

Since subjective norms positively influenced the patronage intention to a green 

restaurant, marketers should stress the point at which the peer and expert opinions 

are very important in promoting green consumption behaviour. This will help to 

facilitate positive word-of-mouth marketing when they can persuade and encourage 

their family and friends to consume green. Align with this motive, marketers should 
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provide more information about the concept, practices, and purposes of their green 

restaurant via several marketing strategies, like advertising.   

 

Lastly, our studies showed that Malaysian emphasized a lot on food quality in 

different aspects, which can be used as a reference when developing attractive menu 

as it basically represents the preferences of today consumers. Meanwhile, the 

restaurant operators should not be too concern about the cost although going green 

will incur higher expenses as people gradually showed their willingness in paying 

more to patronize green restaurant. However, as Malaysians may still quite sensitive 

to the price factor according to our result, the marketers can look for the cost-

effective way to implement, yet by not ignoring the concept of “green”, so that the 

price can be set in an acceptable range. The operation cost will eventually reduce in 

the long-run, as green restaurant is functioning by many energy-efficient types of 

equipment, such as the solar power, energy-efficient lighting system, eco-sensor 

water tap and many more. Certainly, they can also generate further positive public 

awareness through effective promotions and discounts to encourage patronage 

intention.  

  

 

5.4 Limitations of the Study 

 

This current study has several inevitable shortcomings which need to be improvised 

in future. First and foremost, this research focused only on restaurant goers who 

were aged within 20 to 39 years old. As there is no specific age range for restaurant 

goers, the scope of respondents chosen was not wide enough to generalize the 

population of restaurant goers in Malaysia.  Thus, the findings might be biased as it 

might not be able to display the actual significant variables that will have an impact 

on the patronage intention. 

Moreover, this study targeted only respondents from Selangor, Johor, Perak, Kedah, 

and Kelantan which respondents from Sabah and Sarawak were excluded due to the 

geographical constraint. However, according to the Department of Statistics 

Malaysia (2017), Sabah (12%) and Sarawak (8.7%) constituted to the second and 

fourth largest population in Malaysia respectively. Therefore, the findings might 
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subject to limited generalizability as the samples might not be sufficient to represent 

all the restaurant goers in Malaysia. 

In addition, the survey questionnaires distributed were in the close-ended form 

which it consists of limited items in each variable conducted without a feedback 

section. Hence, the respondents were restricted from expressing their genuine 

opinions and also unable to provide us the most accurate response to the questions. 

Consequently, the inaccurate response collected might affect the reliability of the 

analysis result. 

 

 

5.5 Recommendations for Future Study 

 

Several recommendations are proposed to address the limitations of the study. 

Firstly, future researchers could take into account of other age groups of restaurant 

goers such as 40 years old and above in order to minimize the bias that contributed 

to the result. Different age group of restaurant goers might have a different 

perception of green restaurant patronage. Thus, it can improve the generalizability 

and validity of the result by including wider age group of respondents. 

Besides, future studies could further expand the research area to various state 

especially Sabah and Sarawak which also significantly constitute the population in 

Malaysia. By including the respondents from wider states, it helps to obtain a better 

indication of the restaurant goers’ opinion which represent the whole Malaysia. 

Thus, it increases the generalizability and accuracy of the result.  

In addition, future studies are encouraged to include a feedback section in the survey 

questionnaire. This allows the respondents to express their true views on the 

variable items instead of choosing from the limited items. Researchers could 

improve the analysis of research findings from the diverse set of answers and 

explore the weaknesses of the questionnaire. Consequently, it minimizes the 

existence of invalid data.  
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5.6 Conclusion 

 

In a nutshell, this research helps the potential green restaurant operators to gain a 

deeper insight into the consumers’ patronage intention towards green restaurant 

which eventually contributes towards building a sustainable environment. The 

research objectives of this study were fully achieved and all research questions were 

able to be answered. This study showed that all independent variables except price 

had a significant positive relationship with the green restaurant patronage intention. 

