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Abstract

:

With the rise of environmental awareness, trends of avoiding food waste and reducing carbon emissions trends have generated green business opportunities for the food and beverage industry. In this industry, the competitive advantage provided by high service quality is an important factor. In this context, the effects of perceived service quality on green restaurants’ image and customers’ revisit intentions were investigated. Moreover, the effects of green restaurants’ image on revisit intention were discussed. The GRSERV scale was used to measure the service quality of green restaurants in İstanbul; a total of 356 questionnaires were collected. Partial least squares (PLS) path analysis showed that the perceived service quality by customers visiting green restaurant businesses has a positive impact on both green restaurant image and revisit intention. It has also been determined that green restaurant image has significant effects on revisit intention.
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1. Introduction


The last few decades have witnessed significant innovation in the food and beverage industry, both in terms of businesses and products. Many factors, such as the increase in the number of businesses and variety of products, the effect of new marketing skills, and changes in customer expectations, have also enabled the diversification of businesses. Restaurants may establish a positive green brand image by incorporating sustainable practices into their operations [1,2]. Within this context, it can be stated that green practices are of great importance for the restaurant industry, because such activities increase both economic and environmental sustainability [3], providing a great competitive advantage in this sector [4]. Thus, restaurant owners can use sustainability to improve the image of their businesses [5], and increase customer demand by creating differences between their products and those of their main competitors [6].



Accordingly, the purpose of study is to specify both consumers’ perceptions of the images of green restaurants in İstanbul, and the service quality. The study also aims to explore both the effects of these variables on revisit intention, and how quality of service effects a restaurant’s green image. In addition, the study discusses sustainable gastronomy practices in restaurants, looking at them from different perspectives.



It Is known that customers’ perceptions of image and brand influence both their trust of a business and their revisit intention [7,8,9]. However, it is observed that there are limited previous studies on the images of green restaurants, and how image formation takes place [10,11]. For example, Shapoval et al. (2018) explain how restaurants use photographs of regional products and farmers, as well as regional furniture and regional products [11], to develop green images Similarly, Chen et al. (2015) have incorporated landscape gardening into the physical dimension of the Green Restaurant Service Quality scale [10]. Even though previous researchers have studied consumers’ behavioral intentions and preferences for restaurants [12], limited research has been devoted to the effect of service quality on green restaurants’ popularity within the scope of the current literature.



Recent research indicates that customers often tolerate lower quality when it comes to products with sustainable properties [13]. Hence, it is important to carry out studies that explore how the perceived service quality effects green image and customers’ revisit intentions; this study will apply previous literature regarding service quality within the context of green restaurants.



To structure and discuss the literature correctly, we created five areas of study: sustainable gastronomy, green restaurants, perceived service quality, green restaurant image, and revisit intention. Under the title of ‘sustainable gastronomy’, the concept of sustainability was discussed, and the question of why sustainability is important in the food and beverage industry was emphasized. In this context, information was given about green menus, green food, and sustainable diets. Under the title of ‘green restaurant’, green restaurants and practices were mentioned. Finally, based on the hypotheses of the research, information was given about variables of perceived service quality, image of green restaurant, and intention to revisit. In this context, under the title of ‘perceived service quality’, research and findings in the literature related to the hypothesis of the effect of perceived service quality on revisit intention are mentioned. In the image of green restaurant section, the relationship between the quality of service perceived by customer, and image of green restaurant, is discussed in the context of the relevant literature; its effects on quality of service perceived by customer, image of green restaurant, and green behavior intention are also discussed.



The contributions of the current study will be listed below. Firstly, we predict and test a new model consisting of perceived service quality, green restaurant image and revisit intention variables; this model goes further than early findings on customers’ revisit intention, green image, and service quality [1,14,15,16,17]. Secondly, the study focuses on the moderating effect of perceived service quality on the proposed relationships in the context of the research. Finally, this study will = examine innovative constructs with new variables. Though other studies of green restaurants also focus on the visible and recognizable aspects of green practices, including other dimensions, such as perceived quality, green restaurant image, and revisit intention, can help develop different perspectives related to customer perceptions of green restaurant practices.




2. Literature Review


2.1. Sustainable Gastronomy


Sustainability has been adopted globally as an important principle in the formulation and management of institutional policies regarding global warming and climate change since the publication of the 2005 Kyoto Protocol [18]. The increasing consumer desire for healthy and ecologically sustainable products [19] means that sustainability has become an important component of practices carried out in all areas of the industry [2,20]. The World Commission on Environment and Development has published a report highlighting tourism as a problematic sector in terms of over use of resources; the concept of sustainability has since become an issue to be considered in several related sectors [21]. One of these sectors is the food and beverage sector. Sustainable gastronomy is defined by Scarpato (2002) [22] as “food production activities that support environmentalist practices by providing individuals, their minds and bodies with beneficial nutritional opportunities”.



