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A Comparative Study of Customer Perceptions
Regarding Green Restaurant Practices: Fast
Food vs. Upscale Casual

By Robin B. DiPietro and Susan Gregory

ABSTRACT

The current exploratory study was designed to determine the impact
that green restaurant practices may have on intention to visit a restaurant and
willingness to pay more because of those green practices. The study analyzed a
convenience sample of 260 surveys from customers in fast food restaurants and
501 surveys from customers in upscale casual restaurants in the Midwestern
United States (U.S.) in order to determine if there were differences in the
perception of guests regarding these types of restaurants and their green
practices. The findings showed that upscale casual restaurant custometrs believed
they are knowledgeable at a higher level than the fast food restaurant customers
about green restaurant practices, have a higher mean rating on the importance of
environmental record and recycling in restaurants, and believed that restaurants
should use local products when they can. In both groups of customers, there was
a positive relationship between green practices utilized at home and customers’
willingness to pay more for green restaurant practices as well as their intention to
visit the restaurant using green practices. Management implications are discussed.

Key Words: Quick service restaurants, upscale casunal restanrants, green practices, customer perception,
customer intentions, willingness to pay

INTRODUCTION

The restaurant industry is a large component of the U.S. and world
economy. The overall economic impact of the restaurant industry is more than
$1.7 trillion (National Restaurant Association, 2011). The projected revenue for
the industry is $604 billion for 2011 and there are 960,000 foodservice locations
projected to be operating by the end of 2011 (National Restaurant Association,
2011).

The restaurant industry is one of the largest segments of the hospitality
industry and as such, it is a major consumer of energy, water and other natural
resources (Schubert et al., 2010). Some of the ways that restaurants deplete
natural resources are: excessive use of energy, use of non-recyclable products,
usage of harmful chemicals in the cleaning of the facilities, increasing carbon
footprints through the transportation of products and employees to and from the
work location. As much as 80% of the U.S. $10 billion annual energy costs spent
in the commercial foodservice industry is wasted through the use of outdated
equipment and the generation of excessive heat and noise (Enis, 2007; Schubert
et al., 2010).
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There are many pressures put on the hospitality industry by consumers,
environmental regulations, and managerial concerns regarding being more
environmentally friendly (Foster, et al., 2000). There has been increased pressure
on organizations due to an increase in consumer environmental consciousness
(Kalafatis et al., 1999). The good news is that studies have shown that there is a
positive relationship between an organization’s environmental strategies and their
overall performance. An organization’s effective environmental strategies are
related to improved employee satisfaction and customer loyalty, reduced costs,
and enhanced competitiveness. These practices are called environmental
responsible practices (ERP) and they are helping organizations create a favorable
image for their customers (Choi, et al., 2009; King & Lenox, 2001; Klassen &
McLaughlin, 1999). Many consumers are becoming more aware of environmental
issues and are searching for green products and information when they purchase
products or services (Bohdanowicz, 20006). In research by the National
Restaurant Association (2011) 69% of respondents say that they would visit a
restaurant more often if it had organically or environmentally produced products.

There have also been studies that have shown that customers of
internationally branded restaurant chains do appreciate the use of local products
in menu items, thus showing a concern for the environment (Vieregge et al.,
2007). Another study by Choi and Parsa (2000) found that restaurants that
engage in green practices can lead to strengthened customer relations and
increased harmony with the community. These factors show that by
implementing green practices, restaurants can increase the positive thoughts
regarding their brand and thereby increase revenues and profitability. Ensuring
that customers think positively and emotionally bond with a brand helps to
ensure restaurant loyalty and thereby increase the revenues and profits of that

brand (Mattila, 2001).

The current study looked at the perceptions of guests in the fast food
and upscale casual dining restaurant industry to determine if there are similarities
or differences between the two groups related to the perception of green
practices utilized in restaurants. The study also looked at the relationship
between intention to visit a restaurant more often based on personal green
practices through the consumer behavior literature and the Theory of Planned
Behavior. It also analyzed customers’ willingness to pay for the increased
expenses related to the green practices of restaurants based on the customers’
personal green practices.

LITERATURE REVIEW
Green Practices

Green has been defined as being environmentally responsible and
utilizing practices that minimize the damage done to the environment. Green
practices are those things that organizations can do to minimize their carbon
footprint and the negative impact that their organization has on the environment.
Some of the practices that are often recognized by the public as green or
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environmentally responsible are: saving water, saving energy, and reducing solid
waste (Manaktola & Jauhari, 2007). Often these practices go unnoticed by the
public as they are behind the scenes types of things. What distinguishes a non-
green restaurant from a green restaurant focuses on three Rs- reduce, reuse, and
recycle and two Es- energy and efficiency (Gilg, Barr, and Ford, 2005). Green
restaurants can also purchase energy efficient products and equipment, purchase
locally grown produce and materials to minimize the transportation impacts, and
engage in environmental protection programs (Schubert, et al, 2010).

The hospitality industry in general has been feeling the pressure from
society as well as governmental regulations related to the implementation of
more environmentally friendly policies (Bohdanogicz, 2006; Zurburg, Ruff &
Ninemeier, 1995). There has been a large movement across the U.S. and the
world for green products and green organizations. There are a large number of
consumers that are interested in making green purchases and it can be inferred
from this demand that there is a need for restaurants to implement green
practices to meet the desires of consumers thus giving restaurants a competitive
advantage (Prewitt, 2007; Schubert et al., 2010).

People have been expressing their environmental concern by choosing
products and organizations that are green and there are many programs
throughout the world that are informing hospitality businesses about the benefits
of going green and being environmentally aware and concerned. The Green
Restaurant Initiative was implemented by the National Restaurant Association
and the Green Hotel Initiative was started by the Coalition for Environmentally
Responsible Economies (“Gteen Hotel Initiative”, 2010; Horovitz, 2008). Other
global organizations such as Green Global, APAT (Italian Agency for the
Protection of the Environment), or Global Green Hospitality Consortium can
educate hospitality organizations on how to implement green practices and to
reap the financial benefits from doing so (Bohdanowicz, 2006). These
organizations provide information to organizations about green practices and the
benefits of implementing these green practices; they also give organizations a way
to communicate about their green practices.

The concept of environmental concern is defined as “the degree to
which people are aware of problems regarding the environment and support
efforts to solve them and/or indicate the willingness to contribute personally to
their solution” (Dunlap & Jones, 2002, p.485). There have been studies that have
shown that being environmentally concerned is related to green behaviors,
whether at home or in deciding where to purchase products or services from. In
a study by Mostafa (2000), it was found that being environmentally concerned is
related to customer intention to purchase green products. It was also found that
people that were willing to be environmentally friendly at home, such as recycling
or using products that are safer for the environment were more likely to spend
more money on green products and services outside of the home (Laroche, et al.,
2001). This echoes some of the consumer behavior literature, especially the
Theory of Planned Behavior that states that if people have positive attitudes
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about actions and they feel that there are social norms related to that action, they
are more inclined to intend to and actually perform the behavior (Ajzen, 1985;
Ajzen & Fishbein, 1969; Kalafatis et al., 1999).

In a study by Choi and Parsa (2006), people reward companies that
implement green practices and were willing to pay more for using those
companies. As many industries are implementing green practices, the restaurant
industry is slowly following suit (Deveau, 2009; Dutta, et al., 2008). Despite the
fact that restaurants can gain environmentally and economically in the long run
by adopting green practices, there is still a hesitation due to lack of knowledge
and fear of increased costs by implementing these practices in the restaurant
industry (Schubert et al., 2010; Wright, et al., 2011). The current study will add to
the research on customer perceptions of green practices and will inform the
restaurant industry regarding this issue. The following section discusses the
research that has been done in restaurants that utilize green practices.

Restanrant Industry Green Practices

There has been increased pressure by consumers to implement green
practices in the restaurant industry and yet, there is a paucity of research
regarding whether there are differences in customer perception of green practices
related to a variety of restaurant types and segments. To date, the studies have
concentrated on casual dining restaurant customers (Hu et al., 2010; Schubert et
al.,, 2010).

The current study analyzed the perceptions of guests classified as
“heavy users” from two very distinct restaurant segments- fast food and upscale
casual. Heavy users for the purpose of the current study are defined as those
customers that have self reported eating out 5-12 times in the current month, at
the same type of restaurant segment as their surveys were taken in. These
restaurant segments are distinguished by numerous factors, but the primary
differences are that fast food restaurants have more concise menus, faster service
standards, typically have lower prices with customers pre-paying before receiving
their meals, and the restaurants tend to have lower expectations from guests
related to service and food quality (Muller & Woods, 1994). Upscale casual
dining restaurants are those that have a more diverse menu, a larger variety of
options, full alcohol service, more personalized service standards, and a higher
level of expectations from guests. The check average for fast food restaurants are
typically $5-8 per person and the average check for a the upscale casual
restaurants are $25-35 per person.

In a study of casual dining restaurant customers by Schubert et al.
(2010), it was found that the most important green practices for restaurants
according to the respondents are reducing energy and waste, using biodegradable
or recycled products, and serving locally grown food. The least important green
practices for the respondents were donating to environmental projects and
paying fees to reduce their ecological footprint. Consumers also believed that it
was good for restaurant companies to protect the environment and they believed
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that dining at green restaurants will be healthier for them. They also believed that
dining at green restaurants will help to protect the environment. An overarching
finding from the Schubert et al. (2010) study was that a large number of
customers conveyed that it was essential that the quality of the food did not
decrease because of green practices. The respondents stated that the food quality
was the most important restaurant attribute for them. They were not willing to
sacrifice quality for the green practices of the restaurant.

One of the struggles that restaurants have is how to communicate with
guests regarding their green practices. In a hotel, it is a little easier to see the
practices that are happening and it is easier to convey these practices to the
guests through communication in the hotel rooms. In a restaurant, with most of
the activity that would be green happening behind the scenes, this is difficult to
do. One of the challenges in the restaurant sector will be to ensure that
customers know what is happening related to green and to ensure that they buy
into the benefits for the environment and the benefits for customers of these
practices (Schubert et al., 2010). It has been determined that implementing and
communicating about green practices to employees and guests may result in
increased employee satisfaction and commitment to the organization, which in
turn may lead to better service and increased customer satisfaction, especially in a
service oriented business that relies on employee satisfaction to ensure customer
satisfaction (Schubert et al., 2010).

