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Article Info Abstract 
Purpose – This research aims to determine how green consumers 
behave when making purchases at fast food restaurants. 

Methodology – This study relies on primary data collected through 

the distribution of questionnaires to fast-food restaurant patrons in 
Malang Raya. The study included a total of 100 respondents and 

was descriptively evaluated. 

Findings – Compared to other product features, the product 

attributes connected with the eco-friendly program for fast-food 
restaurants gained a low average score. On the other hand, 

consumers' awareness of the importance of keeping the 

environment clean is strong. When selecting to buy at a fast food 
restaurant, customers demonstrate inconsistency by initially 

assessing their necessities. Green consumer behavior is only shown 

when consumer needs have been fulfilled. Environmental care 

actions are also shown by consumers after consuming, where 
consumers are responsible for waste or residual consumption 

through waste sorting and clean culture application. 

Originality – This study presents the behavioral responses of green 
consumers to various purchase considerations to provide another 

reference in making purchases at fast food restaurants. 
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1. Introduction 

 

Littering and deciding to purchase food in packaging that is not environmentally friendly are 

nevertheless frequent behaviors (Hafil, 2020; Setiawan, 2019). Since most packaged foods are 

made of plastic or other unfriendly materials, food packaging could cause environmental pollution 

(Relawati et al., 2020). Plastic has many benefits over other materials used to package food, 

including solid but lightweight, chemically stable (does not react with air, water, acid, or other 

chemicals), typically transparent, and low cost (Sucipta et al., 2017). However, using plastic 

packaging also harms the environment and human health. According to  The Ministry of 

Environment and Forest of the Republic of Indonesia (2019), plastic packaging is hard to 

disintegrate and unrecyclable, which can result in environmental damage. Using plastic packaging 
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that interacts with hot food might result in disorders of the kidneys, liver, brain, and even nerves 

(Sucipta et al., 2017). 

Environmental problems emerging today can be overcome with increased consumer 

awareness and involvement in implementing environmentally friendly behavior. According to the 

Intergovernmental Panel on Climate Change (2015), efforts to address environmental issues can 

be significantly decreased through adjustments to consumption patterns, implementing energy-

saving techniques, dietary changes, and reducing food waste. In addition to the environmental 

impact, changes in consumption patterns become more environmentally friendly and healthy when 

one of the organic foods can form a potential new market to develop and support green consumer 

groups (Hemmerling et al., 2015; Thorsøe, 2015). However, in running the potential market, it 

must be supported with the right strategies. 

Although quick service is a clear advantage for fast food establishments, it is expected that 

these establishments could adapt to the emerging habits of environmentally conscious customers 

(Taufique & Vaithianathan, 2018). Even though there are no clear environmentally-friendly 

criteria, one way to improve environmentally-friendly products is by changing their 

characteristics, such as by using paper packaging (Fernqvist & Ekelund, 2014; Giudice et al., 2018; 

Lee & Hwang, 2016; Shodiq et al., 2020). Restaurants motivated to take advantage of opportunities 

are gradually beginning to incorporate environmental protection into their research and 

development (R&D), production, and marketing operations (Tsai et al., 2020). Implementing the 

green action program for fast food restaurants begins with efforts to actualize organic farming 

programs (organic rice production), the no-straw movement, the use of stainless steel straws, 

movements for Indonesian oceans, and the adoption of a clean culture. Especially among green 

consumers, the execution of green action is considered one of the elements influencing consumer 

purchasing desire. 

Customer behavior has also changed over time, from initially having no regard for the 

environment to adopting new habits like becoming a green consumer or preferring green products 

(Munerah et al., 2021; Taufique & Vaithianathan, 2018). Consuming eco-friendly foods is one of 

the community's good answers (Hsu & Chen, 2014; Liu et al., 2013; Teng & Lu, 2016). Companies 

must be responsive to all types of change, including the advent of environmentally conscious 

behavior that has the potential to open up new market niches (Kasali, 2005). Such circumstances 

demonstrate that economic activity aims to strengthen the economic aspect without compromising 

the ecological aspect. 

Numerous studies have been done in the past that examine environmentally-friendly 

customer behavior, for instance, the research on packaged food consumption by eco-conscious 

customers (Relawati et al., 2020). However, it has gained little attention from particular brands. In 

a study by Lago et al. (2020) about the role of product characteristics in buying environmentally-

friendly products, a religious factor, such as the Islamic approval of the halal aspect of the product, 

was not considered. Environmental norms have yet to be the subject of any research, despite 

studies on the influence of norms on environmentally responsible consumer behavior (Munerah et 

al., 2021; Taufique & Vaithianathan, 2018). This study focuses on fast-food restaurant brands and 

incorporates halal characteristics and societal norms as a manifestation of green consumer 

behavior to fill in the gaps left by a number of other studies. In addition, it is intriguing to observe 

that while fast food is often thought to be unhealthy, on the other hand, fast food outlets offer 

environmental awareness campaigns that can be leveraged to draw in environmentally conscious 

customers. Therefore, it is crucial to carry out a study on fast-food green consumption behavior. 

The study sought to understand how environmentally-conscious customers behave when making 

purchases at fast-food establishments. 
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2. Research Methods 

 

The study was conducted in a fast food establishment in Malang City that runs a green action 

program. Respondents' responses to questionnaires from April through October 2021 were used to 

collect primary data. As determined by the formula by Hair (2006), which multiplied the number 

of indicators by a minimum value of 5 to 10, the research respondents were fast-food restaurant 

patrons who met the requirement of 100 people. The study employs the following standards: (1) 

At least purchase a fast food restaurant for the second time; (2) Engage in consumption activities 

in outlets of fast food restaurants; (3) After cleaning up any remaining food, dispose of it in the 

supplied trash can; (4) Eat environmentally-friendly food such as organic rice, avoid plastic straws, 

and support fast food companies' green initiatives; (5) Reside in the Malang Raya area. 