Chou et al. (2012) [18] base environmentalist practices in the tourism and food and beverage sectors around the concept of sustainability. In the literature, sustainable food is defined as food produced by contributing to the sustainable development of ecology, and giving priority to the welfare of animals [23]. As for sustainable menus, they include organic foods grown using non-toxic pesticides and fertilizers, and produced without genetic engineering [24]. In this regard, it can be expressed that green restaurants that include environmentally friendly goods and services, such as sustainable foods, sustainable diets and sustainable menus, are also considered to be sustainable [25].




2.2. Green Restaurants


Corporate social responsibility (CSR) and sustainability trends are driving many businesses to implement green marketing methods, such as developing goods and services to fulfill the needs of environmentally concerned consumers [26]. Environmental problems that arise with industrialization in developed and developing countries require that management professionals in many sectors adopt green practices that will cause the least harm to the environment, and practice the most appropriate strategic methods accordingly. In this context, green practices have become significant components of sustainability and profitability for restaurants, as the service industries are considered to be among the highest energy users [2].



Since 1990, the American Green Restaurant Association (GRA), by providing a certification for green restaurants, has promoted the implementation of green practices in restaurants [27]. These applications can be classed in the following dimensions: reuse and recycle applications, sustainability in food, energy efficient practices, buying green products, prevention of pollution, environment conservation, environmental health, using green goods, and designing buildings as green. According to Gilg et al. (2005) [28], restaurants should also focus on three Rs (reduce, reuse, recycle) and two Es (energy and efficiency) after implementing green practices. These applications minimize the social and environmental problems generated by the effects of restaurant operations, both directly and indirectly. In this sense, green restaurants have been defined by the industry as “food establishments committed to minimizing negative environmental impacts throughout their operation” [29]. However, Jang et al. (2011) [30] defined green restaurants as restaurants that prefer green practices, and use local and certified organic products in their menus.




2.3. Perceived Service Quality


Perceived service quality can be defined as the combination of customers’ evaluations of a business based on a comparison of customers’ requests or expectations with actual service received [31]. Therefore, perceived service quality can be defined as a function of the interaction between normative expectations, predictive expectations, and actual service quality [32]. Correlatively, restaurant customers’ perception of service quality is shaped as by their dining experiences and expected service evaluations [33]. Generally, restaurant customers rate the entire dining experience based on perceived quality [34].



Since the operational structures of green restaurants are different from other restaurant types, Chen et al. (2015) [10] developed the GRSERV scale. The GRSERV scale consists of the following 28 items and seven dimensions: assurance (three items), food quality (five items), tangible (six items), empathy (three items), reliability (three items), environmental-oriented services (five items), and responsiveness (three items). The seven dimensions used in the GRSERV scale are defined by researchers as follows [10]: ‘tangible’, whichcovers energy-saving facilities, appliances, and the building’s landscape architecture in restaurants; ‘reliability’, which refers to the reliable and accurate performance of the promised service in restaurants; ‘responsiveness’, which refers to the high effort required to assist customers in restaurants and to provide fast service; ‘assurance’, a method of food certification that refers to the ability and reliability of employees to communicate knowledge and skills; ‘empathy’, which expresses attentive, sensitive, and personalized relevancy in the restaurant; ’environmental-oriented services’, which covers the applications developed to protect the environment in relation to the services offered in the restaurant, and; ‘food quality’, which includes the design and presentation of the dishes on the menu [10].



Findings of different research indicate that customer satisfaction is highly influenced by perceived service quality [35,36,37]. Satisfaction is an important factor affecting customers’ revisit intentions [1]. Hussain (2016) [7] similarly tested the relationship between service quality, image, value, loyalty, and satisfaction in their research, finding that service quality is an important factor in creating positive behavioral intentions through satisfaction. On the other hand, while customers’ awareness of environmental problems makes them more conscious, the differences that have arisen with climate change in recent times allow customers to recognize more environmentally friendly restaurants, and have a strong perception, positive image, and attitude towards the greenness of the restaurants [1]. According to Riva et al. (2022) [15], when consumers perceive the food and service in a restaurant to be of high quality, they will want to visit that restaurant again. In the light of what has been expressed so far, the following hypothesis has been developed.



H2. 

Perceived service quality influences revisit intention.






2.4. Green Restaurant Image


Chen (2010) [38] defines green image as a set of consumer perceptions of a brand associated with its environmental commitment and concern within the framework of brand equity management. Likewise, green restaurant image consists of mental definitions that customers form in relation to their environmental commitment and concern for a particular restaurant. The brand’s name, as well as its commercials and whether it possesses a green certificate (which can be considered as tangible features of the image), are considered as the determining factors in the formation of green restaurant image [1].