The following section discusses previous research on customers’
willingness to pay for green practices. This is important for organizations to
know as they decide where to invest their money and how to ensure that
customers value the changes that they may make in their organization.

Willingness to Pay

It is important to determine the willingness of consumers to pay
additional charges for using a green organization’s products and services. The
implementation of green practices such as using organic products, using locally
produced products, implementing recycling programs, reduction of the use of
natural resources, costs money to restaurants. The willingness of guests to pay
for some of those green practices will be helpful to the restaurant.

The previous research that has been done in the hospitality industry
regarding consumers’ willingness to pay is not consistent. Most of the research
relates more specifically to the lodging industry rather than the restaurant
industry. Some of the research states that consumers are more hesitant to pay a
premium for environmentally friendly products (Kasim, 2004; Manaktola &
Jauhari, 2007), while other research states that consumers are willing to pay a
premium for green products (Choi et al., 2009; Schubert, 2010; Yesawich, 2009).

Manaktola and Jauhari (2007) found in their study of customers in India
that the majority of customers (85%) believed that the hotel should pay for at
least part of the additional costs that would result from implementing green
practices. Of these respondents, more than 50% believed that the hotel should
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bear all of the cost for implementing green practices. Earlier research done by
Lord, Parsa, and Putrevue (2004) showed that consumers may resist paying
premium prices for green products. The study showed that higher prices for
green products or businesses must reflect customer sensitivity for price increases.

In a study by Choi et al. (2009), hotel guests in Greece and the U.S.
were surveyed and found that people were willing to pay a premium price for
companies that used green practices. The guests from Greece were willing to pay
more for green hotel practices and were more concerned than the U.S. guests
about whether companies were implementing green practices or not. The
respondents in Greece stated that they were more likely to choose hotels that
implemented ERP and were willing to pay approximately six percent more to
stay at these hotels (Choi et al., 2009).

Research specifically in the restaurant industry has been rarer and is
currently being broadened. In a study of almost four hundred restaurant
customers done by Dutta et al. (2008), they found in India and the U.S. that there
were different motives, but in general a majority of customers were willing to pay
more money for restaurants implementing green practices. Approximately 50%
of customers studied from the U.S. were willing to pay up to 3% above the
regular menu prices, while 15% were willing to pay more than 10% above regular
menu prices in restaurants that utilized green practices. Customers in India were
even more willing to pay higher prices with 60% of the respondents willing to
pay more than 10% above the regular menu prices. This shows that regardless of
the motive and location, a majority of restaurant customers in this study were
willing to pay higher prices for green practices in restaurants.

Recent research by Schubert et al. (2010) has shown that consumers are
willing to pay a higher price for restaurants that implement green practices.
Almost 20% of the sample was willing to pay up to 10% more for those
restaurants that implemented green practices. Despite these positive findings, it
is important to expand the research to include a variety of different types of
restaurants and to expand the study across multiple locations and restaurant
segments. Since the research has been mixed, it is important to continue to
search for consistency and commonalities among the research. The current study
will help to inform management practices related to green practices and to
determine whether consumers would be willing to pay more money to visit
restaurants that implement green practices.

Personal Green Practices and Intent to Visit

There have been studies that have shown that being environmentally
concerned is related to green behaviors, whether at home or in deciding where to
purchase products or services from. In a study by Mostafa (2006), it was found
that being environmentally concerned is related to customer intention to
purchase green products. It was also found that people that were willing to be
environmentally friendly at home, such as recycling or using products that are
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safer for the environment, were more likely to spend more money on green
products and services outside of the home (Laroche, et al., 2001).

Dutta (2008) looked at people’s consumerism and found that through
their character and values people try to improve the world through their
behaviors. This shows that people that have a belief in being environmentally
friendly and green will practice those things in their personal life and also will
seek out those practices in businesses that they use. Choi and Parsa (2006) found
that people have positive attitudes and behavioral intentions for companies that
use socially responsible marketing and market their socially responsible practices.
Choi and Parsa (20006) also found that attitudes are formed through experiences,
so if people have positive attitudes toward green, they may respond more
favorably to businesses that utilize green practices and promote those green
practices.

In the Theory of Planned Behavior (Ajzen, 1985; Ajzen & Fishbein,
1969; Kalafatis et al., 1999), consumer behavior is defined through a model
utilizing three constructs to help explain intention and behavior. These three
constructs are attitudes toward the behavior (how favorably or unfavorably a
person considers the behavior to be), subjective norms (the external and internal
pressure a person feels to engage in the behavior), and perceived behavioral
control (the obstacles or difficulties the person may perceive in performing the
actual behavior and how the person feels that they can solve these difficulties).
People act in a certain way or have intentions to act in a certain way related to the
interaction of these attitudes and beliefs. Through personal attitudes and social
norms, people choose to do things that make them feel pride and to feel good
about themselves, versus doing things that make them feel shameful or self-
reproach. The current research study looks at the personal green practices of
customers in order to determine what their values are related to green practices.
These practices are then correlated with their response to the question about
their intent to visit the restaurant more often because of the green practices of
the restaurant.

Through research in the Theory of Planned Behavior and other
consumer behavior research done by Ajzen and Fishbein (1969), the findings
show that attitudes, norms, and perceived control were found to predict
behavioral intentions, which then led to actual behavior. The behavioral
intentions model of consumer behavior cites that attitude or personal component
and subjective norms determine behavioral intentions (Fishbein & Ajzen, 1975;
Lee and Green, 1991). This is important for restaurant operators to utilize
because if they can determine guest attitudes and social norms related to green
practices, they can determine intention to visit.

Research Questions

There has not been a study done to date comparing “heavy user”
customers that frequent fast food restaurants and upscale casual restaurants.
Heavy users for the purpose of the current study are defined as those customers
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that have self reported going out to eat in the current month 5-12 times at the
same type of restaurant segment as their surveys were taken in. The current
exploratory study was done in order to address the following research questions:

1)  What are the differences between fast food and upscale casual
restaurant guests regarding the level of importance of various
attributes related to selecting a restaurant?

2)  What are the differences between fast food and upscale casual
restaurant guests regarding perceptions of green practices and
willingness to pay in restaurants?

3) Is there a relationship between guests’ green practices used at
home and their intention to visit the restaurant based on the
restaurants’ green practices?

4) Is there a relationship between guests’ willingness to pay more for
green restaurant practices and their personal green practices?

Methodology

The following exploratory study proposes to address a gap in the
research by attempting to determine the perceptions of restaurant customers
regarding green practices. In order to add to the research, the current study
analyzes the fast food “heavy user” customer perception as well as the upscale
casual dining “heavy user” restaurant customer. An instrument was developed
that includes questions relating to Level of Importance of Restaurant Attributes
adapted from Weiss (2004), Statements of Green Practices (Personal and
Professional), Willingness to Pay items adapted from Dutta (2008), and
Demographics using a Likert-type 5 point scale.

The restaurants were all operated and located in the Midwest. There
were four upscale casual restaurants that were used to draw the random sampling
of customers from. There were an equal number of surveys (150) distributed in
each of the four locations during lunch and dinner hours. This was done to
account for variances between geo-demographical factors and increase the
external validity of the study. This study surveyed upscale casual restaurant
guests (n = 501) to determine their perceptions of green practices and attitudes
about willingness to pay for such practices. A total of 600 surveys were
administered to guests with 501 surveys completed, therefore the response rate
of usable surveys was 84%.

The fast food portion of the study, using a convenience sample,
surveyed random guests in a quick service restaurant chain comprised of 25
restaurants in the Midwest. The restaurants were randomly chosen each day
throughout the chain. Every second guest that ate inside the restaurant during
randomly chosen times was asked to complete a survey about their perceptions
of green practices. The restaurant group allowed the researchers access to the
restaurants at various times during a one month period to conduct surveys with
guests. These surveys were completed Monday-Friday during all parts of the day
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and evening in order to get a representative sample of guests. The survey took
approximately five minutes to complete. There were 320 surveys administered
with 260 useable responses for an 81.25% response rate. The data was analyzed
using descriptive statistics and correlation analysis in order to respond to the
research questions. Statistics used to analyze the data include descriptive,
correlation analysis, and independent samples t-test using SPSS version 18.

Results

There were a total of 761 completed surveys out of a total of 920
surveys administered for an overall response rate of 82.72%. Of those surveys,
260 (34.2%) were from the fast food restaurants and 501 (65.8%) were from the
upscale casual restaurants. The majority of the respondents were female (53.2%),
while 45.2% were male. There were several age groups represented in the sample,
with the largest age groups being 19-25 years old (17.2%), 41-50 years old
(17.3%), 51-60 years old (17.2%), and 60 years and above representing 16.3% of
the respondents. The majority of the respondents had a college degree (28.6%)
and advanced college degrees (24.7%). The majority of the respondents (44.9%)
decided on the restaurant that they would eat in by themselves rather than taking
advice from other people. Another demographic question asked was about the
number of times during the past month that people had eaten in a restaurant
similar to the restaurant they were currently visiting and that response varied
from 1-4 times to 5 to 12 times per month. The respondents were divided into
two groups, “light users” and “heavy users” based on those breakdowns. When
analyzing the two different groups of respondents, one of the biggest differences
is the larger number of more highly educated people and the older demographic
that eats at upscale casual restaurants. This is typical of demographics that
normally frequent the different restaurant segments. See Table 1 below for more
demographic information.
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Table 1:
Demographics of Respondents (n=761)