Descriptive analysis is a method for solving problems that involve describing or describing 

the subject of research based on data gathered from the field (Yusuf & Daris, 2019). The variables 

used to define the study's findings are presented in Table 1.  

 

Table 1. Variables, Indicators, and Research Measurement Scale 

Variable Indicators Scale 

Product attribute Various product variants  

Taste 

Organic rice 
Eco-friendly packaging  

No straw movement 

Halal certificate 

Score: 1(low) - 4 (high) 

Environmental Norms Environmental awareness 
The influence of religion 

Family information 

Information from others 
Belief in green action 

Score: 1(low) - 4 (high) 

Buying decision    Necessity 

   Green advertising 
   Green action program 

Score: 1(low) - 4 (high) 

Purchase Behavior Frequency of purchase per 3 

months 

Last purchase value 
Average purchase value per 3 

months 

Purchase amount Rupiah 

Post Consumption 
Behavior 

Clean culture (beberes) 
Trash sorting 

Takeaway leftovers 

Score: 1(low) - 4 (high) 

        Source: processed data 

 

They were developed based on observation and in-depth research, precisely according to the 

topic and research location. Finding the average value for each variable indicator is the basis for 

descriptive analysis (Shodiq et al., 2020). Descriptive test results are presented in various ways, 

from tables to descriptions. Later, the descriptive test would be supplemented with a test of the 

relationship between variables, which looks at how one variable interacts with other factors. 
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3. Results and Discussions 

 

3.1    Characteristics of Respondents 

Table 2 lists this study's respondents' characteristics by grouping them by gender, education 

level, age, and income. 

 

Table 2. Characteristics of Respondents 

Demographics % Demographics % 

Gender  Age  

Male 43 12 - 25 72 

Female 57 26 - 45 26 

  46 - 65 2 

Education  Income  

Senior High School 38 <1500000 37 

Diploma (D3) 2 1500001 - 2500000 25 

Undergraduate 55 2500001 - 3500000 16 

Post-Graduate 5 >3500001 22 

 Source: processed data 

 

As shown in Table 2, the majority of respondents are female, bachelor's degree holders, 

between the ages of 12 and 25, and make less than IDR1,500,000. Respondents' low incomes serve 

as an example of why eating fast food is not something to be proud of, given that even people with 

the lowest incomes can do so. In the past, eating at a fast food establishment would have been 

something to be proud of. However, today it is the same as eating at warteg (an acronym for 

Warung Tegal, which refers to a small establishment with low-priced meals), which all groups can 

enjoy. Women are thought to choose food more carefully for their consumption and their families. 

In line with this notion, Shodiq et al. (2020) assert that women determine the type of food that will 

be consumed. A higher level of knowledge also increases the likelihood that consumers will 

become more environmentally conscious. This notion is consistent with Silintowe & Sukresna 

(2022), who claim that increased customer education will further raise environmental 

consciousness through environmentally friendly purchase behaviors. 

 

3.2    Test Instruments 

 

In order to acquire a rtable of 0.361 for the instrument test in the study, the validity and 

reliability tests were conducted at the 5% confidence level with df = N - 2 = 30 - 2 = 28. Because 

rcount and ralpha are greater than rtable, all data are legitimate and trustworthy. The validity and 

reliability test findings are shown in Table 3 in the following thorough results. 

 

Table 3. Results of Validity and Reliability Tests 

Variable Indicators rcount ralpha rtable Information 

Product 

Attribute 

Various product variants  0,467 

0,776 

 

 

 

 

 
 

 

 

 

 

 

 

 
 

 

 

Taste 0,406 

Organic rice 0,670 

Eco-friendly packaging  0,701 

No straw movement 0,632 

Halal certificate 0.395 

Environmental awareness 0,543  
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Variable Indicators rcount ralpha rtable Information 

Environmental 

Norms 

The influence of religion 0,377  

0,741 

 

0,361 

 

Valid and 

Reliable 
Family information 0,633 

Information from others 0,555 

Belief in green action 5,525 

Buying 

Decision 

Necessity  0,600 

0,827 Green advertising 0,788 

Green action program 0,673 

Post 

Consumption 

Behavior 

Clean culture (beberes) 0,380 

0,524 Trash sorting 0,488 

Takeaway leftovers 0,373 

  Source: processed data 

3.3    Product Attribute 

 

The product attribute variables in this study are measured using a total of 6 indicators. The 

following is a recapitulation of the product attribute indicator scores in Table 4. 

 

Table 4. Product Attribute Indicator Score 

Indicators 
Average 

score 

Number of Respondents Who Choose Score 

1 2 3 4 

Halal certificate 3,40 2 5 44 49 

Various product 3,31 3 8 44 45 

Taste 3,31 4 6 45 45 

No straw movement 3,25 2 12 45 41 

Eco-friendly packaging 3,15 2 18 43 37 

Organic rice 2,75 5 33 44 18 

  Source: processed data 

 

Most respondents strongly agree with the product attribute indications (Table 4). The feature 

of the halal certificate, which has a value of 3.40, represents the highest average score. The fact 

that the indicator has a high average score is not surprising, given that most people in Malang Raya 

are Muslims (BPS Kabupaten Malang, 2019; BPS Kota Batu, 2019; BPS Kota Malang, 2020). 

