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Abstract: This study aims to investigate how sustainability communication on social media, by
retail fast-food chains, affects fast-food consumer behavior in terms of ascribed responsibility, felt
obligation, and green values for the promotion of sustainable actions. Data-based evidence from fast-
food customers in Malaysia established that sustainability communication increases the awareness
of responsibility and moral obligation to behave sustainably. The findings of this study show
that sustainability communication by retail fast-food chains leads to the improvement of the eco-
conscious behavior of fast-food consumers. This relationship is mediated by psychological factors
such as ascribed responsibility and felt responsibility and moderated by green values. The results
of this study show that Malaysian customers who feel more responsible and obligated are likely
to participate in sustainable behaviors. Furthermore, the high levels of green values enhance the
impact of sustainability messages, meaning that sustainable communication can indeed change
consumer behavior. This study supports the role of social media in improving the communication of
sustainability and adapting the message to consumers’ values. These findings offer useful insights
for fast-food firms that wish to enhance their sustainability initiatives and support the overall goals
of sustainable development. This research also enhances the theoretical knowledge by incorporating
both psychological and value-based factors into the model of sustainability communication, providing
further insights into the effects of the factors on consumer behavior. This research thus offers a
theoretical extension to the sustainability communication literature by considering psychological and
value-based factors and offers practical implications for fast-food chains to enhance their sustainability
communication and support sustainable development goals.

Keywords: sustainability communication; fast-food industry; consumer behavior; ascribed
responsibility; green values

1. Introduction

In the last few years, the issue of climate change and the need to embrace sustainable
measures has been at the forefront. This pressure is due to the rising trends in the occurrence
and intensity of climate-change-related disasters across the globe such as the recent heat
waves in Europe [1], floods in South Asia [2], and the fires in North America and Australia.
These events have highlighted the importance of acting quickly and in unison, with all
stakeholders, such as companies, states, and citizens. As climate impacts worsen, businesses
are increasingly addressing these challenges, recognizing their role in global sustainability
efforts [3,4]. Today’s consumers are more cautious of a company’s environmental and
social impact, driving businesses to embed sustainability into their core strategies [5]. The
main consequences of the failure to implement sustainable initiatives are reputational
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loss and market share shifts to competitors who act sustainably [6]. With billions of
active users, social media has enhanced the significance of corporate sustainability by
altering the manner in which companies interact with consumers [7,8]. It creates an
active dialogue where one can pass information on the functioning of the companies and
their sustainability measures [9,10]. Starbucks and Unilever, for instance, utilize social
media to communicate information on their sustainability policies and, therefore, influence
consumers with sustainability sensitivity [11,12].

This study aims to determine the effectiveness of sustainability-related communication
of retail fast-food chains on customers’ eco-consciousness in the context of social media.
Thus, the fast food industry has been one of the most discussed industries in the context
of globalization [13]. This sector is under immense pressure to change its operations,
given that it uses a lot of single-use plastics, produces a lot of food waste, and has a high
carbon footprint. McDonald’s, Starbucks, and Burger King among other multinational
companies have come up with measures to address this issue. For instance, McDonald’s has
committed to cut greenhouse gas emissions by 36% by 2030 and switch to more sustainable
packaging [14], while Starbucks has set goals to become ‘resource positive’ by eliminating
single-use plastics and encouraging reusables [15]. These commitments are in line with the
general trend of sustainability in the industry, but they also show how companies struggle
to change their business strategies to changing consumers’ needs and wants. Considering
this, our research aims to examine how sustainability communication by fast-food chains
affects consumers’ eco-conscious behavior. Given the fact that this industry has a great
influence on society and the fact that more and more people are concerned about the
environment and its protection, it is essential to discuss this issue to learn more about the
possibilities of how companies can contribute to the positive change in the environment.

Sustainability is a rather complex term [16,17], which includes a number of practices
and principles that are meant to help people meet their current needs without endangering
the ability of future generations to meet their needs [18,19]. Within the context of this study,
sustainability is defined across three interrelated dimensions: environmental, economic,
and social impacts. The environmental aspect involves the management of the environmen-
tal impacts of business activities through the reduction in wastes, efficient use of resources
and energy, and the reduction in greenhouse gas emissions [20,21]. For the fast-food in-
dustry, this entails measures such as minimizing the wastage of food, using degradable
packaging materials, sourcing food from nearby local farmers, and using efficient means
of preparing food. The economic aspect of sustainability is the ability to generate enough
income in the future through proper business practices that are in line with changing
consumer values of society. It encompasses the achievement of corporate goals while
adopting social responsibilities like correct pricing, proper sourcing, and proper supply
chain communication. The social aspect, on the other hand, encompasses ethical issues
including the provision of decent work, maintenance of decent working conditions, and
social development of communities. Thus, incorporating these dimensions, sustainability
is a comprehensive concept that complies with current consumer values and benefits the
company’s image and market position. In this context, we discuss the effects of sustainabil-
ity communication on consumer behavior in the fast-food industry and stress the necessity
to consider all three dimensions for sustainable strategies to be effective.