Variables Number Percent
Restaurant Type
Fast Food 260 34.2%
Upscale Casual 501 65.8%
Total Total Fast Fast Upscale  Upscale
Gender
Female 405 53.2 % 145 57.1% 260 52.5%
Male 344 452 % 109 42.9% 235 47.5%
Age
18 and under 46 6.1 % 24 9.3% 22 4.4%
19-25 131 17.4 % 72 28.0% 59 11.9%
26-30 78 10.2 % 21 8.2% 57 11.5%
31-35 61 8.1% 22 8.6% 39 7.8%
36-40 51 6.8 % 22 8.6% 29 5.8%
41-50 132 17.5 % 40 15.6% 92 18.5%
51-60 131 17.4 % 28 10.9% 103 20.7%
61 or older 124 16.4% 28 10.9% 96 19.3%
Education
Grade School 13 1.7 % 4 1.6% 9 1.8%
High School / 116 15.4 % 66 25.7% 50 10.1%
Technical 12 1.6 % 1 4.3% 1 2%
Some College 156 20.7 % 62 24.1% 94 18.9%
2-year College 51 6.7 % 25 9.7% 26 5.2%
4-year College 218 28.9 % 58 22.6% 160 32.2%
Advanced Degtee 188 24.9 % 31 12.1% 157 31.6%
Who Made
Business 79 10.6% 13 5.1% 66 13.5%
Friend 165 221 % 57 22.3% 102 20.9%
Family 159 21.3 % 30 11.7% 135 27.6%
Self 342 45.9 % 156 60.9% 189 38.0%
# of Times
1-4 (Light Users) 230 30.2 % 88 33.8% 142 28.3%
5-12 (Heavy 531 69.8% 172 66.2% 359 71.7%

*Totals may not add up to 100% due to non-responses

Customers were asked to rate the importance of a variety of restaurant
attributes used when choosing a restaurant when they go out to eat. Independent
samples t-tests were run on the differences in the level of importance of various
restaurant attributes between the “heavy users” of fast food and the “heavy
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users” of upscale casual restaurants. There were some statistically significant
differences worth noting. While both groups of customers rated the attributes of
food quality and service quality with the highest mean importance rating, the
upscale casual guest rated food quality significantly higher with 4.78 out of 5
(very important) as compared to the fast food guests rating of 4.54 out of 5. This
was a statistically significant difference (t=-3.712, df=526, p=.000). The other
statistically significant differences were in the importance of price with fast food
guests rating that as 3.99 out of 5, which was statistically significantly higher than
the upscale casual guests (M=3.46, t=4.875, df=516, p=.000). Interesting
findings related to green is that upscale casual guests rated “restaurant has
recycling bins” (M=3.89) as more important than fast food guests (M=2.60) at a
statistically significant level (t=-13.648, df=522, p=.000) and “environmental
record” was rated higher by upscale casual “heavy users” (M=4.68) than fast
food “heavy users” (M=3.25) (t=-17.374, df=522, p=.000). Fast food guests also
rated restaurant appearance as more important and appropriate portion sizes as
less important than the upscale casual guests. See Table 2 below for more details.

Table 2:
Differences In Fast Food and Upscale Casual Dining Respondents
Rating of Important Restaurant Characteristics

Fast Food Upscale
Casual

Level of Importance N M SD N M SD df Sig.

Food Quality 172 4.54 .818 356 4.78 .591 515 .000
Setvice Quality 170 4.34 .864 355  4.39 768 512 532
Price 168 399  1.013 350 346 1241 505  .000
Appropriate Portion 171 393  1.003 353 4.14 .805 511 .010
Size

Restaurant Appearance 172 3.93 998 351 3.35 1.228 510  .000
Convenient Location 171 387  1.051 354 391 .960 513 .619
Environmental Record 170 325  1.244 354 4.68 .623 511 .000
Provided Info on Local 169 280  1.156 350 299  1.344 506 .065

Offerings
Has Recycle Bins 169 2.60  1.186 355  3.89 .896 512 .000

1=unimportant, 3=somewhat important, 5= very important

Respondents were also asked about their perceptions about green
practices in restaurants. Using a Likert type scale of 1-5 where 1=strongly
disagree and 5=strongly agree, in general, respondents in the fast food
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restaurants agreed that they could be more informed about green activities
(M=3.81) which was statistically significantly higher than upscale casual guests
(M=3.45, t=3.437, df=525, p=.001). Other statistically significant differences of
note were that upscale casual restaurant guests believed that restaurant
companies should use local foods when possible (M=4.03) at a higher level than
fast food customers (M=3.78, t=-2.425, df=517, p=.016). Upscale casual guests
believed that restaurant companies should use organic products whenever
possible (M=3.39) more so than fast food restaurant customers (M=3.17, t=-
2.095, df=521, p=.037). More information on perceptions of green practices in
restaurants can be found in Table 3 below.

Table 3:
Differences In Perceptions of Fast Food and Upscale Casual Dining Respondents
Regarding Green Practices in Restaurants

Fast Food Upscale Casual
Green Practices N M SD N M SD df Sig.
I am well informed about 172 356 974 356 375 988 526 042
environmental problems
I feel I could be more 170 381 985 357 345 1.188 525 001
informed about green
activities
I prefer to purchase 171 3.56 1.035 354 3.69 1.007 523 167
products that are
environmentally friendly
(safe)
Being environmentally 172 316 110 357 3.34 1.058 527 .060
conscious is part of my
daily life
I prefer to eat at 172 319 1.020 359 324 1130 529 618

restaurants that are

environmentally friendly

I prefer to purchase an 171 315 1.120 358 323 1121 527 .396
environmentally safe

product even if it is

somewhat more expensive

I prefer to purchase an 169 256 1.079 355 235 1113 522 .037
environmentally safe

product even if it is

somewhat lower in quality

1 believe that a restaurant 171 3.37 1.023 355 322 1149 524 151
should cover the costs of

the environmentally safe

products

1 believe that the 171 315 1.117 350 3.01 1.149 519 195
organization and

customers should share

the cost of

environmentally safe

products
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I am conscious about
purchasing services from
organizations that practice
“green initiatives”

I am confident that when
an organization says they
are practicing “green
initiatives” they are
helping to protect the
environment

I believe that restaurant
companies should use
local products whenever
possible

I believe that restaurant
companies should use
organic products
whenever possible

I believe that it is
important that restaurants
have a “green
certification”

I believe that I would visit
a restaurant more often
because of my perceptions
of the green activities of
that restaurant

I am willing to pay up to
1% more for
environmentally safe
products

I am willing to pay up to
5% more for
environmentally safe
products

I am willing to pay up to
10% mote for
environmentally safe
products

I am willing to pay more
than 10% more for
environmentally safe
products

167

168

165

167

168

169

170

170

169

169

2.89

3.30

3.78

2.94

3.02

3.59

292

2.39

2.13

1.084

1.075

1.121

1.155

1.151

1.220

1.312

1.431

1.341

1.238

348

355

354

356

355

357

355

357

356

349

2.98

3.22

4.03

3.39

293

293

3.54

271

213

1.91

1.141

1.154

1.076

1.124

1.183

1.183

2.020

1.313

1.171

1.117

513

521

517

521

521

524

523

525

523

516

377

478

016

037

921

187

741

093

025

.047

1=strongly disagree, 3=neither agree or disagree, 5= strongly agree

When customers were asked questions regarding ‘willingness to pay’ for
green practices in restaurants, both groups agreed that they were willing to pay
up to 1% more. This support dropped when it came to paying up to 5%, 10%,

and more than 10% more. In each case, the customers of the upscale casual

restaurant were statistically significantly less willing to pay more for green
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practices, despite the fact that they knew more about green practices and
believed that restaurants should use local products. This seems to contradict
what would logically be thought. Fast food customers were more agreeable with
paying more for green restaurant practices (see Table 3).

In determining the answer to the two research questions, is there a
relationship between guests’ green practices used at home and their intention to
visit the restaurant based on the restaurants’ green practices? And is there a
relationship between guests’ willingness to pay more for green restaurant
practices and their personal green practices? a correlation analysis was run for
both the fast food customers and the upscale casual customers. The correlation
between how often people recycle at home and whether they are willing to pay
(WTP) up to 1% more for environmentally safe products (r=.346), 5% more
(r=.317) and up to 10% more (r=.352) were all very moderate for fast food
guests. The correlation for upscale casual guests for these same variables were
lower at (r=.213) for WTP up to 1% more, (+=.245) for WTIP up to 5% more,
and only (r=.155) for WTP up to 10% more for environmentally safe products.

There was a stronger correlation (although still moderate) for fast food
guests when it came to how often they purchased energy efficient products at
home and their willingness to pay more for green practices. For WTP up to 1%
more r=.399, for WTIP up to 5% more 1=.365, and for WTP up to 10% more
r=.395. For the same correlation with upscale casual guests there was a weak
positive relationship that was slightly higher than the one related to recycling at
home, WTP up to 1% more r=.233, the WTP up to 5% more r=.259, and for
WTP up to 10% more r=.202.

The only statistically significant correlations regarding buying items in
bulk related to the fast food respondents and not to the upscale casual
respondents. The WTP up to 1% more had a moderate positive correlation of
r=.383. Both the WTIP up to 5% more (r=.312) and WTIP up to 10% more for
environmentally safe products (r=.257) had a weak positive relationship.

Regarding the correlation between personal green practices at home and
customers intention to visit a restaurant more often because of the green
practices of a restaurant, the fast food respondents had a moderately positive
relationship between the variables. For how often they recycle products, r=.310;
purchasing energy efficient products at home 1=.383; and how often they buy
items in bulk r=.254. The upscale casual customer had r=.231 between the
variables of how often do you recycle products at home and intention to visiting
a restaurant more because of green practices. Purchasing energy efficient
products at home was moderately and positively correlated with intention to visit
a restaurant more with r=.316. There was not a significant correlation between
buying items in bulk and intention to visit a restaurant. For more details, see
Tables 4 and 5 below.
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Table 4
Correlation Matrix for Fast Food Guest Perception
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Table 5
Correlation Matrix for Upscale Casual Guest Perception
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Discussion and Implications

The current study brings to light interesting information regarding guest
perceptions of green practices and their willingness to pay for green practices in
restaurants. The variety of restaurant segments represented here adds value to the
research that has been done on similar subjects. It also allows for some
comparison of customers that are “heavy users” with different views on things
based on the type of restaurant that they frequent.

In looking at the data regarding the differences between fast food and
upscale casual restaurant guests regarding the level of importance of various
attributes related to choosing a restaurant, the upscale casual guest rated food
quality significantly higher as compared to the fast food guests’ rating. The other
statistically significant differences were in the importance of price with fast food
guests which was statistically significantly higher than the upscale casual guests.
This finding may be due to the income differential that may occur between
customers that frequent fast food restaurants and those that frequent upscale
casual restaurants. The demographics show a difference in guests related to age
and education level, both higher in the upscale casual respondents. This fact
could indicate a reason for the difference in the rating of price to the
respondents. In general, it appears from the data that fast food customers are
more concerned with price and restaurant appearance in their decision. Upscale
casual guests rated environmental record and whether the restaurant has
recycling bins as more statistically significant in importance when choosing a
restaurant. Neither group had much of an interest in whether the restaurant
provided information on local offerings for products.