This outcome is consistent with the prediction of Khan & Khan (2019) that Muslim patrons will 

seek out eateries with halal certifications. Achieving a high score is inextricably linked to Allah 

SWT's instruction that urges Muslims always to be mindful of their food. The concern about halal 

food is mentioned in the surah of Al-Baqarah verse 168, as elaborated in Tafsir al-Misbah (Shihab, 

2002). Additionally, establishments with halal certification are regarded as having quality 

assurance in every way. Halal restaurants typically rank highly on the must-visit destinations lists 

for many non-Muslims.  

The average score of the product and flavor variant indicators, 3.31, is considered to be high. 

This circumstance demonstrates that product variety and flavor are the most critical factors for 

consumers choosing a restaurant. Fast food restaurants use a different approach to draw customers' 

attention to their offerings. Since everyone has varied tastes, this process is mentally applied. Faroh 

& Junaidi (2019) state that product variants highly affect buying choices. This claim is supported 

further by the suggestion made by Lago et al. (2020) that the flavor quality of product variants 

should be of concern, given that young customers place a high value on these qualities. Fast-food 

outlets must maximize their ability to draw young customers under such circumstances. Given that 



Wahid, Noor & Rahayu 193 

 

 

there are more young people today than older people. This notion contrasts Barański et al. (2014) 

and Ellison et al. (2016), who suggest that taste is perceived as less supportive of claims of 

advantages when consuming organic food. 

According to the findings, most respondents engaged in group-consuming activities (Table 

8). Consumers in the group find it simpler to choose which products to eat based on individual 

preferences because of the diversity of product types given. Additionally, consumers weary of 

consuming a particular product might find a replacement in one of the many options.   

Interestingly, the indicators included in the green action program have a lower average rating 

than others. The average rating of the indicator for organic rice is 2.75, 3.15 for paper packaging, 

and 3.25 for no-straw movement. The average score demonstrates that respondents do not consider 

the green action attribute while selecting the restaurant and the food. Thus, there has yet to be 

much consumer response to the green action program. Furthermore, Massey et al. (2018) highlight 

a strong inclination to purchase organic items in keeping with high perceptions of these products 

(e.g., perceptions of taste, environmental impact, and health). Many elements believed to have an 

impact, such as commercials bundled with the idea of green advertising (Table 5), are less 

appealing and need more and more knowledge of green action (Table 4). The green action program 

is still in place because it answers the present environmental issues, primarily about initiatives to 

reduce reliance on plastic usage. Consumers are prepared to trade off product qualities other than 

taste and price for products that are more ecologically friendly, according to (Birgelen et al., 2009). 

However, given that claims about environmentally-friendly products must adhere to rules and 

constraints regarding labeling and advertising, it is crucial to pay attention to running promotions 

(Massey et al., 2018). 

 

3.4    Environmental Norms 

 

The environmental norm variable is measured using five indicators. The following is a 

recapitulation of the scores of the environmental norms indicators presented in Table 5. 

 

Table 5. Environmental Norms Indicator Score 

Indicators 
Average 

Score 

Number of Respondents Who Choose Score 

1 2 3 4 

Environmental awareness 3,54 0 9 28 63 

The influence of religion 3,60 0 4 32 64 

Family information 3,02 8 23 28 41 

Information from others 3,18 2 15 46 37 

Belief in green action 3,42 0 10 38 52 

        Source: processed data 

 

The indicator with the highest overall average score of 3.60 is the effect of religion on 

keeping cleanliness (Table 5). This issue highlights the significance of religion's contribution to 

the fight to preserve the environment. A hadith in Islam says maintaining cleanliness is an element 

of one's faith (H.R Ahmad bin Hanbal). It suggests that his faith will increase when a person can 

keep his body and surroundings clean. Additionally, keeping things clean is considered an informal 

prayer and positively impacts society's social ethics and the environment (Agustina, 2021). Not 

surprisingly, religious encouragement influences a person's attitude toward environmental 

protection by encouraging them to buy organic foods (Relawati et al., 2020). 
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The average score for belief in green action is 3.42, and the average score for environmental 

awareness is 3.54, both considered high. Additionally, according to Mitariani et al. (2022), one's 

purchasing intention can be influenced by various factors, including one's conviction that green 

consumer behavior should be applied. According to respondents, using environmentally friendly 

products is equivalent to indirectly contributing to environmental protection. Foods with the least 

possible environmental impact will always be sought after by consumers concerned about 

environmental protection. One is eating organic foods (de Oliveira Sampaio & Gosling, 2014; 

Escobar-López et al., 2017) and avoiding packaged, environmentally-unfriendly meals and 

beverages (Clement et al., 2017; Eden, 2009; Relawati et al., 2020; Shodiq et al., 2020). 

The green action program allows customers to indirectly contribute to environmental 

protection from pre-to-post-consumption. The pre-consumption program provides eco-friendly 

products, including organic rice, paper packaging, and no plastic straws. The fast food industry's 

post-consumption program aims to raise consumers’ awareness by encouraging them to dispose 

of leftovers and fostering a culture of cleanliness. Environmentally-conscious customers are drawn 

to cuisine or restaurants with environmental protection and preservation programs (Moon, 2021). 

Given that it is likely to appeal to the green consumer group, it is unsurprising that fast food 

businesses' green action programs have a high average score.  

It is impossible to disentangle respondents' knowledge and belief in the green action program 

from the collected data. Information sources play a crucial part in influencing people. Through 

various sources, including friends, family, and supporting media, information can work as an 

endeavor to expand one's understanding. Despite playing this function, information from family 

and other people differs from the indicator with the highest average in this study. Information from 

the family gained a 3.02 average score, while information from others gained a 3.18 average score. 

However, responders can also learn about green action projects from various sources besides their 

family, friends, and acquaintances. This information search is crucial because it is one of the five 

stages of consumer decision consideration (Kotler & Keller, 2009). The low score differs from 

that of Robinson et al. (2014), who found that information received or relayed from others 

significantly influences the amount and type of food consumed. 