Image is an important quality dimension that influences customer perception, as it operates as an indicator of good or bad service in the mind of the customer [39]. For example, Lai et al. (2009) [40] discovered that improved service quality promotes a positive corporate image, which in turn positively affects behavioral intention. In the context of the service industry, a positive corporate image was discovered to have a considerable beneficial influence on consumers’ behavioral intentions at Taiwan’s quick service restaurants [41]. As a result, it is argued in a number of studies [42,43] that green image has a significant effect on customers’ decision making processes and purchase intentions. However, the green features and practices of the restaurant may not be the only reason affecting customers’ decision making processes of a customer; the restaurant’s service factors, such as food quality, service quality and atmosphere, also have an active role in the decision making process of the customer [1]. In this context, the corporate image of a business is also considered as a mediator variable between service quality and revisit intention [44]. Moreover, a restaurant’s green image has a positive effect on consumers’ behavioral intentions [45]. Customers’ perceptions of green practices in terms of both environmental awareness and food, on the other hand, have a favorable influence on green restaurant image and green behavior intentions [1]. Therefore, based on the above literature review, the following hypothesis has been formulated.



H1. 

Perceived service quality influences green restaurant image.






2.5. Revisit Intention


The revisit intention of a restaurant is defined as a customer’s desire or decision to eat at the same restaurant again [46]. In this context, defining the underlying factors that affect the customer’s revisit intention is important to understanding the customer’s wishes and needs [8]. Robinot and Giannelloni (2010) [47] found that green practices are accepted as a “basic practice”, rather than a “plus” practice, by the guests. The research findings indicated that green practices contribute little to the increase in satisfaction when perceived positively by the guests; however, negative perceptions of these practices may result in serious dissatisfaction, which reduce the customer’s incentive to revisit.



The findings proposed by the study of Szuchnicki (2009) [8], on the other hand, show that customers expect certain environmentally friendly service practices when it comes to the ‘dining experience’. In this sense, within the scope of the research, it has been determined that the presence of environmentally friendly practices in restaurants positively influence customers’ revisit intention. According to many researchers in the field [37,48], perceived service quality and customer satisfaction are positively related concepts. At this point, it can be stated that high service quality will create satisfaction in customers, and this satisfaction influences their revisit intention.



Therefore, the following hypothesis has been formulated based on the discussed literature review.



H3. 

Green restaurant image influences revisit intention.







3. Materials and Methods


3.1. Research Model


The design of this applied field research study was causally structured. In line with the hypotheses in the literature section, the model of the research was developed as in Figure 1.




3.2. The Purpose of the Research and Research Variables


The businesses that include green practices in their processes have differentiated the service they offer; resultantly, GRSERV scale was developed with the assumption that a different scale was needed to measure the quality of the service provided by these businesses. The service quality of green restaurants affects customer satisfaction, customer loyalty, and brand awareness; it is possible to come across different studies in this area. The green image of restaurants is not only influenced by green practices, but also by various other factors. Hereby, the main purpose of this research was to examine the effects of the perceived service quality by the customers visiting the green restaurants in Istanbul on the green restaurant image and revisit intention. In addition, this research aims to examine the effects of green restaurant image on revisit intention.



Therefore, the studies in the related literature have been examined, with the scale used to determine the service quality offered by green restaurants in the context of sustainable gastronomy consisting of 7 dimensions: assurance, environmental-oriented services, tangible, empathy, reliability, responsiveness, and food quality; it also consisted of 28 items [10,36]. These items were adapted from the study conducted by Chen [10]. The five items used to measure the green restaurant image have been adapted from the studies of Low and Lamb (2000) [49] and Jeong et al. (2014) [1]; three items about the revisit intention dimension were taken from the scale used in the studies of Kim and Moon, and Ryu and Han [50,51].




3.3. Study Location, the Universe and Sample of the Study


The concept of sustainable gastronomy rose to prominence in tandem with the increased importance placed by consumers on consuming healthy food since the outbreak of COVID-19 pandemic. Istanbul, with a population of more than 15 million, has internalized the concept of sustainable gastronomy, and has a strong gastronomic culture for hosting green restaurant businesses. The green generation restaurant movement was put into practice through the cooperation of Boğaziçi University, the World Wildlife Fund (WWF), and the Tourism Restaurant Investors-Operators Association, as well as the support of Unilever Food Solutions. The green restaurant movement has aimed to be sustainable and raise awareness in customers by introducing environmentally friendly approaches. The motivation underlying this movement is to avoid excessive consumption and deterioration of natural balance. In green restaurants, waste rates are reduced, the resulting wastes are recycled, and energy efficiency is increased to the maximum level. There are presently six green restaurants in Istanbul.