The primary differences between fast food and upscale casual restaurant
guests regarding perceptions of green practices and willingness to pay responses
center around the fact that fast food guests stated that they could be more
informed about green activities at a higher level than upscale casual restaurant
customers. Despite the fact that upscale casual restaurant guests did not have an
interest in a restaurant providing information on local offerings for products,
they did believe that restaurants should use local and organic products whenever
possible, thus it seems that they place a higher stated value on local products,
organic products, and green practices than fast food customers did.

Despite the educational and age differences in the customers in both
segments, there were some surprising statistically significant differences in
perceptions about willingness to pay more. When customers were asked
questions regarding ‘willingness to pay’ for green restaurants, both groups agreed
that they were willing to pay up to 1% more. This support dropped when it came
to paying up to 5% and 10%, and more than 10% more. In each case, the
customers of the upscale casual restaurant were statistically significantly less
willing to pay more for green practices, despite the fact that they knew more
about green practices and believed that restaurants should use local and organic
products. This seems to contradict logical thought. Fast food customers were
more agreeable with paying more despite the assumption that their income
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would be lower due to their education level and age. Fast food customers also
agreed to a higher level with the statement about visiting a restaurant more often
based on the perceptions of green activities of the restaurant. One reason that
this finding occurred in the current study could be the lower overall cost of going
out to eat at a fast food restaurant compared to an upscale casual restaurant- 5%
added onto a $8 check would be 40 cents, compared to 5% on a $30 check
would be $1.50. Future research could look at the willingness to pay a specific
dollar amount for a restaurant using green practices rather than percentage
increases for restaurants that implement green practices. Future research in this
area could be done to ascertain whether there is a price-value relationship that
occurs in restaurants related to personal income. Future surveys should ask about
the income level of the respondents in order to determine if that has an impact
on the willingness to pay for green practices or the importance of the green
practices used in restaurants.

Related to the research question “Is there a relationship between guests’
green practices used at home and the perception of whether they would visit a
restaurant more often based on green practices?” the study showed that the
question related to putrchasing energy efficient products at home had the
strongest positive correlation with visiting a restaurant more often for fast food
and upscale casual customers. In addition the fast food customer respondents
reported a positive correlation between recycling and intention of visiting a
restaurant more often. This should indicate to managers of restaurants that they
should target groups that are interested in recycling and purchasing energy
efficient products to market to in order to increase their visibility among these
groups of people. In looking at the Theory of Planned Behavior Literature
related to attitudes and subjective norms, it is clear that people include their own
personal values into the selection of organizations to frequent (Kalafatis et al.,
1999). Using green practices themselves and integrating their personal values on
their choices helps guests choose organizations that espouse their personal
values. Being green is a socially worth act that people, influenced by society and
others in their referent groups, often choose to undertake (Kalafatis et al., 1999).
Future research could also look at different restaurant segments and
demographics in order to determine the impact of subjective norms and how
that might influence the intention to revisit and willingness to pay of a variety of

guests.

Is there a relationship between guests’ willingness to pay more for green
restaurant practices and their personal green practices? In general, the research
found positive correlation between respondents’ personal home practices and
their willingness to pay more at green restaurants. This intuitively makes sense as
customers who practice green at home tend to value those initiatives and the
research shows that this is the case. The relationships are moderate for both
upscale casual customers and fast food customers, but fast food customers have
stronger correlation between the variables. This could again help with targeting
marketing efforts and targeting groups to reach out to when implementing green
initiatives in a restaurant.
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In general, since there is a positive correlation between personal green
practices and the intention to visit a green restaurant more often and a
willingness to pay more for green practices, it would be important for restaurants
to encourage personal green practices and to try to advertise to groups that
encourage environmentalism and green practices.

The limitations of the current study are that the study only
looked at the “heavy users” of two segments of the restaurant industry. There
could also have been a self-selection bias that could have influenced the results
since guests could have decided not to complete the survey once they knew that
the survey was about green practices if they did not have an interest in green
practices. Another limitation is that neither of the restaurant groups used in the
current study advertised that they utilized green practices in their restaurants. In
previous studies, it has been determined that greater communication with guests
is important in order to increase consumers’ willingness to pay more for green
practices (Choi et al., 2009).

The implications of the current study are that restaurants need to know
their customers and know what their interests are in order to make the most of
their green initiatives. Fast food customers place a high importance on food
quality, price and restaurant appearance when choosing a restaurant. Upscale
casual customers place a high importance on food quality, environmental record,
and service quality when choosing a restaurant. Upscale casual customers also
believe that they are knowledgeable about green practices, want restaurants to
use local and organic products when possible, but unfortunately are not as willing
to pay a large premium price to help encourage restaurants to implement green
practices.

FIU Reviesw Vol. 30 No. 1 Page: 19
Copyright © 2012 Florida International University. All rights reserved.



References

Ajzen, 1. (1985). From intentions to actions: A theory of planned behavior, in
Kuhl, J. and Beckmann, J. (Eds.), Action-Control: From Cognition to
Behavionr, Heidelbert: Springer-Vetlag, p. 11-39.

Ajzen, 1., & Fishbein, M. (1969). The prediction of behavioural intentions in a
choice situation. Journal of Experimental Social Psychology, 24(3), 207-224.

Bohdanowicz, P. (2006). Environmental awareness and initiatives in the Swedish
and Polish hotel industries- survey results. Hospitality Management, 25(4),
662-682.

Choi, G., & Parsa, H. G. (2006). Green Practices II: Measuring Restaurant
Managers’ Psychological Attributes and Their Willingness to Charge for
the “Green Practices”. Journal of Foodservice Business Research, 9(4), 41-63.

Choi, G., Parsa, H.G., Sigala, M., Putrevu, S. (2009). Consumers’ environmental
concerns and behaviors in the lodging industry: A comparison between
Greece and the United States. Journal of Quality Assurance in Hospitality &
Tonrism, 10, p. 93-112.

Deveau, D. (2009, January). Fight the power. Foodservice and Hospitality, 41(11), 47-
52.

Dunlap, R.E., & Jones, R. (2002). Environmental concern: Conceptual and
measurement issues. In Handbook of Environmental Sociology. Eds. R.
Dunlap and W. Michelson. London: Greenwood Publishers.

Dutta, K., Umashankar, V., Choi, G., & Parsa, H.G. (2008). A Comparative
Study of Consumers’ Green Practice Orientation in India and the
United States: A Study from the Restaurant Industry. Journal of
Foodservice Business Research, 11(3), 269-285.

Enis, M. (2007). Cooking green. SN: Supermarket News, 55(35), 34-35.

Fishbein, M., & Ajzen, 1. (1975). Belief, attitude, intention and bebavior: An introduction
to theory and research. Reading, MA: Addison-Wesley.

Foster, S., Sampson, S., & Dunn, S. (2000). The impact of customer contact on
environmental initiatives for service firms. International Journal of
Operations & Production Management, 20(2), 187-203.

Gilg, A., Barr, S., & Ford, N. (2005). Green consumption or sustainable
lifestyles? Identifying the sustainable consumer. Futures, 37, 481-504.

Green Hotel Initiative. (2010). Retrieved on July 28, 2010 from
http:/ /www.ceres.org/ /Page.aspx?pid=761.

Horovitz, B. (2008). Can restaurants go green, earn green? USA Today. Retrieved
on July 13%, 2011 from

FIU Reviesw Vol. 30 No. 1 Page: 20
Copyright © 2012 Florida International University. All rights reserved.



http://www.usatoday.com/money/industries/environment/2008-05-
15-green-restaurants-eco-friendly n.htm

Hu, H., Parsa, H.G., & Self, J. (2010). The dynamics of green restaurant
patronage. Cornell Hospitality Quarterly, 51(3), 344-362.

Kalafatis, S.P., Pollard, M., East, R., Tsogas, M.H. (1999). Green marketing and
Ajzen’s theory of planned behavior: A cross market examination. Journal
of Consumer Marketing, 16(5), 441-460.

Kasim, A. (2004). Socio-environmentally responsible hotel business: Do tourists
to Penang Island, Malaysia care? Journal of Hospitality & Leisure Marketing,
11(4), 5-28.

King, A.A., & Lenox, M.J. (2001). Does it really pay to be green? An empirical
study of firm environmental and financial performance. Journal of
Industrial Ecology, 5(1), 105-116.

Klassen, R.D., & McLaughlin, C.P. (1999). Integrating environmental issues into
the mainstream: An agenda for research in operations management.
Journal of Operations Management, 17(5), 575-598.

Laroche, M., Bergeron, J., & Barbaro-Fotleo, G. (2001). Targeting consumers
who are willing to pay more for environmentally friendly products.
Journal of Consumer Marketing, 18(6), 503-520.

Lee, C., & Green, R.T. (1991). Cross-cultural examination of the Fishbein
behavioral intentions model. Journal of International Business Studies,
22(2), 289-305.

Lord, K.R., Parsa, H.G., and Putrevu, S. (2004). Environmental and Social
Practices:Consumer Attitude, Awareness and Willingness to Pay. In D.
Scammon, M. Mason,and R. Mayer (Eds.), Marketing and Public Policy:
Research Reaching NewHeights (pp. 25-28). Salt Lake City, UT: American
Marketing Association

Manaktola, K., & Jauhari, V. (2007). Exploring consumer attitude and behavior
towards green practices in the lodging industry in India. Infernational
Journal of Contemporary Hospitality Management, 19(5), 364-377.

Mattila, A.S. (2001). Emotional bonding and restaurant loyalty. Cornell Hotel and
Restaurant Administration Quarterly, 42(6), 73-79.

Mostafa, M. (2006). Antecedents of Egyptian consumers’ green purchase
intentions: A hierarchical multivariate regression model. Journal of
International Consumer Marketing, 19(2), 97-126.

Muller, C.C., & Woods, R.H. (1994). An expanded restaurant typology. Cornell
Hotel and Restanrant Administration Quarterly, 35(3), 27-37.