Meanwhile, the adjusted R2 value of 0.6195 in this study indicated that modified 

TPB is considered as an applicable and appropriate model for predicting the 

consumers’ patronage intention towards green restaurant in Malaysia. 
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Appendix A: Summary of Past Empirical Studies on Behavioural Intention 

 

(1) Attitude 

 

Study Country Data Major Findings 

Yadav & Pathak 

(2017) 
India 

620 survey questionnaires were collected 

from educated consumers of the urban area.  

Attitude was found to have significant positive influence 

on consumer's green purchase intention.  

Maichum, 

Parichatnon, & Chung 

(2016)  

Taiwan 

483 survey questionnaires were collected 

from Thai consumers who were aged over 18 

years, and whose base education were high 

school.  

Attitude was found to have significant positive effects on 

purchase intention of green products.  

Schubert, 

Kandampully, Solnet, 

& Kralj (2010)  

US 
455 survey questionnaires were collected 

from customers from five restaurants.  

Attitude has been found to directly affect the intention to 

dine at green restaurants.  

Lien, Huang, & 

Chang (2012) 
Taiwan 

435 survey questionnaires were collected 

from consumers in Taipei and Hsinchu City 

area who had patronized restaurants. 

Attitude has a significant positive relationship with green 

consumption behavioural intention. 

Ahmad & Thyagaraj 

(2015) 
India 

270 survey questionnaires were collected 

from Indian respondents who had the 

purchase experience of electronic products. 

There are positive association between attitude toward the 

green brand and consumers’ intention to purchase. 
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(2) Subjective Norm  

 

Study Country Data Major Findings 

Dean, Raats, & 

Shepherd (2012) 
US 

Survey questionnaire of 499 

family’s grocery shoppers in 

US.   

Subjective norm has positive impact on consumers’ intention to purchase 

organic food. 

Yong, Njite, & 

Hancera  (2013)  
US 

Survey questionnaire of 411 

university students in the 

Midwest of US. 

Subjective norm has the strongest significant impact on consumers’ 

behavioural intention to select an eco-friendly restaurant. 

Chen & Tung 

(2014) 
Taiwan 

Online survey questionnaire of 

559 internet users’ consumers 

in Taiwan. 

Subjective norm has positive impact on consumers’ intention to visit 

green hotels. 

Chen (2016) Taiwan 
Survey questionnaire of 728 

Taiwan residents. 

Subjective norm has a positive relationship with people’s intentions to 

engage in energy savings and carbon reduction. 

Shin, Im, Jung & 

Severt (2018) 
US 

Online survey questionnaire of 

461 restaurant consumers 

through Amazon Mechanical 

Turk.  

Subjective norm is positively related to intention to choose organic menu 

items. 
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(3) Perceived Behavioural Control  

 

Study Country Data Major Findings 

Chen & Hung (2016)  Taiwan 

406 online surveys tested on consumers with 

experience of purchasing and using green 

products were carried out.  

Perceived Behavioural Control significantly affects 

intentions to purchase and use green products.  

Karatu & Nik Mat 

(2015)  
Malaysia 

102 survey questionnaires were collected 

from lecturers in Nigerian universities.  

Perceived Behavioural Control is positively related to 

green purchase intention.  

Chou, Chen, & Wang 

(2012) 
Taiwan 

245 survey questionnaires were collected 

from manager level personnel. 

Perceived Behavioural Control has positive effects on 

behavioural intention.  

Verma & Chnadra 

(2018) 
India 

450 survey questionnaires were distributed 

among young consumers. 

Perceived Behavioural Control was found to significantly 

influence the consumers' green hotel visit intentions. 

Chen & Tung (2014) Taiwan 

A total of 559 Taiwan’s Internet users 

participated in free online survey 

questionnaire collection website. 

The consumer’s perceived behavioural control has a 

positive impact on his/her intention to visit green hotels. 
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(4) Price  

 

Study Country Data Major Findings 

Gleim, Smith, 

Andrews, & Cronin Jr 

(2013)  

United 

States 

(US) 

300 survey questionnaires were collected 

from consumers in US. 