The reason why the research specifically covered Istanbul restaurants is that Istanbul is one of the most important destinations in Turkey, in terms of both touristic and gastronomic aspects. Moreover, with its 15.8 million population, Istanbul is Turkey’s largest city [52]. According to the Istanbul Directorate of Culture and Tourism’s 2021 tourism statistics, 9 million foreign tourists visited Istanbul in 2021 [53].



The focus of research is the customers of green restaurant businesses in Turkey. The customers coming to green restaurant businesses in Istanbul were selected as a sample, as Istanbul is home to the highest number of green restaurant businesses in Turkey. According to data from 2020, İstanbul was home to 151 first-class restaurants that have ’the Ministry of Culture and Tourism Operation Certificate’, and four first class restaurants that have the ’the Ministry of Culture and Tourism Investment Certificate’ [54].



The survey was conducted face-to-face by one of the authors and an interviewer, who was informed in detail about the purpose of the research; interviews took place between the dates of 1 April-1 July, 2021 and by included people visiting the restaurants in İstanbul. In addition to this, to reach more participants, the questionnaire was also made available online, taking into account the concepts of time and cost. We included the consumers who purchased services from green restaurants in the research by either sending them the QR-code links to the questionnaires via the internet, or giving the QR codes directly to them. A survey link was sent to the customers who stated that they purchased service from green restaurants and shared this on social media platforms. As a result, 390 questionnaires were collected within the scope of the research; 34 incomplete and incorrectly filled questionnaires were not evaluated, while the remaining 356 questionnaires were evaluated. A sample size of at least 300 respondents was targeted in line with the requirements of structural equation modeling, which is the main data analysis technique used in this study [55]. Therefore, it can be stated that the 356 questionnaires collected for this research were considered sufficient for the sample.




3.4. Data Collection and Analysis Method


The questionnaire used to collect data in the research consisted of two sections. In the first section, customers who received a service from green restaurants were asked to respond to 36 items with a 5-point Likert scale. In the second section, five questions are asked regarding the customers’ gender, age, occupational status, marital status, and educational status.



In the study, a validity, reliability, and measurement model (CFA-Confirmatory Factor Analysis), and path analyzes, were carried out using PLS-SEM (Partial Least Squares Structural Equation Modeling). We used these techniques to examine the effects between the variables of perceived service quality of green restaurants, green restaurant image, and revisit intention.





4. Results


4.1. The Demographic Characteristics of Participants


56.2% of the participants are male and 43.8% are female. More than half of the participants (59.6%) are undergraduates, 27.2% of them are pre-high school graduates and 13.2% of them have a master’s degree. It has also been determined that 61.2% of the participants are married and 38.8% are single. 47.8% of the participants are in the 18–24 age range, 31.7% are in the 25–34 age range, and 20.5% are at least 35 years old. When the occupational status of the participants is analyzed, it is observed that almost half of them (44.7%) are private sector workers. The distribution of the other occupations is as follows: managers are 5.9%, business owners are 12.1%, white collar workers are 20.8%, not working/retired people are 14.0%, and other employment statuses are 2.5%. In the light of these findings, it is understood that the people who participated in the research are mostly young, female, undergraduate students, and private sector workers.




4.2. Validity and Reliability Analysis


PLS-SEM consists of two elements: the measurement models of structures that show the relationships between structures and indicator variables, and; a structural model that represents structures [56]. The measurement model is used to test the accuracy of the measurement. The measurement model can also be referred to as CFA analysis. The basic criteria used while testing the measurement model are convergent validity, internal consistency reliability, and discriminant validity.



To evaluate the overall reliability of the study, composite reliability (CR) values were examined for Cronbach’s alpha values and internal consistency reliability. Standardized factor loading and average variance extracted (AVE) scores were used to determine the convergent validity. Standardized factor loads should be above 0.60, Cronbach’s Alpha values and CR value should be above 0.70, and AVE value should be both above 0.50 and greater than CR > AVE [56]. Table 2 contains the necessary information about Cronbach’s Alpha, internal consistency reliability, and the convergent validity of the structures used in the research.



In the measurement model, after providing internal validity, the suitability of convergent and discriminant validity is analyzed. For convergent validity, standardized factor loads, t-values, and significance of t-values and AVE scores are checked. As seen in Table 1, there are standardized factor loadings, t-values, and AVE scores. Accordingly, it is observed that standardized factor loadings are above 0.70 and, as for the t-values, they are well above 2.56 [56]. At the same time, t-values are significant at the level of α = 0.001, and all dimensions in the measurement model have AVE scores above 0.50. Given these results, it can be expressed that convergent validity has been achieved.