FIU Reviesw Vol. 30 No. 1 Page: 21
Copyright © 2012 Florida International University. All rights reserved.


http://www.usatoday.com/money/industries/environment/2008-05-15-green-restaurants-eco-friendly_n.htm
http://www.usatoday.com/money/industries/environment/2008-05-15-green-restaurants-eco-friendly_n.htm

National Restaurant Association (2011). Restaurant industry facts at a glance.

Retrieved from http://www.restaurant.org/research/facts/ on May
10, 2011.

Prewitt, M. (2007). Eco-friendly restaurants take steps to earn seals of approval
from third-party certifiers. Nation’s Restaurant News, 41(39), p. 128.

Schubert, F., Kandampully, J., Solnet, D., & Kralj, A. (2010). Exploring
consumer perceptions of green restaurants in the US. Tourisn and
Hospitality Research, 10(4), 286-300.

Vieregge, M., Scanlon, N., & Huss, J. (2007). Marketing locally grown food
products in globally branded restaurants: Do customers care? Journal of
Foodservice Business Research, 10(2), 67-82.

Weiss, R., Feinstein, A.H., & Dalbor, M. (2004). Customer satisfaction of theme
restaurant attributes and their influence on return intent. Journal of
Foodservice Business Research, 7(1), 23-41.

Wright, S., Gregory,S., & Kalaian, S. (2011) Environmental purchasing practices
and environmental beliefs of stand-alone coffer shop owners and
managers. Journal of Foodservice Business Research, 14(2), p 180-188.

Yesowich, P. (2009). Going green but not willing to pay for it. Insight August
2009. Ypartnership. Retrieved on July 13th, 2011 at
http://blog.ypartnership.com/?p=288

Zurburg, R., Ruff, D., & Ninemeier, J. (1995). Environmental action in the
United States lodging industry. Hospitality and Tourism Educator, 7(2), 45-
49.

Robin B. DiPietro, Ph.D., is Associate Professor, Director of the International
Institute for Foodservice Research and Education, School of Hotel, Restaurant
and Tourism Management, University of South Carolina; Susan Gregory,
Ed.D., CHE, is Professor/Director, Hotel and Restaurant Management
Program, Eastern Michigan University.

FIU Reviesw Vol. 30 No. 1 Page: 22
Copyright © 2012 Florida International University. All rights reserved.


http://www.restaurant.org/research/facts/
http://blog.ypartnership.com/?p=288

Job Perceptions of Citizenship Behavior and
Deviance: Musings from Behind the Bar

By Catherine R. Curtis
ABSTRACT

The purpose of this research was to examine bartender workplace behavior. This
study begins with a review of the literature pertaining to the job of bartending,
and positive work behavior (citizenship) and negative (deviant) workplace
behavior. Data was collected by semi-structured interview. The bartenders
expressed instances of both behaviors and showed support for a newly termed
citizenship behavior, norm avoidance.

Key Words: bartenders, citizenship bebavior, deviance, qualitative, job perceptions
INTRODUCTION

For some operators in the hospitality industry, the mention of the word
bartender triggers theft, or to lesser extent another cost to doing business. Many
published studies concern negative behaviors of bartenders (Geller, 1991; Litzky,
Eddleston, & Kidder, 2006), theft (Kirby, 2009; Scarpa, 2006; Smith, 1997) or
ways to implement controls (Borchgrevink & Anchill, 2003; Kirby, 2009).
Another view purported by Sullivan (1998) states that bartender performance is
positively associated with increased profitability. This research examines work
behavior of bartenders from the perspective of bartenders.

To assess the perceptions of job image and work behavior of
bartenders, a qualitative research design was used. Interviews were conducted in
a semi-structured manner to let the bartenders speak freely about their jobs. The
basic job description of bartenders was collected from a published online
database (O*NET), a literature review of positive and negative work behavior
was included, and quotations and analysis from the interviews conducted.

This study contributes to the existing body of literature relating to
frontline hospitality workers, in the sense that it recommends increasing the
understanding of one of the frontline occupations in the hospitality industry.
Limitations of the current study and opportunities for future research are also
discussed.

LITERATURE REVIEW
Bartenders and Bartending

The U.S. Bureau of Labor Statistics states that almost 500,000 people
were employed as bartenders in 2010 (U.S. Department of Labor, 2011). In order
to gain a deeper understanding of the job and understand the perspectives
presented later in this study of those employed in this profession, a summary was
compiled through the use of the Occupational Information Network (O*NET),
(2011), an online system that incorporates knowledge about occupations through
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the past sixty years (Peterson et al, 2001). According to O*NET (2011),
bartenders have numerous responsibilities on the job. The traditional tasks
commonly associated with bartenders were listed as: collecting money for drinks
setved, verifying age of customers, setving wine, bottled or draft beer, and/or
mixed drinks with liquor, cleaning glasses and necessary equipment, balancing
cash receipts, monitoring customers’ excessive drinking by limiting drinks or
ordering transportation for intoxicated guests, keeping bar area stocked with
alcohol, glassware, napkins, and straws, fulfilling orders from direct bar

customers and/or serving staff, and cleaning work area and/or surrounding
tables (O*NET, 2011).

However, O*NET (2011) also mentions the knowledge, skills, and
abilities that have been associated as necessary for a bartending job. Some of the
knowledge deemed important to this profession was listed as customer service,
sales and marketing, administration and management, and psychology. Customer
service is important as bartenders must know how to implement quality service
and observe customers’ immediate satisfaction levels (Eddleston, Kidder, &
Litzky, 2002; O*NET, 2011). Knowledge of sales and marketing is also critical so
that bartenders may promote and sell products and attract customers to the bar,
and convert a customer into a “regular” (Sullivan, 1998). Business and
management principles are also necessary for bartenders, although the position
itself lacks a formal management title, may be involved in the strategic planning
process, the allocation of resources including people, leadership, and methods of
production (O*NET, 2011). Finally, psychology was mentioned for the
importance of understanding of human behavior. In this instance, it would be
important for bartenders to understand how to “read” their customers.
“Reading” a customer entails watching the customer’s non-verbal cues in body
language or need for interaction (Donovan & Hocutt, 2001).

Further skills mentioned on O*NET, such as active listening, service
orientation, social perceptiveness, speaking, are largely considered to be
important interpersonal skills that could distinguish a service provider from a
competitor (Coulter & Coulter, 2002). The abilities listed on O*NET are more
physical requirements that pertain to the job, but oral expression and oral
comprehension were mentioned and would be necessary for service delivery.

Workplace Behavior

In general, literature regarding bartenders tends to focus on negative
actions such as theft (Kirby, 2009; Scarpa, 2006; Smith, 1997) or how to prevent
theft by implementing control systems (Borchgrevink & Anchill, 2003; Kirby,
2009). Literature is limited that describes benefits, such as increased sales and
profitability (Sullivan, 1998). The section above provided a detailed description
of the duties, skills, and abilities expected of bartenders in general. This next
section explains the differences in job performance from the accepted norm. In
order to make a behavioral comparison, norms describe established behavior of a
specific reference group (Warren, 2003). Therefore, for the purpose of this
study, behavior departing from established norms in a positive direction will be

FIU Reviesw Vol. 30 No. 1 Page: 24
Copyright © 2012 Florida International University. All rights reserved.



analyzed in the form of organizational citizenship behavior, and departure in the
negative direction will be classified as workplace deviance.

Citizenship Bebavior

Organizational citizenship behavior has been defined by Organ (1988)
as “individual behavior that is discretionary, not directly or explicitly recognized
by the formal reward system, and that in the aggregate promotes the effective
functioning of the organization” (p.4). Stamper & Van Dyne (2003) assert that
organizational citizenship behavior is essential in service businesses because of
guests’ demands; in many times altering operating procedures to accommodate
the guest. These behaviors may benefit other co-workers, (interpersonal), or the
organization itself (organizational) (Bolino & Turnley, 2003). Seven types of
commonly mentioned citizenship behaviors are known as helping behavior,
sportsmanship, organizational loyalty, organizational compliance, individual
initiative, civic virtue, and self-development (Podsakoff, Mackenzie, Paine, &
Bachrach, 2000). Helping behavior is the process of helping other employees
which can prevent work related problems (Podsakoff et al., 2000) and increase
customer satisfaction (Stamper & Van Dyne, 2001). An example of helping
behavior is taking extra time to assist someone in their new job role. Although it
is not required for that person to do so, this can contribute to the smooth
running of the operation. Sportsmanship is about being a good team member.
Those exuding sportsmanship do not complain when they become
inconvenienced by others; are optimistic and maintain a positive attitude even
when things do not go their way. Organizational loyalty, which is also known as
boosterism, involves employees that actively promote the organization to
outsiders and more importantly, remain committed to the organization if adverse
conditions occur. Organizational compliance is an employee’s observance of the
rules and regulations of the organization when no one is monitoring. Although,
this is an expected behavior at most organizations, many employees do not
adhere to rules when no one is watching. Individual initiative is employee
involvement in task-related Such behaviors include voluntary acts of creativity
and innovation designed to improve one’s task or the organization’s
performance, such as volunteering to take on extra responsibilities, This
approach is known as going “above and beyond” the typical duties (Podsakoff et
al.,, 2000). Civic virtue is a demonstration of commitment to the organization as
a whole. This is shown by a willingness to attend meetings, voicing opinion on
strategy, and looking out for the general safety of the business (locking doors,
etc.) (Podsakoff et al., 2000). The final behavior is self-development, which
involves an employee making voluntary efforts to better themselves by the way
of knowledge, skill or ability. Employees may accomplish this by enrolling in a
course. This study will introduce an eighth category of organization citizenship
behavior entitled norm avoidance. Derived from social norm theory, norm
avoidance concentrates on the deliberate avoidance of stereotypical negative
behaviors associated with an occupation for example, “all bartenders steal” may
be a belief that many managers and employees hold true in the industry. Some
employees may make efforts to dissociate from such a stereotype.
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Workplace Deviance

Deviance from workplace norms that head in a negative direction has
been described as workplace deviance. When behaviors, despite the intention,
exceed organizational norms, the consequences for the organization may be
financial, hamper decision making, and affect productivity (Applebaum, Iaconi,
& Matousek, 2007). Robinson and Bennett (1995) expound deviant behavior as
“voluntary behavior that violates significant organizational norms and in doing so
threatens the well-being of an organization, its members, or both” (p.556).
Examples of negative deviant behavior in the workplace can include such
infractions as: sexual harassment, tardiness, rumor spreading, tardiness,
disrespect to co-workers, and theft (Applebaum et al., 2007).