 

3.5    Buying Decision 

 

The variables affecting purchasing decisions are measured in this study using three 

indicators. The following is a recapitulation of the scores of the purchasing decision indicators 

presented in Table 6. 

 

Table 6. Buying Decision Indicator Score 

Indicators Average score 
Number of Respondents Who Choose Score 

1 2 3 4 

Necessity 2,90 1 33 41 25 

Green advertising 2,65 7 40 34 19 

Green action program 2,87 3 33 38 26 

  Source: processed data 

 

The green action program indicator, with a 2.87 average score, is second only to the need 

indicator in importance. It means customers must prioritize their needs while purchasing at fast 

food outlets. The findings of this study are consistent with Maslow's hierarchy of needs theory, 

which postulates that a person will prioritize addressing their most fundamental requirements 
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before focusing on subsequent levels of demands (Maslow, 1943). Given that green advertising 

has an average score of 2.65, it has been unable to catch customers' attention considerably. It is 

consistent with the findings of Nahar & Silintowe (2021), which claim that the components of 

green marketing cannot directly impact consumers' purchasing intentions. The presence of green 

advertising, in reality, impacts one of the consumer's views (Santoso & Fitriyani, 2016). 

Nevertheless, advertising and its programs remain essential in attracting and providing information 

to consumers (Kotler & Keller, 2009; Primatika & Astuti, 2018). Additionally, the availability of 

commercials, promotions, and other marketing materials is a component that is strongly tied to the 

perception of the product and is highly likely to affect consumer behavior (Siswantini et al., 2017). 

 

3.6    Purchase Behavior 

 

The variables affecting purchase behavior are measured in this study using three indicators. 

The following is a recapitulation of purchasing behavior indicators presented in Table 7. 

 

Table 7. Descriptive Analysis of Purchase Behavior 

Indicators 
Range 

Average 
Minimum Maximum 

Frequency of purchase per 3 months 2 16 5 

Last purchase value Rp. 10.000 Rp. 500.000 Rp. 101.074 

Average purchase value per 3 months Rp. 10.000 Rp. 160.000       Rp.   49.729 

Source: processed data 

 

The average purchase frequency at fast food restaurants is five times, with a maximum 

purchase of 16 times. There is still a belief that eating at fast food establishments carries a certain 

dignity. Even though some earlier research has shown that going to fast food outlets is no longer 

associated with particular groupings. This condition is inextricably linked to the pricing packages 

provided by fast food restaurants, which are known to be able to appeal to people from various 

socioeconomic levels. The findings demonstrated that most customers fell into the low-income 

category (Table 2). However, the promise of receiving ecologically-friendly products has people 

willing to spend a little extra (Basha & Lal, 2019). According to Koklic et al. (2019) and Scalco 

et al. (2017), eating organic food is not the only option for promoting environmental sustainability, 

but it plays a significant role. 

The respondents' most recent purchases ranged from IDR10.000 to IDR500.000, with an 

average purchase value of IDR101.074. The value of the last purchase is obtained based on 

consumption made individually or in groups. It is not surprising that the maximum purchase is 

high. Meanwhile, based on the per capita purchases, the average purchase reached IDR49.729 with 

a minimum purchase of IDR10.000 and a maximum purchase of IDR160.000. 

 

3.7    Post Consumption Behavior 

 

The post-consumption behavior variables in this study are measured using three indicators. 

The following is a recapitulation of the scores for the post-consumption behavior indicators 

presented in Table 8. Fast-food establishments adopting a clean culture have the highest average 

score of 3.58 for this indicator. It demonstrates how the clean-up culture has been thriving in 

getting fast-food customers to care more about their personal garbage or food waste. The 

respondent's activity was to clean up any leftover food or rubbish, and then she dumped it in the 
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available trash can. The positive attitude displayed will indirectly lead to and affect purchasing 

decisions (de-Magistris & Gracia, 2016). 

 

Table 8. Post Consumption Behavior Indicator Score 

Indicators 
Average 

score 

Number of Respondents Who Choose Score 

1 2 3 4 

Clean culture (beberes) 3,58 3 4 25 68 

Trash sorting 3,28 2 15 36 47 

Takeaway leftovers 3,16 6 20 26 48 

Source: processed data 

 

Interestingly, respondents still agree to sort their trash before disposal even when the fast 

food places lack labeled trash cans. It is demonstrated by the number of respondents who chose 

“highly agree” and scored 3.28 on average. Nevertheless, these efforts ultimately serve no purpose 

because the waste will only be disposed of in one location. Since each type of waste demands a 

different approach, separating waste is crucial (Andina, 2019; Chaerul & Zatadini, 2020; Intan, 

2018). This situation demonstrates how crucial it is to encourage responsible consumer behavior 

to protect the environment. By offering garbage by categories, fast-food outlets could 

accommodate the excellent conduct displayed by these respondents since fast-food businesses still 

need to categorize their trash cans according to the types of garbage. Given their very strategic 

position to make numerous policies and decisions, managers play a crucial role in implementing 

the environmental care behaviors demonstrated by customers (Fuadah et al., 2021). 

The behavior of carrying leftovers or drinks has an average high score of 3.16. Melody 

(2021) stated that this move was meant to help environmental sustainability, given that it has been 

established that food waste can result in greenhouse gas emissions of 1,702.9 megatons of carbon 

dioxide equivalent between 2000 and 2019. Indonesia is ranked as the world's second-largest 

producer of food waste and the country with the highest contribution to plastic garbage globally. 

The food waste produced in Indonesia ranges from 23 to 48 million tons, or 115 to 184 kg per 

person annually (Melody, 2021). Ironically, Indonesians continue to be hungry even when much 

food is wasted. 