Price is a significant barrier, but also appears to be a 

significant impediment to the consumption of green 

products.  

 

Smith & Paladino 

(2010) 
Australia 

157 survey questionnaires were collected 

from undergraduate students at an Australian 

University. 

This research shows that price is a significant variable in 

organic purchases 

 

Quality is found to have a significant impact on the 

intention of consumers to purchase organic foods.  

 

Jin, Line, & Merkebu 

(2016)  
US 

398 self-administered questionnaires were 

collected from upscale/luxury restaurant 

customers in US.  

There is a significant relationship between price and the 

intention of consumers to visit a restaurant.  
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(4) Price (Cont’d)  

 

Study Country Data Major Findings 

Suki (2016)  Malaysia 

250 self-administered questionnaires were 

collected from the members of the public in 

the Federal Territory of Labuan, Malaysia 

who claimed to follow a green lifestyle.  

Price is not a significant influence on the purchase of 

green products especially to those with strong beliefs 

about the importance of the environments. 

 

Quality is a significant influence on the purchase of green 

products. 

Eze & Ndubisi (2013) Malaysia 

290 self-administered questionnaires were 

collected from the respondents in Malacca by 

using a convenience sampling procedure. 

Low price-sensitivity will positively influence 

consumers’ green buying behaviour. 

Marian, Chrysochou, 

Krystallis, & 

Thogersen (2014)  

Denmark 
Secondary data from GFK household of 2512 

households.  

Price is not necessary a disadvantage especially for 

organic food product, so it can positively influence the 

consumption intention in some context. 

Irianto (2015)  Indonesia 

Self-administered questionnaires were 

collected from 200 consumers who intend to 

buy organic food. 

Price does not affect the attitude to purchase as they are 

tolerant to premium price of organic food. 

Petrescu, Oncioiu, & 

Petrescu (2017)  
Romania 

723 questionnaire were collected online for 

Republica BIO consumers. 

Prices had no significant relationship with both the 

attitude towards organic foods and the purchase intention 

of organic foods. 
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(5) Food Quality  

 

Study Country Data Major Findings 

Aertsens, Mondelaers, 

Verbeke, Buysse, & 

Huylenbroeck (2011) 

Belgium 

529 self-administered questionnaires were 

collected from users and non-users of organic 

products numbering 1,200 by using a 

convenience sampling technique in Flanders 

(Belgium). 

There is a significant and positive relationship between 

food quality and the consumption of organic vegetables. 

 

While price has a negatively correlation with the 

consumption of organic vegetables. 

Jung, Ineson, Kim, & 

Yap (2015) 

United 

Kingdom 

(UK) 

209 questionnaires were collected from 

visitors at Mold Slow Food festival. 

Food quality not only has a direct impact on the visitors’ 

overall experience and satisfaction, but also contributed 

directly to revisit intention of the Slow Food festival. 

Bullejos, et al. (2014)  UK 

81 semi-structured interviews focused mainly 

in the Yorkshire region in the UK with self-

selecting consumers. 

Quality is found to have a positive relationship with the 

consumers’ willingness in consumption.  

Nwokah & Kenneth 

(2018)  
Nigeria 

372 of structured questionnaire were collected 

from the customers at the respective waiting 

lounges and halls of the restaurants. 

Food quality is a major determinant of customer 

retention in quick service restaurants, and thus there is a 

positive relationship between them. 

Shariff, et al. (2015) Malaysia 

395 self-administered questionnaires were 

collected from the respondents using 

systematic sampling approach.  

There exists a significant and positive relationship 

between food quality and customers’ satisfaction which 

consequently influences customer selection of Chinese 

Muslim restaurants. 

Khan, Chamhuri, & 

Farah (2015)  
Malaysia A total of 17 peer reviewed journal articles. 