The measurement model consists of nine latent variables and 36 observed variables. As a second-order latent structure, the perceived service quality variable has been turned into a latent structure by combining seven latent variables (assurance, empathy, tangible, responsiveness, food quality, reliability and environmental-oriented services). Explaining the second-order latent structure through an example is considered to be important to understanding the subject as a whole. To create a second-order latent construct, there must be at least three latent variables (first-order factor) and two propositions for each latent variable [56].



By viewing Table 2, it can be understood that the variable with the highest arithmetic average is the reliability variable as   X ¯   = 3.72, while the variable with the lowest arithmetic average is the green restaurant image variable as   X ¯   = 3.40. On the other hand, when the arithmetic averages are examined in detail, it is possible to state that the arithmetic averages of all variables are high. Nevertheless, it is clear that the participants paid closer attention to the reliability dimension than the other variables, and considered the green restaurant image less frequently.



Criteria designed by Fornell and Larcker were used to evaluate discriminant validity [57]. According to the [57] criteria presented in Table 2, the square root of the AVE scores in the study should be higher than the correlations between the other variables in the study [58]. The results found according to the Fornell and Larcker criteria in Table 2 prove that the discriminant validity has been provided.



After the discriminant validity was provided, the research model was examined in terms of multicollinearity problems. In this direction, VIF (variance inflation factor) values have been taken into account regarding whether there is a multicollinearity problem for the variables. Having considered all VIF values, it was revealed that the study did not have a multicollinearity problem, as all of the variables (except two items belonging to the food quality variable) were observed within the recommended threshold value range (2 < VIF < 5) [56]. On the other hand, VIF values for the two items belonging to the food quality variable were kept in the model because they were slightly above the recommended value of five in some studies and below VIF < 10 [59].



Through the results obtained, the validity and reliability, along with the structural validity of the model, have been ensured. After determining that the model is compatible with all these values, the research hypotheses formed within the context of the research model have been tested.




4.3. The Analysis of the Structural Model


To test the research hypotheses, the model formed in Figure 2 has been analyzed using PLS-SEM. PLS-SEM estimates the latent variables in the model, and the relationships between explanatory variables and latent variables, using simple and multiple regression methods [60]. With the purpose of calculating the t-values that were used to evaluate the significance of the PLS path coefficients, 5000 sub-samples were taken from the sample; bootstrapping analysis was performed.



Table 3 contains the results of the hypotheses formed through the research model. This model shows whether or not the established relationships are supported by the model. It has been determined that perceived service quality significantly affects green restaurant image (β = 0.722; t = 18.301; p < 0.001) and revisit intention (β = 0.439; t = 5.682; p < 0.001). It has also been determined that green restaurant image has a significant influence on revisit intention (β = 0.439; t = 5.682; p < 0.001). In this context, H1, H2, and H3 have been accepted. It is observed that the t-values of the standardized (β) coefficients of all these accepted hypotheses are at 95% confidence level and greater than 1.96. Besides the direct influences of perceived service quality and green restaurant image on revisit intention, perceived service quality and green restaurant image also have indirect effects on revisit intention (β = 0.374; t = 6.654; p < 0.01).



As a result of the structural model analyzes carried out within the scope of PLS-SEM, R2 values have revealed the in-sample explanatory power of the model [61]. While these R2 values are between zero and one, high values that are close to one indicated that the model has a high explanatory power. The 0.75, 0.50 and 0.25 threshold values of the R2 value have accepted as indicators of strong, medium, and weak explanatory power, respectively [62]. When the R2 values expressing the explanatory power of the antecedent variables on each structure are analyzed, it became clear that green restaurant image is explained at a moderate level with a value of 0.522, while revisit intention is explained at a high level with a value of 0.788.





5. Discussion


A healthy life cycle can only be achieved through the efficient and appropriate use of natural resources. The destruction of forests, as well as the damage caused by greenhouse gases in the atmosphere and climate change that subsequently emerges, have threatened humans’ chances of living in a sustainable cycle. The concept of sustainability, which is believed to have many economic and ecological benefits, has become a priority in many countries. In recent years, as this emphasis on alternative, innovative and sustainable practices become apparent, green restaurant businesses have started to emerge.



The services offered by green restaurant businesses have satisfied customers’ sustainability concerns, and encouraged increased revisit intention. This study operated under the assumption that the image of green restaurants impacts the perceived service quality and revisit intentions of customers. The study focused on both the relationships between perceived service quality and sub-dimensions of green restaurant businesses, and the relationships between a green restaurant image’s and revisit intention.