 

3.8    Respondent's Consuming Behavior 

 

The respondents' consumption activities can be classified into two categories: individually 

and in a group. Although the size of each group varies widely, on average, there are three members 

in each group. In order to get the average, add up all of the customers who arrive in groups and 

divide that number by the total number of fast-food customers. The following is the consumption 

pattern of respondents in fast food restaurants presented in Table 9. 

Most fast-food restaurant consumption is done in groups, as seen in Table 8. Based on the 

number of individuals in each group, the group with two individuals was the largest compared to 

the others, with the proportion reaching 55.26 percent. Additionally, grouping is at most six 

people. It shows that most people who eat at fast food outlets do so in small groups. These 

groupings typically include spouses, friends, coworkers, and relatives. It is said that people eat at 

fast food restaurants in small groups due to Covid-19. To stop the spread of Covid-19, the 

government created a policy to restrict activities involving lots of people (Azzahra, 2021; 

Budianto, 2021). 
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Table 9. Respondent's Consumption Pattern 

Consumption Behavior Total Average % 

Consumption    

Individually 24 - 24,00 

In group 76 3 76,00 

Number of People Consuming in Group 

2 42 - 55,26 

3 12 - 15,79 

4 17 - 22,37 

5 5 - 6,58 

≥6 0 - 0,00 

Source: processed data 

 

3.9    Analysis of Variable Relationships 

 

The study explored the ten associations that were developed between the examined variables. 

Table 10 displays the following thorough findings of investigating the correlation between 

variables. 

 

Table 10. The Value of the Significance of Relationships between Variables 

Relation Person Correlation Probability Information 

Product Attribute X Environmental Norms 0,533 0,000 Significant 

Product Attribute X Buying decision 0,510 0,000 Significant 

Product Attribute X Purchasing Behavior 0,497 0,000 Significant 

Product Attribute X Post-Consumption Behavior 0,283 0,004 Significant 
Environmental Norms X Buying decision 0,243 0,015 Significant 

Environmental Norms X Purchasing Behavior 0,432 0,000 Significant 

Environmental Norms X Post-Consumption Behavior 0,434 0,000 Significant 

Buying Decision X Purchasing Behavior -0,253 0,011 Significant 

Buying Decision X Post-Consumption Behavior 0,450 0,000 Significant 

Purchasing Behavior X Post-Consumption Behavior 0,067 0,509 Not significant 

  Source: processed data 

 

Nine out of ten relationships between the variables are deemed significant based on the 

significant value of the formed relationship. It indicates that in terms of the purchasing habits of 

eco-conscious consumers, the developed relationships have a close association between one 

variable and another. The factors relating to purchasing behavior and post-consumption behavior 

were the only ones deemed to have a negligible connection. It indicates that the cost or price paid 

to obtain fast food products does not affect the respondent's post-consumption behavior. 

Meanwhile, Basha & Lal (2019) claim that consumers are willing to pay a little extra to get 

ecologically beneficial products. 

 

4.      Conclusions 

 

The following conclusions can be taken from the conversation that has been had over how 

green diners behave in fast-food establishments. Customers' main fast-food options will be those 

with halal certifications, a wide selection of products, and excellent flavors. Interestingly, the 

product qualities of an eco-friendly program in the fast-food business have not been able to affect 

how green consumers shop significantly. Even so, it was clear from the responses that they were 

highly conscious of environmental sustainability. Customers are more aware of necessities when 
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deciding to buy at fast food restaurants. It implies that green consumer behavior will emerge once 

the customer’s demands have been satisfied. Respondents supported the fast food business' 

environmental awareness programs by paying attention to both the pre-consumption and post-

consumption aspects of waste and excess consumption. Additionally, nine of the ten factors 

created have a significant association among green consumers, according to an analysis of the 

relationship between the variables. 

The author can suggest the following recommendations to various parties. The general public 

is urged to actively support the environmentally-friendly policy of the restaurant by making 

intelligent and frequent purchases. Expectedly, the restaurants can continually implement and 

grow environmental awareness campaigns through product innovation and production. Fast food 

establishments are expected to provide trash cans organized by type to support the positive waste-

sorting behaviors displayed by respondents. Given that only fast food restaurants were addressed 

in this study, although there are numerous varieties of fast food restaurants, future researchers 

should be able to identify the brand correctly. Additionally, since waste management directly 

affects the environment, research has to be focused on how fast-food restaurants manage food 

waste (post-consumption). Furthermore, restaurant managers' opinions have yet to be included in 

this research, despite the fact that they are crucial given that producers are also responsible for 

protecting the environment in addition to consumers. In the future, it is hoped that these studies 

will fill in the blanks in this research, so that information about the behavior of green consumers 

will be complete. 

 

 

References 

 

Agustina, A. (2021). Perspektif Hadis Nabi Saw Mengenai Kebersihan Lingkungan. Jurnal 

Penelitian Ilmu Ushuluddin, 1(2), 96–104. https://doi.org/10.15575/jpiu.12206 

Andina, E. (2019). The Analysis of Waste Sorting Behavior in Surabaya. Aspirasi: Jurnal 

Masalah-Masalah Pertanian, 10(2), 119–138. https://doi.org/10.22212/aspirasi.v10i2.1424 

Azzahra, T. A. (2021). Setelah Lebaran, Restoran di DKI Kembali Buka hingga Pukul 21.00 WIB. 