Malaysians consider food quality to be their prime 

reason for buying green food, so there is a positive 

relationship between them. 
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(6) Emotion  

 

Study Country Data Major Findings 

Ou and 

Verhoef 

(2017) 

Netherlands 

10,527 customer responses of 102 leading 

firms from 18 service industries in 

Netherlands were being collected. 

Emotion was found to have significant positive 

influence on consumer's loyalty intention.  

Kim, Yoon, & 

Choi (2016) 
South Korea 

548 survey questionnaires were collected 

from consumers aged between 20 and 59 

years who had experienced institutional food 

services within the three months prior to the 

survey. 

Emotion was found to have significant positive 

relationship with consumers’ sustainable food 

consumption intention.  

Ladhari, 

Souiden, & 

Dufour (2017) 

Canada 
189 survey questionnaires were collected 

from all clients and patients of the clinic.  

Emotion has a positive association between clients’ 

emotion and clinic patronage intention.  

Kim, Njite, & 

Hancer (2013) 
United State 

411 survey questionnaires were collected 

from the students in US. 

Emotion has a significant positive impact on consumers’ 

intentions to select an environmental-friendly restaurant. 

Chen, Yeh and 

Huan (2014) 
Taiwan 

302 survey questionnaires were collected 

from consumers who visited a nostalgia-

themed restaurant in Chiayi City, Taiwan. 

There is a positive correlation between emotion and 

nostalgic-themed restaurant consumption intention. 
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Appendix B: Variables & Measurement 

 

Variable Item Description Reference Measurement 

Attitude(A) 

A 1 I like the idea of green restaurants.   

Chen et al. (2014)  
Five-point 

Likert scale 
A 2 Green restaurant is a good idea. 

A 3 

 
I have a favorable attitude towards dining at green restaurants.  

Subjective 

Norm  

(SN) 

SN 1 
Most people who are important to me think I should select green restaurant for 

a meal. 

Paul et al. (2016) 
Five-point 

Likert scale 

SN 2 
Most people who are important to me would want me to select green 

restaurant for a meal.   

SN 3 

 

People whose opinions I valued would prefer that I select green restaurant for 

a meal. 

SN 4 
My friend’s positive opinion on green restaurant influences me to select it for 

a meal. 
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Variable Item Description Reference Measurement 

Perceived 

Behavioural 

Control 

(PBC) 

PBC 1 I believe I have the ability to select green restaurants for a meal. 

Kim et al. (2013) 
Five-point 

Likert scale 

PBC 2 
If it were entirely up to me, I am confident that I will select green restaurants 

for a meal, compared to a non-green restaurant. 

PBC 3 I see myself as capable of dining at green restaurants. 

PBC 4 I have resources and time to dine at green restaurants. 

PBC 5 
There are likely to be plenty of opportunities for me to dine at green 

restaurants. 

PBC 6 I feel that dining at green restaurants is totally within my control. 
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Variable Item Description Reference Measurement 

Price (P) 

P 1 I would choose green restaurants if the price were similar. 

Suki (2013) 
Five-point 

Likert scale 
P 2 I am willing to pay more for dining in a green restaurant. 

P 3 
If the price of dining in a green restaurant is less expensive, I'm willing to 

change my lifestyle by patronizing green restaurants. 

Food 

Quality 

(FQ)  

 

FQ 1 Food presentation in green restaurant should be visually attractive. 

Young et al. 

(2014) 

Five-point 

Likert scale 

FQ 2 Green restaurant should offer a variety of menu items. 

FQ 3 Green restaurant should offer healthy options. 

FQ 4 Green restaurant should serve tasty food. 

FQ 5 Green restaurant should offer fresh food. 

FQ 6 Food in green restaurant should be served at the appropriate temperature. 
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Variable Item Description Reference Measurement 

Emotion 

(EM) 

EM 1 I feel joyful that I am going to visit green restaurant. 

Jang et al. (2009) 
Five-point 

Likert scale 
EM 2 I feel excited if I am going to visit green restaurant. 

EM 3 I feel peaceful if I am visiting green restaurant. 