According to our results, perceived service quality has a positive effect on green restaurant image and revisit intention. The findings of this research are consistent with the conclusions of previous studies that investigated the effect of perceived service quality on green restaurant image and revisit intention [15,16]. For example, Yu et al. (2018) [16] determined how the food-, service-, and ambience-related features of green restaurants influenced whether they met customers’ expectations regarding restaurant quality; these researchers also studied the kind of impact service quality in green restaurants had on the revisit intentions of customers. The research results have indicated that meeting customers’ expectations regarding the food quality, service, and ambiance has a positive effect on customer continuity for green restaurants. Similarly, Riva et al. (2022) [15], by introducing the concept of green perceived quality, tried to determine how green consumerism and green perceived quality effected customers’ revisit intention. In the study, green perceived quality was defined as the evaluation of the quality and excellence of a product by customers with regard to environmentalist practices. The results of the research have suggested that green consumption and perceived green quality have a positive effect on revisit intention.



Current research results have also demonstrated that perceived service quality positively affects green restaurant image. In this sense, it has been observed that the findings of this study disagree with the research results of Han and Kim [17]. The researchers evaluated the factors, such as service quality, green image, and customer satisfaction, in their study to determine customers’ intention to revisit an environmentally friendly hotel. The findings proposed by Han and Kim (2010) [17] reveal a positive relationship between service quality, green image, customer satisfaction, and revisit intention.



In various aspects, the results of our study mirror the research findings of Park et al. (2021) [63]. In their research, Park et al. [63] determined that, as a measurement of service quality, the green restaurants with green certificates should have high certification and green certification periods of longer duration. Accordingly, as the results of this study indicate, the perceived service quality positively affects green restaurant image. On the other hand, it is observed that the findings of this study disagree with the research findings of Namkung and Jang (2013) [2]. In that study, Namkung and Jang [2] examine the relationship between three different elements of brand equity (perceived quality, green brand image and behavioral intentions). According to the results of the research, while green practices are an important determinant of restaurant quality, they are less important than food, service, and atmosphere; the latter three factors constitute the key elements of perceived quality in terms of restaurant quality.



Another important result obtained from the study is that green restaurant image has increased the revisit intention of customers. As a result of this reality, green restaurants with positive image increase customers’ revisit intention and their customers become more loyal. This finding is in line with the research findings of Jeong and Jang (2010) and Nguyen et al. (2001) [1,9]. Both researchers investigate whether green practices in the hospitality industry have a strong effect on business image and the behavioral intentions of customers. The research results suggest that customers’ perceptions regarding green practices have a positive effect on the restaurant’s green image and the behavioral intentions of customers concerning the restaurant. Similarly, Jeong et al. (2014) [1] analyzed the relationships between customers’ perceived green practices, a restaurant brand’s perceived green image, and attitudes towards restaurant brands in their research; they then tried to identify the main factors affecting customers’ green image perceptions. It is observed that the results of the research overlap with the findings of both Jeong and Jang (2010) [14] and this research. As the findings suggest, although customers’ perceptions regarding green practices do not have a direct effect on their attitudes about the restaurant, they do have an indirect effect on a green’s restaurant image. In this sense, the results of the research indicate that positive customer perceptions of green practices in turn positively affect the green image of a restaurant; they also and indirectly affect customers’ attitude to the restaurant in a positive way.



In another study [8], Szuchnicki presents similar findings to those of the current research; both studies discuss the relationship between the revisit intention of customers and green practices in the restaurant sector. The results of the research show that certain green practices increase customers’ desire to revisit. In addition, it is observed that the research findings of Robinot and Giannelloni (2010) [47] are similar to the results of this study in one aspect, but diverge from the research in another aspect. Unlike our research findings, the findings of Robinot and Giannelloni [47] suggest that green practices contribute little to the increase in satisfaction when perceived positively by guests. However, the finding that negative perceptions of these practices by customers may result in serious dissatisfaction, and this dissatisfaction will deter customers from revisiting, is in line with the current research results.




6. Conclusions, Implications, Limitations and Future Research


Research findings indicate that a restaurant’s green image, as perceived by its customers, may be greatly influenced by the perceived service quality received by customers. In this context, managers must take into account the company’s resources and maximize the quality of attainable green practices, as these factors give customers the greatest positive behavioral intention towards the company. For this reason, while developing a green image, managers should consider green practices with environmentalist dimensions. Green plants should be grown around the green restaurant, while menus, napkins, and packaging materials must be made of environmental protection materials. In addition, the toilet, taps, and sink of a restaurant must be used sustainably to save water. To creating a green image and apply green practices correctly, the green restaurant must not only be interested in profit, but also in consumers’ wellbeing and the environment. For this reason, green restaurants should use more organic food than general restaurants, and green restaurant employees should take care to protect the environment. Additionally, our findings show that green restaurants’ food and service should follow environmental protection practices. For examples, natural foods should be offered by the green restaurant. The calories, nutritional value, and origin of food should usually be presented on the menu.