Detiknews. https://news.detik.com/berita/d-5561577/setelah-lebaran-restoran-di-dki-

kembali-buka-hingga-pukul-2100-wib 

Barański, M., Srednicka-Tober, D., Volakakis, N., Seal, C., Sanderson, R., Stewart, G. B., 

Benbrook, C., Biavati, B., Markellou, E., Giotis, C., Gromadzka-Ostrowska, J., 

Rembiałkowska, E., Skwarło-Sońta, K., Tahvonen, R., Janovská, D., Niggli, U., Nicot, P., & 

Leifert, C. (2014). Higher antioxidant and lower cadmium concentrations and lower incidence 

of pesticide residues in organically grown crops: a systematic literature review and meta-

analyses. The British Journal of Nutrition, 112(5), 794–811. 

https://doi.org/10.1017/S0007114514001366 

Basha, M. B., & Lal, D. (2019). Indian consumers’ attitudes towards purchasing organically 

produced foods: An empirical study. Journal of Cleaner Production, 215, 99–111. 

https://doi.org/10.1016/j.jclepro.2018.12.098 

Birgelen, M. van, Semeijn, J., & Keicher, M. (2009). Packaging and Proenvironmental 

Consumption Behavior: Investigating Purchase and Disposal Decisions for Beverages. 

Environment and Behavior, 41(1), 125–146. https://doi.org/10.1177/0013916507311140 

BPS Kabupaten Malang. (2019). Penduduk Menurut Agama dan Kecamatan Tahun 2018-2019. 

https://malangkab.bps.go.id/statictable/2019/08/27/751/penduduk-menurut-agama-dan-

kecamatan-2018-2019.html 

BPS Kota Batu. (2019). Jumlah Penduduk Menurut Kecamatan dan Agama yang Dianut di Kota 

Batu, 2019. https://batukota.bps.go.id/statictable/2020/05/13/711/jumlah-penduduk-



Wahid, Noor & Rahayu 199 

 

 

menurut-kecamatan-dan-agama-yang-dianut-di-kota-batu-2019.html 

BPS Kota Malang. (2020). Jumlah Penduduk Menurut Kecamatan dan Agama yang Dianut di 

Kota Malang (Jiwa), 2018-2020. https://malangkota.bps.go.id/indicator/12/120/1/jumlah-

penduduk-menurut-kecamatan-dan-agama-yang-dianut-di-kota-malang.html 

Budianto, A. (2021). Sepanjang Ramadhan, Restoran di Jakarta dan Bandung Bisa Buka Lebih 

Malam. IDX Channel.Com. https://www.idxchannel.com/economics/sepanjang-ramadhan-

restoran-di-jakarta-dan-bandung-bisa-buka-lebih-malam 

Chaerul, M., & Zatadini, S. U. (2020). Perilaku Membuang Sampah Makanan dan Pengelolaan 

Sampah Makanan di Berbagai Negara: Review. Jurnal Ilmu Lingkungan, 18(3), 455–466. 

https://doi.org/10.14710/jil.18.3.455-466 

Clement, J., Smith, V., Zlatev, J., Gidlöf, K., & van de Weijer, J. (2017). Assessing information 

on food packages. European Journal of Marketing, 51(1), 219–237. 

https://doi.org/10.1108/EJM-09-2013-0509 

de-Magistris, T., & Gracia, A. (2016). Consumers’ willingness-to-pay for sustainable food 

products: the case of organically and locally grown almonds in Spain. Journal of Cleaner 

Production, 118, 97–104. https://doi.org/https://doi.org/10.1016/j.jclepro.2016.01.050 

de Oliveira Sampaio, D., & Gosling, M. (2014). Consumers of organic food and sustainable 

development in Brazil. World Journal of Entrepreneurship, Management, and Sustainable 

Development, 10(1), 77–86. https://doi.org/10.1108/WJEMSD-08-2013-0045 

Eden, S. (2009). Food labels as boundary objects: How consumers make sense of organic and 

functional foods. Public Understanding of Science, 20(2), 179–194. 

https://doi.org/10.1177/0963662509336714 

Ellison, B., Duff, B. R. L., Wang, Z., & White, T. B. (2016). Putting the organic label in context: 

Examining the interactions between the organic label, product type, and retail outlet. Food 

Quality and Preference, 49, 140–150. https://doi.org/10.1016/j.foodqual.2015.11.013 

Escobar-López, S. Y., Espinoza-Ortega, A., Vizcarra-Bordi, I., & Thomé-Ortiz, H. (2017). The 

consumer of food products in organic markets of central Mexico. British Food Journal, 

119(3), 558–574. https://doi.org/10.1108/BFJ-07-2016-0321 

Faroh, W. N., & Junaidi, D. (2019). Pengaruh Variasi Produk Terhadap Keputusan Pembelian 

Bahan Bangunan di Portal Network Six Store Cabang Depok 2018. Jurnal Pemasaran 

Kompetitif, 2(3), 111–120. https://doi.org/10.32493/jpkpk.v2i3.2833 

Fernqvist, F., & Ekelund, L. (2014). Credence and the effect on consumer liking of food – A 

review. Food Quality and Preference, 32, 340–353. 

https://doi.org/https://doi.org/10.1016/j.foodqual.2013.10.005 

Fuadah, L. L., Saftiana, Y., & Kalsum, U. (2021). Environmental Uncertainty and Manager’s 

Personnel Value Effect on Environmental Disclosure. Jurnal Organisasi Dan Manajemen, 

17(2), 180–191. https://doi.org/10.33830/jom.v17i2.1402.2021 

Giudice, T. Del, Stranieri, S., Caracciolo, F., Ricci, E. C., Cembalo, L., Banterle, A., & Cicia, G. 

(2018). Corporate Social Responsibility certifications influence consumer preferences and 

seafood market price. Journal of Cleaner Production, 178, 526–533. 

https://doi.org/10.1016/j.jclepro.2017.12.276 

H.R Ahmad bin Hanbal. (n.d.). Musnad al-Imam Ahmad bin Hanbal (5th ed.). Dar al-Fikr. 