Patronage 

Intention 

(PI) 

PI 1 
I will consider green restaurant for a meal because they are less polluting in 

coming times. 

Paul et al. (2016) 
Five-point 

Likert scale 

PI 2 
I will consider switching to a green restaurant for a meal as I am concerned 

about the environment. 

PI 3 I plan to select a green restaurant rather than conventional restaurant. 

PI 4 
I expect to select green restaurant for a meal in the future because of its 

positive environmental contribution. 

PI 5 I definitely want to select green restaurant for a meal in near future. 
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Appendix C: Survey Questionnaire 
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         Universiti Tunku Abdul Rahman 
 

 A Study on Green Restaurant Patronage Intention 

in Malaysia: An Integrated Model Approach  
 

Survey Questionnaire 

 

 

Dear Respondent, 

 

We are final year undergraduate students of Bachelor of Commerce Accounting, 

Universiti Tunku Abdul Rahman (UTAR). The purpose of this survey is to conduct 

a research to investigate the factors that affect consumers’ patronage intention 

towards green restaurant. Green restaurants refer to those which are operated 

in an environmentally friendly and energy-efficient manner. They differ from 

those traditional operation-based restaurants as they basically focus on three 

Rs (reduce, reuse, recycle) and two Es (energy and efficiency). In Malaysia, we 

do not have restaurants which are specifically known as “Green Restaurant”. 

Thus, those restaurants that are operating to the closest definition will be 

considered as a Green Restaurant for the respondents’ understanding 

purposes. Please answer all questions to the best of your knowledge. There are no 

wrong responses to any of these statements. All responses are collected for 

academic research purpose and will be kept strictly confidential. 

 

Thank you for your participation. 

 

 

Instructions: 

1) There are THREE (3) sections in this questionnaire. Please answer ALL 

questions in ALL sections. 

2) Completion of this form will take you less than 5 minutes. 

3) The contents of this questionnaire will be kept strictly confidential. 

 

 

Voluntary Nature of the Study 

 

Participation in this research is entirely voluntary. Even if you decide to participate 

now, you may change your mind and stop at any time. There is no foreseeable risk 

of harm or discomfort in answering this questionnaire. This is an anonymous 

questionnaire; as such, it is not able to trace response back to any individual 

participant. All information collected is treated as strictly confidential and will be 

used for the purpose of this study only. 

 

I have been informed about the purpose of the study and I give my consent to 

participate in this survey. 

YES (  )    NO (  ) 

Note: If yes, you may proceed to next page or if no, you may return the questionnaire 

to researchers and thanks for your time and cooperation. 
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Installing energy & water-

saving devices 

Using recyclable utensils, 

cups, and packaging 

Serving organic and 

locally grown food 

 

Recycling glass, paper, 

cardboard, plastic 
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Section A: Demographic Profile 

 
In this section, we would like you to fill in some of your personal details. Please tick your answer 

and your answers will be kept strictly confidential. 

 

QA 1: Gender:  □ Female  □ Male 

 

QA 2: Age:  

□ 20 - 24 years   

□ 25 - 29 years   

□ 30 - 34 years  

□ 35 - 39 years  

 

QA 3: Marital status:  □ Single □ Married □ Divorced  

 

QA 4: Income level:  

 □ Below RM2000 

□ RM2000 - RM3000 

□ RM3001 - RM4000 

□ RM4001 and above 

 

QA 5: How many times do you dine out per week?  

□ 1-2 times  

□ 3-4 times 

□ 5 times and above 

 

 

QA 6: Have you visited green restaurant?  

□ Yes 

□ No 

 

If yes, how frequent do you visit green restaurant per week? 

□ 1-2 times  

□ 3-4 times 

□ 5 times and above 
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Section B: Modified TPB 

 
This section is seeking your opinion regarding the factors that affect the behavioural 

intention in patronizing green restaurant.  Respondents are asked to indicate the extent 

to which they agreed or disagreed with each statement using 5 Likert scale [(1) = strongly 

disagree; (2) = disagree; (3) = neutral; (4) = agree and (5) = strongly agree] response 

framework. Please circle one number per line to indicate the extent to which you agree 

or disagree with the following statements.  
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B1 Attitude      

A1 I like the idea of green restaurants. 