In an attempt to classify deviant behaviors, Robinson and Bennett
(1995) developed two dimensions of deviance: 1. the first dimension describes
the type of infraction: minor vs. serious, and 2. the second dimension describes
the intended direction of the action: interpersonal vs. organizational. Thereafter,
four categories of deviance were derived from the study. The first two constructs
were derived from Hollinger and Clark (1982): 1. production deviance: which is a
violation of the quantity or quality of the work performed; 2. property deviance:
which is the acquisition or damaging of property belonging to the organization;
3. political deviance: which is the engagement of a social interaction that puts
othets at a political/personal disadvantage; and 4. petsonal aggression: behaving
in a hostile manner toward other individuals.

There are a variety of reasons that employees may choose to engage in
deviant behavior such as feelings from perceived injustice, dissatisfaction, role
modeling, and thrill secking (Bennett & Robinson, 2000; Mayer, Workman, Van
Dijke, & De Cremer, 2012). Also, management may treat the employees pootly
(Greenberg, 1997). It is the managers’ responsibility to keep an ethical climate
where their actions and behaviors discourage deviant behaviors (Litzky et al.,
2000). The six factors that influence the propensity to engage in deviant behavior
are: 1. the compensation/tewatd structure, 2. social pressures to conform, 3.
negative and untrusting attitudes, 4. ambiguity about job performance, 5. unfair
treatment, and 6. violating employee trust (Litzky et al., 2006). Employees who
depend on commission or gratuities are more likely to participate in deviant
behaviors because of the compensation/reward structure (Litzky et al., 20006)
This is particularly the case when employees depend on some sort of
compensation from the customer. The employee depends on the customer
financially and may empathize with their position and will further justify any
deviant acts under the guise of customer service (Litzky et al., 2000).

In the workplace, social pressures to conform may influence the
person’s needs for affiliation and acceptance. For instance, one particular group
at work may have norms that may be deviant; such as hospitality service workers
who may be in the practice of underreporting pooled tips (Litzky et al., 2000).
Negative and untrusting attitudes by management can cause deviant behavior.
Some employers feel as if they must control employees in order to get them to
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behave properly (Litzky et al., 2006). The result is similar to a self-fulfilling
prophecy because the negative behavior is expected. In some job types there can
be ambiguity of job performance. Salespeople, customer service representatives,
accountants, management consultants, financial services, and insurance
professionals are professions that cross over many boundaries which can lead to
added stress and low job performance. These expanded boundaries can cause
confusion and lead to all types of deviance (Litzky et al., 2006). Unfair treatment
is also highly likely to incite incidents of deviance (Bordia, Restubog, & Tang,
2008; Colbert, Mount, Harter, Witt, & Barrick, 2004). Employees may feel as if
they can ignore rules if it interferes with them performing job tasks and are
treated unfairly. Litzky et al., (2006) note that one hotel housekeeper lamented
that stealing at a hotel is justified because managers are always asking for too
much and customers always want something for nothing. The last factor that
may cause employee workplace deviance is employee trust. Trust can be violated
by a specific event or unjust treatment, such as reprimanding an employee
publicly (Elangovan & Shapiro, 1998; Litzky et al., 2006). However, the deeper
the relationship the employee has with the manager, the more damage the
relationship will incur (Litzky et al., 2000).

The damage that deviant behavior can do to an organization is a result
of various costs. The types of costs include lack of productivity consistency,
higher production costs, loss of inventory control, inconsistent service quality,
loss of profits, inconsistent pricing, poor service reputation, and lack of repeat
business (Harris & Ogbonna, 2002; Litzky et al., 2000).

Methodology

Sample. The participants in this study consisted of twenty bartenders
located in a metropolitan city located in the southeastern United States.
Bartenders were sampled from a clustered grouping of hotels, stand alone
restaurants, and free standing bars. The only requirements for the study were
that a person must be employed with the job title bartender and has been so for
at least six months. No effort was made to ensure that any one defined group
was represented as the aim of the study was to examine bartender’s job
perceptions.

Procedure. Managers were contacted by telephone or electronic mail to
explain the purpose of the study and to gain permission to interview the
bartenders employed by the establishment on premise. The interviews were
scheduled during off-peak hours depending upon the availability of the
employee. The study took place over a four week period. A semi-structured
questionnaire was developed as a general guide for conducting interviews with
the bartenders. Four open ended questions were composed so that when a
participant answered initially, the researcher could interact to generate further
comments.
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Findings and Discussion

The sample consisted of 12 females and 8 males. There was no effort
made to represent any one group. Figure 1 was developed to illustrate how most
of the participants in this study became bartenders. The responses generated for
Figure 1 also make an inference of the citizenship behavior, self-development,
which is generally characterized by the individual displaying outstanding
petformance and/or proceeding to increase their knowledge, skills, and abilities
in the workplace (Podsakoff et al., 2000). Most of the bartenders interviewed
became bartenders by internal promotion. They had been working at an
establishment and were promoted as a position became available, by a manager’s
suggestion, or by their expressed desire. One bartender recounts: “I was a server
and they just thought I was really responsible, they really liked my attitude and
they just thought I’d be really good as a bartender.” Others had the intention of
becoming bartenders by seeking instruction as one bartender stated, “I have
always been interested in doing it. I kind of just self-motivated, jumped into it,
took some classes and then went hunting for a job, landed one that was good.”

»| Manager suggestion (3) Internal
Process \ Promotion
to - -
become a »| Waited for opening (7) >
bartender /
»| Staffing Issue (2)
P Bartending School (3) Sought
bartending >
job
—| Other (5) >

| -
”| Bartender

Figure 1: Process of becoming a bartender, n=20

Organizational loyalty is is the citizenship behavior exemplified by
supporting or protecting the business by acting responsibly (Podsakoff et al.,
2000). The majority of the bartenders interviewed felt that their jobs entailed
more responsibility than their co-workers. Common responsibilities mentioned
were the care of the guests by monitoring alcohol intake and financial
responsibilities such as a cash drawer and providing change for co-workers. A
bartender expressed many of the duties in this statement:

Yes, you’re responsible for more money, of course, the manager is
responsible at the end of the day, but bartenders check a lot of the
money, no one else does. Every time there is a problem, they see
the bartender. The bartender is always smiling getting food, making
drinks, working the service bar. Waiters only have 3-4 table stations.

F
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You are always making change for everybody; no one else has as
much prep or clean up. You're a quality controller and a quantity
controller.

Some of the bartenders interviewed had more responsibilities such as training,
and were the designated trainers for the company while a few of the bartenders
stated that they took on more responsibility despite the fact they were not
compensated, “T do all my liquor orderings; I do all of our inventory, if
something’s broken I make sure it gets fixed, but I took that responsibility on,
and I enjoy it.” Another bartender noted their input was valued in managerial
decision making, “I train all of the new people coming in and managers ask me
questions before making any decisions.”

The participants were asked if they believed bartenders had more
opportunities to “get away with things,” (participate in deviant behavior). In this
case, adherence to company rules and regulations while no one is watching is
known as organizational compliance (Podsakoff et al., 2000). Many bartenders
admitted that they were not “watched” while they worked. Most of the
bartenders interviewed tended to agree that opportunities exist to participate in
negative work behaviors. The most common forms of deviance mentioned were
instances of property deviance, namely theft; however, the participants noted that
there is a deliberate choice to engage in activities such as over pouring and not
charging for drinks and straight theft of cash. Many bartenders affirmed the
possibility with responses such as “definitely” and absolutely, but a few went on
to elaborate the situations. One bartender said:

I think that genuinely depends on the people that you are working
with, if you are in a good environment where people actually follow
the rules and care about their co-workers, then no, they’re not going
to steal and they’ll do things by the book. If you’re in an
environment where there is little employee empowerment where
employees feel that they are constantly under the microscope and
they have very little power to make executive decisions then yes,
they’re going to act out, they’re going to innocently steal from the
bar, but if you’re in an environment where it’s a family feel, then no
they’re not going to steal. If they’re in an environment where it is
very structured and very ruled, very coming down on the employees,
yes, they’re going to do what they can to get by.

Another felt there was not any opportunity, “No, I don’t think so because we’re
just like servers. We have to ring in everything just like they do, and if you don’t
then you’re responsible.”

The final question participants were asked was how they felt their jobs
were perceived by the general public. The responses dealt with a bartender’s
ability to not accept the perceived societal norm, norm avoidance. The public
perception of bartending jobs as described by these interviewees varied from
positive responses, negative responses, and mixed responses. Some of the
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bartenders felt that the variability in perception was due to age group, “I feel that
because of my age, it’s perceived as appropriate for my age, being 23, but if I was
in an older demographic it would be perceived in a negative way.” Some felt that
the public viewed all service jobs in negative light stating, “(they think)

Like I'm some kind of party person, I don’t know, stuck in the
restaurant business for the rest of my life. It’s horrible; I think that’s
how they look at any job that’s in a restaurant, that we’re stuck here.

Some bartenders conveyed that a bad reputation went along with the job stating:

That we drink all of the time, and that we party all of the time, do
drugs all of the time and I do none of that, at all. None of it. It’s
how we’re perceived, yeah.

Those instances reflect the bartenders’ acknowledgement of norm avoidance,
and how they were aware of an overall perception from society, and the unfair
association.

Bartenders that mentioned the positive response they have received and that it is
a job people desire:

I think a lot of people really want to bartend; that is always like the
wanted career in the hospitality industry. So to be a bartender is
about as good as it gets in this industry, besides management.

Some bartenders felt that their social status and work persona were held in
higher regard commenting:

Whenever anybody asks me what I do, I say oh, I'm a bartender;
they usually tend to think it’s kind of glamorous “Oh, that’s cool!”
That’s like the cool job; you’re the cool person because you’re the
bartender. The servers are like, the people that you work with are
like, “oh that’s the bartender,” like we’re on some sort of hierarchy,
we’re higher up there than servers, it’s weird. I've never had anyone
say, “oh, you bartend?” People think it’s fun.