Hafil, M. (2020, October 23). Islam dan Larangan Buang Sampah Sembarangan. Republika 

Online, 1. https://republika.co.id/berita/qifn01318/islam-dan-larangan-buang-sampah-

sembarangan 

Hair, J. F. (2006). Multivariate Data Analysis (5th ed.). Gramedia Pustaka Utama. 

Hemmerling, S., Hamm, U., & Spiller, A. (2015). Consumption behaviour regarding organic food 

from a marketing perspective—a literature review. Organic Agriculture, 5(4), 277–313. 

https://doi.org/10.1007/s13165-015-0109-3 

Hsu, C.-L., & Chen, M.-C. (2014). Explaining consumer attitudes and purchase intentions toward 

organic food: Contributions from regulatory fit and consumer characteristics. Food Quality 



200 Jurnal Organisasi dan Manajemen 19(1) 2023, 188-202 

 

and Preference, 35, 6–13. https://doi.org/https://doi.org/10.1016/j.foodqual.2014.01.005 

Intan, L. P. (2018). Pemilahan Sampah: Satu Tahap Menuju Masyarakat Mandiri Dalam 

Pengelolaan Sampah. BERDIKARI : Jurnal Inovasi Dan Penerapan Ipteks, 6(2), 184–194. 

https://doi.org/10.18196/bdr.6245 

Intergovernmental Panel on Climate Change. (2015). Climate Change 2014: Synthesis Report. 

Contribution of Working Groups I, II, and III to the Fifth Assessment Report of the 

Intergovernmental Panel on Climate Change. 

https://www.ipcc.ch/site/assets/uploads/2018/02/SYR_AR5_FINAL_full.pdf 

Kasali, R. (2005). Sembilan Fenomena Bisnis (2nd ed.). PT Gramedia Pustaka Utama. 

Kementerian Lingkungan Hidup dan Kehutanan. (2019). Peraturan Menteri Lingkungan Hidup 

dan Kehutanan Republik Indonesia tentang Peta Jalan Pengurangan Sampah oleh Presiden 

(P.75/MENLHK/SETJEN/KUM.1/10/2019). Kementerian Lingkungan Hidup dan 

Kehutanan. 

Khan, G., & Khan, F. (2019). Ascertaining the “Halalness” of restaurants – scale development and 

validation. Journal of Islamic Marketing, 10(2), 426–439. https://doi.org/10.1108/JIMA-04-

2018-0067 

Koklic, M. K., Golob, U., Podnar, K., & Zabkar, V. (2019). The interplay of past consumption, 

attitudes, and personal norms in organic food buying. Appetite, 137(June 2018), 27–34. 

https://doi.org/10.1016/j.appet.2019.02.010 

Kotler, P., & Keller, K. L. (2009). Manajemen Pemasaran (A. Maulana & W. Hardani (eds.); 13th 

ed.). Erlangga. 

Lago, N. C., Marcon, A., Ribeiro, J. L. D., de Medeiros, J. F., Brião, V. B., & Antoni, V. L. (2020). 

Determinant Attributes and The Compensatory Judgement Rules Applied by Young 

Consumers to Purchase Environmentally Sustainable Food Products. Sustainable Production 

and Consumption, 23, 256–273. https://doi.org/10.1016/j.spc.2020.06.003 

Lee, H.-J., & Hwang, J. (2016). The driving role of consumers’ perceived credence attributes in 

organic food purchase decisions: A comparison of two groups of consumers. Food Quality 

and Preference, 54, 141–151. https://doi.org/https://doi.org/10.1016/j.foodqual.2016.07.011 

Liu, R., Pieniak, Z., & Verbeke, W. (2013). Consumers’ attitudes and behaviour towards safe food 

in China: A review. Food Control, 33(1), 93–104. 

https://doi.org/https://doi.org/10.1016/j.foodcont.2013.01.051 

Maslow, A. H. (1943). A Theory of Human Motivation. Psychological Review. 

http://psychclassics.yorku.ca/Maslow/motivation.htm 

Massey, M., O’Cass, A., & Otahal, P. (2018). A meta-analytic study of the factors driving the 

purchase of organic food. Appetite, 125, 418–427. 

https://doi.org/10.1016/j.appet.2018.02.029 

Melody, C. (2021). Menghawatirkan! Sampah Makanan di Indonesia. Narasi. 

https://www.instagram.com/tv/CRIf0lGDMoq/?utm_source=ig_web_copy_link 

Mitariani, N. W. E., Gama, A. W. S., & Imbayani, I. G. A. (2022). Improving Repurchase Intention 

on Green Marketing Strategy. Jurnal Organisasi Dan Manajemen, 18(1), 126–137. 

https://doi.org/10.33830/jom.v18i2880.2022 

Moon, S. J. (2021). Investigating beliefs, attitudes, and intentions regarding green restaurant 

patronage: An application of the extended theory of planned behavior with moderating effects 

of gender and age. International Journal of Hospitality Management, 92(October 2020), 

102727. https://doi.org/10.1016/j.ijhm.2020.102727 

Munerah, S., Koay, K. Y., & Thambiah, S. (2021). Factors Influencing Non-Green Consumers' 

Purchase Intention: A Partial Least Squares Structural Equation Modeling (PLS-SEM) 

Approach. Journal of Cleaner Production, 280, 124192. 

https://doi.org/10.1016/j.jclepro.2020.124192 

Nahar, Z. N., & Silintowe, Y. B. R. (2021). The Effect of Green Marketing Function on Purchase 

Intention Through Corporate Image. Jurnal Organisasi Dan Manajemen, 17(2), 151–163. 