The results also indicate that perceived service quality, green restaurant image, and willingness to revisit the restaurant, have positive effects on consumers’ evaluation of green restaurant practices. This finding shows that customers’ evaluation of the green restaurant’ image is an important determinant of their intention to become regular customers of green restaurants. Based on these research findings, restaurant management teams should generate more influential green strategies and images, as ever-increasing numbers of people feel concerned about a restaurant’s sustainability.



Despite its contributions to theoretical and managerial implications of operating green restaurants, the research has certain limitations that need to be addressed. The findings obtained in this research are limited to the customers who visited the green restaurant in Istanbul over a certain period. For this reason, in future studies, comparisons could be made by ensuring the participation of green restaurant customers located in different cities and countries. The research topic can also be expanded to include various concepts related to the quality of service offered by green restaurant businesses, such as customer satisfaction, customer loyalty, sustainable technology, and service innovation. Lastly, future researchers could further investigate sustainable gastronomy and the service quality of restaurant businesses with other scales through PLS-SEM.
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Figure 1. The proposed research model. 
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Figure 2. Regression paths, t and R2 values results. 
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Table 1. Descriptive of the measurement models.






Table 1. Descriptive of the measurement models.





	
Measurement Items and Factors (n = 356)

	

	

	




	
First Order

	
Standardized Factor Loadings

	
t-Values

	
Mean

	
St. Dev.

	
VIF






	
Tangible (Cronbach’s alpha = 0.939; CR = 0.94; AVE = 0.72)

	

	

	
3.68

	

	




	
Item 1

	
0.804

	
23.057

	
3.68

	
1.113

	
2.528




	
Item 2

	
0.867

	
42.199

	
3.62

	
1.082

	
4.388




	
Item 3

	
0.853

	
35.805

	
3.71

	
1.102

	
3.289




	
Item 4

	
0.865

	
35.588

	
3.72

	
1.151

	
3.490




	
Item 5

	
0.827

	
31.144

	
3.65

	
1.089

	
2.827




	
Item 6

	
0.874

	
44.296

	
3.71

	
1.100

	
3.716




	
Reliability (Cronbach’s alpha = 0.888; CR = 0.89; AVE = 0.73)

	

	

	
3.72

	

	




	
Item 1

	
0.899

	
42.099

	
3.83

	
1.055

	
2.363




	
Item 2

	
0.831

	
35.790

	
3.68

	
1.022

	
3.123




	
Item 3

	
0.822

	
30.834

	
3.64

	
1.066

	
2.547




	
Responsiveness (Cronbach’s alpha = 0.890; CR = 0.89; AVE = 0.73)

	

	

	
3.57

	

	




	
Item 1

	
0.757

	
22.260

	
3.47

	
1.057

	
2.491




	
Item 2

	
0.898

	
56.754

	
3.63

	
1.130

	
3.667




	
Item 3

	
0.906

	
51.291

	
3.61

	
1.104

	
2.529




	
Assurance (Cronbach’s alpha = 0.930; CR= 0.93; AVE= 0.82)

	

	

	
3.66

	

	




	
Item 1

	
0.899

	
76.511

	
3.63

	
1.086

	
3.577




	
Item 2

	
0.908

	
79.748

	
3.69

	
1.094

	
3.931




	
Item 3

	
0.905

	
78.657

	
3.67

	
1.111

	
3.828




	
Empathy (Cronbach’s alpha = 0.903; CR = 0.90; AVE = 0.76)

	

	

	
3.53

	

	




	
Item 1

	
0.853

	
43.316

	
3.54

	
1.139

	
2.759




	
Item 2

	
0.848

	
38.120

	
3.44

	
1.118

	
3.150




	
Item 3

	
0.907

	
59.592

	
3.62

	
1.148

	
2.798




	
Environmental-oriented services (Cronbach’s alpha = 0.947; CR = 0.95; AVE= 0.78)

	

	

	
3.69

	

	




	
Item 1

	
0.901

	
57.921

	
3.62

	
1.095

	
3.349




	
Item 2

	
0.865

	
44.845

	
3.71

	
1.147

	
4.137




	
Item 3

	
0.896

	
52.466

	
3.75

	
1.175

	
4.412




	
Item 4

	
0.875

	
44.633

	
3.58

	
1.151

	
3.346




	
Item 5

	
0.884

	
46.821

	
3.76

	
1.170

	
4.345




	
Food quality (Cronbach’s alpha = 0.947; CR = 0.95; AVE = 0.78)

	

	

	
3.67

	

	