One bartender noted that despite the negative acceptance there is a thriving
business:

I think people perceive it as being a second rate job or whatever but
in my eyes I think we serve just as an important purpose as a lawyer
or somebody else, people are always going to drink, without us there
would be no business.

Implications

The implications of this of this study add to what is known about the
role of positive and negative deviant workplace behaviors and specifically, to the
impact the influence that bartenders have upon service provision within
hospitality organizations. Past research concludes that committed employees are
more likely to contribute to positive organizational citizenship behavior (Bolino
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& Turnley, 2003; Koys, 2003; Stamper & Van Dyne, 2003) and this commitment
is positively associated with the financial performance of an organization. Of
particular importance is the assertion made by Sullivan (1998) that bartender
performance is positively associated with increased profitability. In spite of this, it
must be mentioned that these bartenders were aware and saw opportunities to
engage in deviant behavior. In order for managers and owners, to deter deviant
behaviors and encourage positive citizenship behaviors, they must take the time
to supervise employees and provide guidance, as many lamented that they were
not monitored for long periods of time and model desired behaviors (Dineen,
Lewicki, & Tomlinson, 2006). A manager’s presence is often the best deterrent
for deviant behaviors (Litzky et al., 20006).

Limitations and Opportunities for Future Research

Although there are strengths to this study such as a comprehensive
discussion of a frontline position in the hospitality industry, there are limitations
to this study. The purposive sample was small due to the nature of the
hospitality business, in such that there is generally a lesser amount of bartenders
employed in one establishment and this study limited to one geographic area.
Bartenders in other parts of the country may not be in agreement with the
opinions expressed in this study. An opportunity for future investigation into
the job performance of bartenders could be explored by examining the financial
impacts of “popular” bartenders on a business.
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Qualitative Responses to Pre-employment Drug
Testing in the Foodservice Industry

By Miranda Kitterlin and Lisa Moll
ABSTRACT

Employee substance abuse has long time been a topic of concern for the
hospitality industry. Operating under the assumption that drug-users, and
associated undesirable behavior, can be eliminated from the hiring process, many
operations have adopted pre-employment drug-testing policies. Despite being
represented across the industry as a major target of effort and resources, it is
suggested that the perceived sensitive-nature of the subject has somewhat
hindered access to qualitative information. The purpose of this research was to
assess and explore the attitudes, beliefs and perceptions of both management and
employees in the foodservice industry regarding pre-employment drug-testing
and its impact on work performance. Through the use of a phenomenological
survey, qualitative data was collected then used to identify themes in participants’
perceptions of such screening policies and their effects. Results and implications
of these findings are discussed.

Key Words: drug-testing, foodservice, employee attitudes, work performance

INTRODUCTION

The United States Department of Health and Human Services (2009)
reports that nearly 75 percent of adult drug users in the United States hold
employment. With 7,652,400 adults working in the foodservice industry, one can
assume that this facet of hospitality is affected by the phenomenon (Bureau of
Labor Statistics, 2009). Government reports (U.S. Department of Health and
Human Services, 2009) advise that when compared to their non-using
counterparts, substance abusers display a higher rate of turnover, absenteeism,
and workplace accidents, as well as decreased productivity. Thus, the putative
effects of employee substance abuse (high employee absenteeism and turnover,
crime and violence, on-the-job accidents, poor productivity, higher medical costs,
low employee morale, poor decision making) result in a large cost for businesses
in the industry (Elliot & Shelley, 2005). In order to reduce the likelihood of such
undesired behavior, foodsetvice industry supervisors and employers have
increasingly pushed for pre-employment drug-testing as the proactive solution.
Yet, neither the actual perceived impact nor the employee perspectives on this
practice have been exhaustively explored, and a review of the literature related to
pre-employment drug-testing and substance abuse in employment shows
implications that are inconsistent with this assumption (Kitterlin & Erdem, 2009;
Levine & Rennie, 2004; Normand, Salyards, & Mahoney, 1990; Parish, 1989;
Stark, 1991).

The purpose of this study was to explore the attitudes, beliefs and
perceptions of foodservice employees regarding pre-employment drug-testing.
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Given the lack of information on how this population perceives the practice of
pre-employment drug-testing, a qualitative inquiry approach was adopted to
capture the viewpoint of this integral group of stakeholders for the foodservice
industry. In an attempt to fill gaps in the existing body of knowledge, the
following research questions were formed:

1. How is pre-employment drug-testing in the foodservice industry
perceived by foodservice employees?

2. What benefits and/or opportunities do foodservice employees in
supportt of testing associate with pre-employment drug-testing in
their industry?

3. What negative outcomes do foodservice employees associate with
pre-employment drug-testing for their workplace?

LITERATURE REVIEW
Characteristics of the Foodsetvice Industry

The United States foodservice industry employment is expected to
grow to 8,413,100 by 2018 (Butreau of Labor Statistics, 2009). Overall
employment of these workers is expected to increase by 10 percent over the
2008-2018 decade, which is about the average forecasted for all occupations.
However, the Bureau of Labor Statistics has predicted that food and beverage
serving and related workers will have one of the largest numbers of new jobs
arise over this projected period—about 761,000. The employment of combined
food preparation and serving workers, which includes fast-food workers, is
expected to increase 14 to 19 percent, which is greater than the average for all
occupations, a trend that has occurred for the last decade (Bureau of Labor
Statistics, 2009; National Restaurant Association, 2012). According to the
National Restaurant Association (2012), restaurant-industry sales will total $632
billion in 2012, which will comprise 4 percent of the U.S. gross domestic
product.

Given the significant contribution that the restaurant industry makes to
the economy, the fact that more than 4.2% of the industry’s total work force
consists of users of illicit drugs, accounting for more than 400,000 of the nation’s
foodservice employees, is a phenomenon that has garnered attention (Zuber,
1997). Empirical research has proposed that regardless of personal background,
steadily employed workers are less likely to drink alcohol and/or use illicit drugs,
including marijuana (Zhang & Snizek, 2003). However, statistics on substance
abuse in the U.S. restaurant industry seem to contradict these findings. Of the
adults working full-time in the restaurant industry between 2002 and 2004, the
U.S. Substance Abuse and Mental Health Services Administration approximated
that one out of every six had reported using illicit drugs. This statistic has
positioned the foodservice industry as the number one ranking business category
for incidence of illegal substance abuse (“Drug use highest in foodservice”, 2007;

FIU Reviesw Vol. 30 No. 1 Page: 36
Copyright © 2012 Florida International University. All rights reserved.



Substance Abuse and Mental Health Services Administration [SAMHSA], 2009;
Zubet, 1997).

The prevalence of substance abuse in the restaurant industry can be
attributed to several factors. First, the labor pool consists of workers whose
average ages range from 16- to 25-years-old, an age group that tends to have a
higher rate of substance abuse (“Industry must take steps”, 1997; Zuber, 1997).
Other factors that contribute to the phenomenon include late-night work hours,
greater accessibility to cash on hand, speed and intensity of work demanded, and
low management surveillance (“Industry must take steps”, 1997; Spector, 2001;
Zuber, 1997).

Organizational Justice Theory

Organizational justice theories have previously been drawn upon to
develop a systematic way of predicting the possible impact of drug programs on
employee attitudes and behavior (Crant & Bateman, 1989; Greenburg, 1990).
This theory suggests that workplace fairness perceptions will cause employees to
react in a variety of ways, and these reactions can be attitudinal and behavioral.
Employee reactions may be directed toward a specific workplace practice, the
employing organization, co-workers and management, and/or the employee
themselves (Crant & Bateman, 1989). Justice theories propose that an employee
will respond to their judgment about the fairness of a drug-testing program by
adjusting their cognition, attitude, or behavior to reduce any discomfort or
dissonance they feel they are experiencing (Crant & Bateman, 1989; McClintock
& Keil, 1982).

A drug-testing program that employees perceive to be unfair, or unjust,
may result in actions of moral outrage and righteousness, efforts to change or
beat the system, highly cohesive work groups that exhibit antagonistic behavior
towards management, as well as reduced work performance (Crant & Bateman,
1989; Mark & Folger, 1984). A program perceived to be unfair may result in
employee attitudes of resentment and anger, behaviors to change or beat the
policy, or behaviors to deal with the injustice. Conversely, a program perceived
by employees as being fair will invoke a number of desirable reactions by
employees, including an increase in the employee’s organizational commitment
and trust in management, a decrease in turnover intention, and increased
employee compliance with and support of the organization and its policies (Crant
& Bateman, 1989; Folder & Greenberg, 1985; Konovsky & Cropanzano, 1991;
Thibaut & Walker, 1975).

Crant and Bateman (1989) suggest that the central contextual variable
that employees evaluate when determining justice is the perceived need for a
drug-testing program in the workplace. A test will be perceived as fair if an
employee feels that their personal benefits outweigh the personal costs of
submitting to the test. In addition, if an industry is perceived by society as
having a legitimate need for drug-testing policies, then it stands to reason that
employees in this industry would perceive the need as significant (Crant &
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Bateman, 1989; Kelley, 1973). A perceived need for drug testing is often more
present in industries associated with the maintenance of public safety, industries
in which employee safety is at high risk, and in industries where employees put
large amounts of money at risk (e.g., banking, investment). Contrarily, if no such
industry characteristics are present, employees may be more likely to question the
need for a drug-testing program (Crant & Bateman, 1989).

There are several influential factors that may affect an employee’s
perception of drug testing. The level of employee interdependency in an
organization has been cited as an influencing factor in perceptions of drug-
testing business necessity (Crant & Bateman, 1989). When employees are highly
dependent upon one another to produce quality work, a drug-test may be
petceived as needed and/or appreciated. Employee petceptions of the need for
drug-testing policies are also influenced by the individual characteristics of
employees. An employee’s drug-related behaviors and attitudes, demographic
characteristics, use (or nonuse) of substances, general attitude toward substance
use and drug-testing, and personality type will impact that employee’s need
perception (Crant & Bateman). It is likely that an employee who has a negative
attitude towards drug use will feel a greater need for the presence of a drug-
testing program; positive attitudes towards use may result in lack of perceived
need. Finally, there is an expectation that an employee’s personality
characteristics will affect their drug-testing need perception. It is predicted that
acceptance and compliance will be observed among employees who are
characteristically authoritarian, and dogmatic, as well as those who have a more
external locus of control (Crant & Bateman, 1989; Steiner & Johnson, 1963;
Strickland, 1977). Other personality characteristics that play a role in need
perception are the level of an individual’s cognitive moral development,
perceptions of privacy invasion, discomfort associations, and fear of false
accusation (Crant & Bateman, 1989; Mastrangelo & Popovich, 2000; Rynes,
1993; Trevino, 1986).