1 2 3 4 5 

A2 Green restaurant is a good idea. 

1 2 3 4 5 

A3 I have a favorable attitude towards 

dining at green restaurants.  1 2 3 4 5 

B2 Subjective norm      

SN1 Most people who are important to me 

think I should select green restaurant for a 

meal. 
1 2 3 4 5 

SN2 Most people who are important to me 

would want me to select green restaurant 

for a meal.   
1 2 3 4 5 

SN3 People whose opinions I valued would 

prefer that I select green restaurant for 

a meal.  
1 2 3 4 5 

SN4 My friend’s positive opinion on green 

restaurant influences me to select it for 

a meal. 

1 2 3 4 5 
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B3 Perceived Behavioural Control      

PBC1 I believe I have the ability to select 

green restaurants for a meal. 1 2 3 4 5 

PBC 2 If it were entirely up to me, I am 

confident that I will select green 

restaurants for a meal, compared to a 

non-green restaurant.  

1 2 3 4 5 

PBC 3 I see myself as capable of dining at 

green restaurants. 1 2 3 4 5 

PBC 4 I have resources and time to dine at 

green restaurants. 1 2 3 4 5 

PBC 5 There are likely to be plenty of 

opportunities for me to dine at green 

restaurants. 
1 2 3 4 5 

PBC 6 I feel that dining at green restaurants 

is totally within my control. 1 2 3 4 5 

B4 Price       

P1 I would choose green restaurants if the 

price were similar.  1 2 3 4 5 

P2 I am willing to pay more for dining in 

a green restaurant.  1 2 3 4 5 

P3 If the price of dining in a green 

restaurant is less expensive, I'm 

willing to change my lifestyle by 

patronizing green restaurants.  

1 2 3 4 5 
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B5 Food Quality      

FQ1 Food presentation in green restaurant 

should be visually attractive. 1 2 3 4 5 

FQ2 Green restaurant should offer a variety 

of menu items. 1 2 3 4 5 

FQ3 Green restaurant should offer healthy 

options. 1 2 3 4 5 

FQ4 Green restaurant should serve tasty 

food. 
1 2 3 4 5 

FQ5 Green restaurant should offer fresh 

food. 
1 2 3 4 5 

FQ6 Food in green restaurant should be 

served at the appropriate temperature. 
1 2 3 4 5 

B6 Emotion      

EM1 I feel joyful that I am going to visit 

green restaurant. 
1 2 3 4 5 

EM2 I feel excited if I am going to visit 

green restaurant. 
1 2 3 4 5 

EM3 I feel peaceful if I am visiting green 

restaurant.  
1 2 3 4 5 
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Section C: Patronage Intention 

 
This section is seeking your opinion regarding the behavioural intention to patronize 

green restaurant with the constructs above. Respondents are asked to indicate the extent 

to which they agreed or disagreed with each statement using 5 Likert scale [(1) = strongly 

disagree; (2) = disagree; (3) = neutral; (4) = agree and (5) = strongly agree] response 

framework. Please circle one number per line to indicate the extent to which you agree 

or disagree with the following statements.  
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C1 Patronage Intention      

PI1 I will consider green restaurant for a 

meal because they are less polluting in 

coming times. 

1 2 3 4 5 

PI2 I will consider switching to a green 

restaurant for a meal as I am 

concerned about the environment.  
1 2 3 4 5 

PI3 I plan to select a green restaurant 

rather than conventional restaurant. 1 2 3 4 5 

PI4 I expect to select green restaurant for a 

meal in the future because of its 

positive environmental contribution. 

1 2 3 4 5 

PI5 I definitely want to select green 

restaurant for a meal in near future. 1 2 3 4 5 

 

- Thank you for your time and participation - 

 

 


