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Abstract

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 restaurant. A survey was conducted with consumers between the ages of 21 – 30 living in a southeastern city in the USA. Findings indicated that four consumer segments were identified and there were significant differences among the four segments in attitude and behavioral intention toward to a green restaurant. As a result, two groups (‘adventurous consumer’ and ‘health-conscious consumer’) were regarded as target segments and marketing implications for the target groups are discussed. 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 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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1. Introduction
The concern for the environment and the trend towards healthy eating and fitness has led to a growing interest in ‘food quality’ in recent years. Consumers are eating out less often than in the past because of the concern for food quality and health/dietary issues. To comply this trend, restaurant managers should consider serving organic foods and eco-friendly foods as well as nutritionally balanced food and healthy and low-fat foods. A recent study by Harris Interactive shows 63% of consumers would spend more for organic food or locally sourced food. According to a recent survey result (Young, 2007), locally grown and organic produce will be the hottest menu trends in the coming year. Providing such foods, restaurant can increase sales and help small farmers’ business sustain. Organics, local produce and sustainable food are regarded as ‘green foods’ in the restaurant industry, even though there is no agreed or organizational definition on ‘green food’. Therefore, this study refers to green restaurant which offers green food such as organic, locally sourced and sustainable food menu ···
The specific purposes of this study are to: (1) examine the behavioral characteristics Generation Y consumers regarding green restaurant; (2) investigate the behavioral intentions and overall satisfaction toward green restaurant; (3) explore the Y generation’s food-related lifestyle (FRL) segments; (4) identify the difference in attitude and behavioral intention toward a green restaurant between FRL segments.    
2. Literature review

2.1. Definition of green food and green restaurant 

In the restaurant industry, green food is regarded as organic, local and sustainable foods even though there is no organizational meaning for that. Underwood and Findlay (2004) defined organic food as ‘produced by farmers who emphasize the use of renewable resources and the conservation of soil and water. Local food, even though there seems to be no generally agreed or widely adopted ···

2.2. Going green in the restaurant industry
To restaurants operators, ‘going green’ is not a trend, it is a smart new way of doing business. Green practices have become a major concern in the restaurant industry as a means of increasing social ···
3. Research design and methodology

3.1. Sample and Data Collection
A survey was administered to individuals between the ages of 21-30 living in a Southeastern city in the United States during a two-month period between October and November in 2009. To represent Gen Yers, the college student market is selected for the convenience of sampling. A convenience sampling was adopted by the investigators to the college ···
3.2. Questionnaire Development

The survey questionnaire consisted of three parts. The first part contained demographic information (e.g., age, gender) and behavioral characteristics regarding green food restaurant. To measure customers’ behavioral ···
4. Results
4.1. Characteristics of Respondents 
The sample was comprised of 30.7% men and 69.3% women.  About 85% of the respondents were between the ages of 21 – 25; 15% of the respondents were over 25 years of age. For dining-out frequency (times/ month) for general restaurant, mean value of respondents was 8.82 (S.D. = 6.45). Most of the respondents have no experience of green restaurant and about 37% of the respondents responded they had experience with green restaurants.
Table 1
Behavioral intention and overall satisfaction about green restaurant

	Variables
	Descriptive statistics

	
	
	

	
	Non-experienced respondents  
	Experienced respondents 

	
	
	

	  Visit intention (n=190) a
	4.37 (1.56)
	

	
	
	

	  Overall satisfaction (n=94) b   
	
	5.79 (0.95)

	   
	 
	

	Willingness to pay premium (n=322) a
	4.02  (1.84)

	
	

	Percentage of  paying premium by menu types  (n=286) c
	

	    Appetizers
	7.39 ( 6.66)

	    Main entrée items
	13.04 (13.19)

	    Desserts
	6.15 ( 6.95)

	    Beverages
	5.67 (11.99)


NOTE:  The numbers in the table indicate means, with standard error in parentheses.

a Mean values were computed on the basis of 7-point Likert-type scale from 1 (very unlikely) to 7 (very likely).
b Mean values were computed on the basis of 7-point Likert-type scale from 1 (very dissatisfied) to 7 (very satisfied). 

c For the items measuring percentage of paying premium, respondents were asked to write the percentage directly. 
4.2. Behavioral characteristics regarding green restaurant

Table 1 displays behavioral characteristics regarding green restaurant for both groups of experienced and non-experienced respondents. In non-experienced group, the primary reason for not using green restaurant was ‘no knowledge about green restaurants’ (52.1%), followed by ‘high price’ (26.3%), ‘low availability’ (26.3%) and ‘satisfaction with general restaurants’ (25.8%).  In experienced group, 72% of respondents have visited green restaurant sometimes and 18% visited frequently, while 27% visited ···

5. Conclusion and implication
Generation Y is expected to emerge as a major group in the restaurant industry in the near future. This group, comprised of about 75 million of America, dines out more frequently than any other age groups and eagers to find what they want and also have willingness to spend to get it. Thus this study aimed to understand Gen Yers’ attitudes about green restaurant. Using their food-related lifestyles, Gen Y customers were segmented and subsequently their attitudes and behavioral intentions including willingness to pay premium to a green restaurant were identified. 
As shown in a result section, four consumer groups were identified: ‘adventurous consumer’, ‘convenience- oriented consumer’, ‘health-conscious consumer’ ···
6. Limitations and future research 
This study is not free from limitations. First, the data were collected from a small city in the Southern region and thus a special caution should be made for generalizing the results to all Generation Y consumers. In addition, another limitation of this study is that among the respondents who participated in this survey, the number of people who have visited a green restaurant is relatively small. Thus, future researchers should capture more people who really have dined out at organic restaurants.  ···
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