Previous Hospitality-Focused Drug-Testing Research

While organizational justice theory has been used in previous drug-
testing literature, is has not yet been applied to similar studies in the hospitality
industry. Kitterlin and Erdem (2009) used in-depth interviews to explore
restaurant employee opinions and perceptions of substance abuse in the work
place and use of pre-employment drug testing policies. Results indicated that
restaurant industry employees held similar attitudes, beliefs, and perceptions
towards pre-employment drug-testing in the restaurant industry, and that the
majority of participants found this practice to be neither necessary nor beneficial
as compared to the time, money, and personal access involved. The study’s
results are limited, however, as the sample size was minimal (ten participants
working at two properties). A later study by Kitterlin and Moreo (2012) found
related results, indicating that properties with and without pre-employment drug-
testing policies displayed no significant difference in rates of absenteeism,
turnover, and work-related accidents.
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Despite the previous research that has been performed related to drug-
testing and employment, there are still numerous questions that remain
unanswered. Little research has been performed to assess either employee
responses in the hospitality industry or the holistic phenomenon of drug-testing
in the foodservice industry. A more comprehensive understanding of the drug-
testing in foodservice is necessary to fill obvious gaps in the literature, and to
pave the way for further empirical study.

Methodology

Qualitative methods are called for when a complex, detailed
understanding of the issue is needed, as well as when there is a desire to
understand the context in which study participants address the issue (Creswell,
2007). A phenomenological survey was employed in an attempt to “reduce
individual experiences with a phenomenon to a description of the universal
essence” (p. 58). When using this methodology, the researchers collect data from
persons who have experienced the phenomenon, the phenomenon in this
context being organizations’ decisions to employ or disregard the use of pre-
employment drug-testing in the foodservice industry. The phenomenological
survey method has been used previously across disciplines to collect
phenomenological data from larger numbers of patticipants (Jones, Fernyhough,
& Laroi, 2010; Nayani & David, 1996; Rudmin, 1994). For a greater
understanding of qualitative inquiry and research designs, including the
phenomenological approach, refer to Creswell (2007).

Data Collection

Responses were collected through four open-response survey questions,
the goal being to obtain as much information as possible from participants on
the specified subject or topic (Bogdan & Biklen, 2007). Data collection was
conducted online using the Qualtrics data collection service. Participants
received an email containing a brief explanation of the study and a link to the
instrument. Expected time required for completion was estimated at 15-20
minutes. Participation was voluntary, and all participants were asked the same
main questions. No incentive for participation was offered. Prior to beginning
the online survey, participants completed an online consent form.

Instrument

A review of the related literature provided the foundation for the four
survey questions. Participants were asked to provide their thoughts on,
perceptions of, and experiences with pre-employment drug-testing in the
foodservice industry especially as it relates to the work performance aspects of
employee absenteeism, turnover, and workplace safety. As is common-practice
in exploratory studies, a variety of demographic information was also collected
from participants, including age, gender, ethnicity, employment level (houtly or
management), employment area (front- or back-of-house), number of years
worked in the industry, and presence of a pre-employment drug-testing policy at
their current place of employment. Prior to data collection, the online
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instrument was pilot tested by twenty foodservice employees (ten houtly and ten
managers) to ensure appropriate and complete content, as well as clear and
concise questions.

Sample

A purposive sampling process employing criterion sampling strategy
was used in this study; the criteria being that participants must currently work in
the foodservice industry. A sample of 182 foodservice employees was compiled,
including 91 management staff and 91 hourly employees in a major southwestern
U.S. city. This location was selected for ease of access and to reach a sample
representative of this study population across the nation. Participants were
recruited using food service listservs and social media groups, as well as through
the regional chapter of the National Restaurant Association. The sample
included individuals working at properties both with and without existing pre-
employment drug-testing policies in place, and data collection was conducted
over a three-month period.

Data Analysis and Results
Data Analysis Procedures

When analyzing qualitative data in a phenomenological study, the
researcher attempts to reduce patticipant responses to significant statements (or
quotes), which are then combined into themes (Creswell, 2007). Analysis
consisted of the preparation and organization of the data, then reduction of the
data into themes through a process of coding and condensing the codes, which
could then represent the data in figures, tables or discussion. The content of
each participant response was broken into ‘data units’; this is described by Rubin
and Rubin (2005) as “the comments made” broken down into “blocks of
information that are examined together” (p. 202). Data units were then
combined across the responses to bring together discussions of concepts and
determine what each concept means.

Interpretive rigor was maintained during analysis through the use of
within-design consistency, conceptual consistency, and consistency of inferences
with each other within a study (Tashakkori & Teddlie, 2002). Participant
responses were double-coded and coded by multiple researchers. Detailed
records were kept of what and why interpretative decisions were made. Data
were classified using categorical aggregation, and a pattern of categories was
established (Creswell, 2007). Direct interpretation was used, and naturalistic
generalizations were developed (Creswell, 2007).

Participant Demographics

Participants were evenly divided into two groups, with 91 hourly
employees and 91 management/supervisoty staff. The majority of respondents
reported working in front-of-house positions (54.9%). A large percentage of
participants were White, non-Hispanic (69.2%) and male (67.0%). The majority
of respondents were between the ages of 22 and 40 (66.5%). Respondents had
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worked in the foodservice industry from 6 months to 45 years, with the average
respondent having worked 13 years in the industry (M = 13.18, SD = 10.34).
Nearly half of the respondents (47.8%) reported having had to submit to a pre-
employment drug-test prior to obtaining employment at their current positions,
while 52.2% reported that no such test had been required. A detailed report of
participant demographics is presented in Table 1.

FIU Reviesw Vol. 30 No. 1 Page: 41
Copyright © 2012 Florida International University. All rights reserved.



Table 1
Demographic Profile of Participants

Demographic Category N %
Age 18-21 years old 10 55
22-25 years old 49 26.9
26-30 yeats old 28 15.4
31-40 yeats old 44 24.2
41-50 years old 25 13.7
51-60 years old 18 9.9
61 years and over 8 4.4
Total 182 100.0
Gender Male 122 67.0
Female 60 33.0
Total 182 100.0
Race / Ethnicity African-American 5 2.7
Asian-Pacific Islander 20 11.0
Hispanic 21 11.5
White, non-Hispanic 126 69.2
Other 10 5.5
Total 182 100.0
Employment Level Hourly 91 50.0
Management 91 50.0
Total 182 100.0
Employment Area  Back-of-House 33 18.1
Front-of-House 100 54.9
Other* 25 13.7
Both 24 13.2
Total 182 100.0
PEDT Required Yes 87 47.8
No 95 52.2
Total 182 100.0

*Other employment areas included Food and Beverage Directors and Operations
Directors.
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Open Responses to Use of Pre-Employment Drug-Testing

The first open response item focused on pre-employment drug-testing
policies as they related to employee absenteeism, asking participants, “Do you
think that restaurants with pre-employment drug tests have a lower rate of
employee absenteeism? Why or why not?” Of the 182 participants, 47.8% of
participants answered “No”, and indicated that they did not believe that a pre-
employment drug test would reduce employee absenteeism in the full-service
restaurant industry; 33% percent responded “Yes”, and 19.2% did not provide a
response.

The second open response item focused on pre-employment drug-
testing policies as they related to employee turnover, asking participants, “Do
you think that restaurants with pre-employment drug tests have a lower rate of
employee turnover? Why or why not?” Of the 182 total participants, 46.2%
answered “No”, that turnover could not be reduced by the presence of a pre-
employment drug-testing policy; 30.2% answered “Yes” and 23.6% had no
response to this survey question.

The third open response item focused on pre-employment drug-testing
policies as they related to work-related accidents and injuries, asking participants,
“Do you think that restaurants with pre-employment drug tests have a lower rate
of employee accidents and injuries? Why or why not?” Of the total 182
participants, 38.5% of participants felt that accidents and injuries could be
reduced by the existence of a pre-employment drug-testing policy; 36.8% of
respondents felt that accidents and injuries among restaurant industry employees
would not be reduced by a pre-employment drug-testing policy, and 24.7%o0f
participants did not respond to this survey item.

The fourth (and final) question focused on overall feelings toward the
use of pre-employment drug-testing, asking participants, “What are your general
feelings about pre-employment drug-testing in the restaurant industry?” In
response to this item, 49% of the participants made comments that were not
favorable of pre-employment drug-testing in the full-service restaurant industry;
38% of respondents made favorable comments about the practice, and 13%
made comments that indicted they were indifferent of this practice. All
participants responded to this survey item. Table 2 displays the responses to
each of the four survey questions.
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Table 2
Responses to Use of Pre-Employment Drug-Testing

Survey Question N %

“Do you think that restaurants with pre-employment

drug tests have a lower rate of employee absenteeism?”  Yes 60 33.0
No 87 47.8
No response 35 19.2
Total 182 100

“Do you think that restaurants with pre-employment

drug tests have a lower rate of employee turnover?” Yes 55 30.2
No 84 46.2
No response 43 23.6
Total 182 100

“Do you think that restaurants with pre-employment
drug tests have a lower rate of employee

accidents/injuries?” Yes 70 385
No 67 36.8
No response 45 24.7
Total 182 100

“What are your general feelings towards the use of
pre-employment drug-testing in the restaurant

industry? In favor 69 38
Opposed 89 49
No response 24 13

Total 182 100

Themes, Ideas, and Theories

More participants indicated that they did not consider pre-employment
drug-testing to have a meaningful impact on work performance, and that they
were not generally supportive of the use of this practice. This, however, did not
represent an overwhelming majority opinion, thus themes were identified for
both those who were and were not supportive of the practice. Concepts and
themes were developed by evaluating the response conte