	
Item 1

	
0.867

	
48.006

	
3.66

	
1.148

	
3.087




	
Item 2

	
0.891

	
58.842

	
3.70

	
1.112

	
4.283




	
Item 3

	
0.885

	
47.187

	
3.69

	
1.104

	
5.776




	
Item 4

	
0.888

	
48.315

	
3.66

	
1.136

	
5.413




	
Item 5

	
0.894

	
50.450

	
3.63

	
1.188

	
3.975




	
Green restaurant image (Cronbach’s alpha = 0.929; CR = 0.93; AVE = 0.72)

	

	

	
3.40

	

	




	
Item 1

	
0.798

	
27.233

	
3.42

	
1.057

	
2.749




	
Item 2

	
0.879

	
34.531

	
3.39

	
1.030

	
3.304




	
Item 3

	
0.838

	
33.068

	
3.37

	
1.042

	
3.029




	
Item 4

	
0.883

	
34.889

	
3.41

	
1.062

	
3.717




	
Item 5

	
0.851

	
32.230

	
3.42

	
1.038

	
3.215




	
Revisit intention (Cronbach’s alpha = 0.919; CR = 0.92; AVE = 0.79)

	

	

	
3.48

	

	




	
Item 1

	
0.902

	
50.839

	
3.49

	
1.149

	
3.807




	
Item 2

	
0.909

	
54.711

	
3.49

	
1.120

	
3.882




	
Item 3

	
0.857

	
31.581

	
3.46

	
1.170

	
2.761




	
Second Order

	

	

	

	

	




	
Perceived service quality (Cronbach’s alpha = 0.977; CR = 0.98; AVE = 0.61)

	

	

	




	
Tangible

	
0.927

	
46.864

	

	

	




	
Reliability

	
0.823

	
22.670

	

	

	




	
Responsiveness

	
0.841

	
22.606

	

	

	




	
Assurance

	
0.928

	
46.379

	

	

	




	
Empathy

	
0.939

	
67.741

	

	

	




	
Environmental-oriented services

	
0.926

	
64.102

	

	

	




	
Food quality

	
0.959

	
89.818

	

	

	








Note: The significance level of all factor loadings was p < 0.001, and bootstrapping was performed over 5000 samples.
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Table 2. Discriminant validity of variables.






Table 2. Discriminant validity of variables.

















	
	PSQ-Assurance
	PSQ-Empathy
	PSQ-Environmental-Oriented Services
	PSQ-Food Quality
	Green Restaurant Image
	PSQ-Reliability
	PSQ-Responsiveness
	Revisit Intention
	PSQ-Tangible





	PSQ-assurance
	0.904
	
	
	
	
	
	
	
	



	PSQ-empathy
	0.857
	0.870
	
	
	
	
	
	
	



	PSQ-environmental-oriented services
	0.830
	0.822
	0.884
	
	
	
	
	
	



	PSQ-food quality
	0.833
	0.869
	0.866
	0.885
	
	
	
	
	



	Green restaurant image
	0.635
	0.650
	0.680
	0.715
	0.850
	
	
	
	



	PSQ-reliability
	0.737
	0.699
	0.624
	0.705
	0.505
	0.852
	
	
	



	PSQ-responsiveness
	0.739
	0.715
	0.673
	0.732
	0.621
	0.697
	0.856
	
	



	Revisit intention
	0.703
	0.724
	0.746
	0.786
	0.834
	0.584
	0.700
	0.889
	



	PSQ-tangible
	0.763
	0.803
	0.754
	0.805
	0.635
	0.758
	0.747
	0.755
	0.849







PSQ = perceived service quality; bolded figures are the square root of average variance extracted; figures below the AVE line are the correlations between the factors.
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Table 3. The results of the hypotheses.
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	Original Sample (O)
	Sample Mean (M)
	Standard Deviation (STDEV)
	T Statistics (|O/STDEV|)
	CI-BC

LB

(%2.5)
	CI-BC

UB (%97.5)
	p

Values





	H1 supported
	Perceived service quality-> Green restaurant image
	0.722
	0.722
	0.039
	18.301
	0.641
	0.794
	0.000 *



	H2 supported
	Perceived service quality->

Revisit intention
	0.439
	0.442
	0.077
	5.682
	0.294
	0.593
	0.000 *



	H3 supported
	Green restaurant image ->

Revisit intention
	0.518
	0.514
	0.077
	6.715
	0.362
	0.658
	0.000 *



	Indirect effects
	Perceived service quality-> Green restaurant image-> Revisit intention
	0.374
	0.372
	0.056
	6.654
	0.271
	0.486
	0.000 *







* p < 0.001, CI = confidence interval, BC = bias corrected, LB = lower bound, UB = upper bound.
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