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Introduction
The purpose of this study was to identify different segments of the Generation Y consumers based on food-related lifestyles (FRL) and to investigate their attitudes and behavioral intentions towards green restaurants. Even though there are many studies on consumers’ attitudes toward green food, especially organic food, there is little research which has investigated consumers’ attitude toward a restaurant serving green food menu items. Moreover a dearth of research was conducted with Generation Y consumers in the green foodservice setting. To fill the void, this study attempts to examine if there is any difference in consumers’ attitudes and behavioral intention toward green restaurants among FRL segments of Generation Y.
Methods
A survey was conducted of consumers between the ages of 21 – 30 living in a southeastern city in the USA. Four consumer segments were identified, and there were significant differences among the four segments in attitude and behavioral intentions toward green restaurants. Based on the study of Urena et al. (2008), Botonaki et al. (2006), Ladhari et al. (2008), and Vieregge et al. (2007), respondent’s behavioral intentions, such as future intention to visit (un-experienced respondents only) and willingness to pay premium, were measured on a 7-point scale (1: very unlikely to 7: very likely) and overall satisfaction (experienced respondents only) was also measured on a 7-point scale (1: very dissatisfied to 7: very satisfied). For the willingness to pay premium by the menu types, respondents were asked to write the percentage directly for the four menu types (appetizers/ main entrée items/ beverages/ desserts).
Results/Discussion/Implication

The ‘convenience-oriented consumer’ group is the most likely to have an eating habit consisting of snacking and eating out frequently. The segment showed the lowest willingness to pay premium. Therefore, the ‘convenience-oriented consumer’ segment may not be an ideal target for managers of green restaurants. 
The ‘health-conscious consumer’ group perceives health as a priority when compared to the other segments, and they have a tendency to check product information and to seek out nutritious and natural products. For this group, naturalness and nutrition of product is of the utmost importance, and thus, restaurant marketers should highlight natural and organic ingredients in each menu item. The findings of this study shed light on understanding the different needs of the four different segments within Gen Y consumers, and restaurant operators should take advantage of the unique characteristics of each segment to communicate more effectively with targeted segments. 
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