Wahid, Noor & Rahayu 201 

 

 

https://doi.org/10.33830/jom.v17i2.1493.2021 

Primatika, R. A., & Astuti, S. R. T. (2018). Analisis Pengaruh Periklanan dan Promosi Penjualan 

Terhadap Keputusan Pembelian melalui Ekuitas Merek sebagai Variabel Intervening pada 

Produk Nescafe di Kota Semarang. Diponegoro Journal of Management, 7(2), 1–13. 

https://ejournal3.undip.ac.id/index.php/djom/article/view/20951 

Relawati, R., Ariadi, B. Y., & Agus, B. S. P. (2020). The Factors Affecting Green Consumer 

Behavior : Evidence from Malang, East Java, Indonesia. The Mattingley Publishing Co., Inc, 

82, 7560–7570. http://www.testmagzine.biz/index.php/testmagzine/article/view/2030 

Robinson, E., Thomas, J., Aveyard, P., & Higgs, S. (2014). What Everyone Else Is Eating: A 

Systematic Review and Meta-Analysis of the Effect of Informational Eating Norms on Eating 

Behavior. Journal of the Academy of Nutrition and Dietetics, 114(3), 414–429. 

https://doi.org/https://doi.org/10.1016/j.jand.2013.11.009 

Santoso, I., & Fitriyani, R. (2016). Green Packaging, Green Product, Green Advertising, Persepsi 

dan Minat Beli Konsumen. Jurnal Ilmu Keluarga & Konsumen, 9(2), 147–158. 

https://doi.org/10.24156/jikk.2016.9.2.147 

Scalco, A., Noventa, S., Sartori, R., & Ceschi, A. (2017). Predicting organic food consumption: A 

meta-analytic structural equation model based on the theory of planned behavior. Appetite, 

112, 235–248. https://doi.org/https://doi.org/10.1016/j.appet.2017.02.007 

Setiawan, S. R. D. (2019, January). Perilaku Masyarakat Gunakan Kantong Plastik Dipandang 

Harus Berubah. Kompas.Com, 1. 

https://malang.kompas.com/read/2019/01/03/225005826/perilaku-masyarakat-gunakan-

kantong-plastik-dipandang-harus-berubah 

Shihab, M. Q. (2002). Tafsir al-Misbah, Pesan, Kesan dan Keserasian al-Qur’an. Lentera Hati. 

Shodiq, W M, Relawati, R., & Bakhtiar, A. (2020). Education of Rural Society Influences Green 

Behavior in Disposing Food Packaging. Quantum Journal of Social Sciences and Humanities, 

1(1), 30–42. http://www.qjssh.com 

Shodiq, Wahid Muhammad, Relawati, R., & Bakhtiar, A. (2020). Implementasi Kepedulian 

Lingkungan dalam Pembelian Makanan Kemasan. Agriecobis (Journal of Agricultural 

Socioeconomics and Business), 3(2), 58–65. 

https://doi.org/10.22219/agriecobis.Vol3.No2.58-65 

Silintowe, Y. B. R., & Sukresna, I. M. (2022). Green Self-identity as a Mediating Variable of 

Green Knowledge and Green Purchase Behavior. Jurnal Organisasi Dan Manajemen, 18(1), 

74–87. https://doi.org/10.33830/jom.v18i1.2564.2022 

Siswantini, W., Ayuni, D., & Mulyana, A. (2017). Pengaruh Komunikasi Pemasaran, Pengalaman 

dan Kualitas Jasa Terhadap Citra dan Kepuasan serta Dampaknya pada Loyalitas Wisatawan 

Nusantara (Survei tempat Rekreasi Air Terjun di Kabupaten Bogor). Jurnal Organisasi Dan 

Manajemen, 13(1), 71–85. https://doi.org/10.33830/jom.v13i1.53.2017 

Sucipta, I. N., Suriasih, K., & Kenacana, P. K. . (2017). Pengemasan Pangan Kajian Pengemasan 

yang Aman, Nyaman, Efektif Dan Efisien. In Udayana University Press (I). Udayana 

University Press. http://penerbit.unud.ac.id 

Taufique, K. M. R., & Vaithianathan, S. (2018). A Fresh Look at Understanding Green Consumer 

Behavior among Young Urban Indian Consumers through the Lens of Theory of Planned 

Behavior. Journal of Cleaner Production, 183, 46–55. 

https://doi.org/10.1016/j.jclepro.2018.02.097 

Teng, C. C., & Lu, C. H. (2016). Organic food consumption in Taiwan: Motives, involvement, 

and purchase intention under the moderating role of uncertainty. Appetite, 105, 95–105. 

https://doi.org/10.1016/j.appet.2016.05.006 

Thorsøe, M. H. (2015). Maintaining Trust and Credibility in a Continuously Evolving Organic 

Food System. Journal of Agricultural and Environmental Ethics, 28(4), 767–787. 

https://doi.org/10.1007/s10806-015-9559-6 

Tsai, P. H., Lin, G. Y., Zheng, Y. L., Chen, Y. C., Chen, P. Z., & Su, Z. C. (2020). Exploring the 



202 Jurnal Organisasi dan Manajemen 19(1) 2023, 188-202 

 

Effect of Starbucks’ Green Marketing on Consumers’ Purchase Decisions from Consumers’ 

Perspective. Journal of Retailing and Consumer Services, 56(May), 102162. 

https://doi.org/10.1016/j.jretconser.2020.102162 

Yusuf, M., & Daris, L. (2019). Analisis Data Penelitian : Teori & Aplikasi dalam Bidang 

Perikanan (D. M. Nastiti (ed.); 1st ed.). PT Penerbit IPB Press. 

https://books.google.co.id/books?id=qrkREAAAQBAJ 
 

 


	The Importance of Green Consumer Behavior as an Environmental Concern in Fast Food Restaurants