The fast-food industry’s environmental impact necessitates examining how companies
address sustainability and engage consumers via social media, a key communication tool
influencing sustainable choices [22]. Understanding consumer perception of these messages
and their influence on sustainable decisions is essential. This study contributes to business
sustainability by linking corporate sustainability communication with consumer values and
social media presence. It analyzes psychological and personal factors, such as perceived
responsibility and personal obligation, which motivate eco-friendly actions, as well as cul-
tural and personal environmental beliefs. The framework posits that ascribed responsibility
and felt obligation mediate the relationship between sustainability communication and
green behavior. Ascribed responsibility refers to consumers’ perceived self-responsibility
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for environmental outcomes aligned with business strategies [23], while felt obligation
denotes an ethical duty to act on sustainability messages [24]. Additionally, consumers’
green values are proposed as a moderator, reflecting their environmental concern and
influencing the impact of sustainability communication on eco-conscious behavior. By
integrating these psychological and value-based aspects, the framework provides insights
for businesses to influence consumer behavior regarding climate risk and sustainability,
offering practical implications for enhancing sustainability initiatives.

Since climate change affects every region in the world and not all people are aware
of the consequences [25,26], it is necessary to situate this research within a particular
geographical and cultural environment. Malaysia, as a rapidly developing country with
increasing urbanization, presents a unique environment in which to examine the nature of
sustainability communication by retail fast-food chains and the resulting environmentally
conscious behavior. In recent years, Malaysia has paid more attention to sustainability at
the national level and the corporate level, and it is an appropriate context to investigate how
firms can change consumers’ purchase intentions through sustainability messages. This
focus on Malaysia improves the knowledge of sustainable consumer behavior in developing
nations and provides suggestions for encouraging environmentally friendly practices in
similar markets. The fast-food industry in Malaysia has been growing at a very high rate
in the last few decades due to factors like increased population density, the emergence of
middle-income earners, and changes in society’s lifestyle where people have less time to
prepare their meals [27]. Some of the popular fast-food chains such as KFC, McDonald’s,
and Subway have also spread their branches across the country and have also created
employment opportunities. As of 2022, the food service industry, which encompasses
fast food, earned more than MYR 80.9 billion (USD 18.4 billion) in revenue and provided
numerous jobs throughout the country [28]. But this growth is not without some negative
impacts on the environment and society. The Malaysian fast-food industry is known to
consume a large quantity of single-use plastics, excessive packaging, and high energy
usage. Most of the outlets still use non-biodegradable products, which is not good for the
environment, especially with the increasing waste management issue in Malaysia. A survey
conducted by the Ministry of Environment and Water in the year 2023 revealed that the
food and beverage industry generated a high percentage of packaging waste in the country,
with plastics contributing to about 30% of total solid waste. With the awareness of these
problems among Malaysians, there is a rising concern for the improvement of sustainability
from fast-food companies. This is a problem and a potential issue on the part of the industry.
Therefore, sustainability initiatives, if well communicated through social media platforms,
can help the fast-food chains in Malaysia to minimize their environmental impacts while at
the same time capturing the market of environmentally conscious consumers.

Despite extensive research on sustainability communication and consumer behavior,
gaps remain, especially in emerging markets. To begin with, although prior studies in the
literature have focused on the effects of corporate sustainability practices on consumer
outcomes, few studies have investigated the effects of sustainability communication by
retail fast-food chains on environmentally responsible behavior in developing countries
such as Malaysia. Moreover, the bulk of the surveys are conducted in Western countries
where people are more conscious about the environment, and their expectations are also
high. This geographic and cultural bias poses a challenge to current findings, and it hampers
the chances of establishing how sustainability communication can be effectively enacted to
different consumers. On a further note, while previous studies have explored mediating
and moderating factors in the context of sustainable brands and consumer behavior, the
mediating roles of ascribed responsibility and felt obligation and the moderating role of
green value have not been explored in the context of the fast-food industry, in a unified
model. In our opinion, it is important to know these factors because they show how
psychological and value-based factors transform sustainability messages into consumers’
actions as mentioned by Ahmad, et al. [29]. Investigating these variables can reveal how
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consumers incorporate sustainability communication-related information that is critical for
companies that seek to encourage sustainable consumption.

Similarly, despite the fact that the moderating role of environmental values has been
investigated in different settings [30,31], the moderating effect of fast-food customers’ green
values in the fast-food industry, especially in the Malaysian context, has received limited em-
pirical attention. Considering the increase in the awareness of environmental responsibility,
it is essential to know how these values affect the sustainability communication–consumer
behavior relationship. Thus, studying this moderation effect is useful to understand how
to adapt sustainability communication to various consumer groups. Furthermore, despite
the effectiveness of social media as a communication platform, the effectiveness of sus-
tainability communication, particularly in influencing eco-conscious behavior through
social media, is still relatively in its infancy stage, particularly in the context of developing
economies. Since social media plays a crucial role in the consumer decision-making process,
the following research question should be raised: How can social media be utilized more
effectively to support sustainability in emerging markets such as Malaysia?

Our research addresses these gaps by proposing a dual mediating mechanism in-
volving fast-food customer-ascribed responsibility and felt obligation and by examining
the moderating role of fast-food customers’ green values. This study bridges research
gaps and offers a nuanced understanding of how sustainability communication influences
eco-conscious behavior in a specific cultural and industrial context. Focusing on Malaysia
enhances this study’s relevance, providing insights into sustainable consumer behavior
in a rapidly developing market, an often-overlooked perspective. This approach offers
businesses actionable insights to refine their sustainability strategies, making them more
effective in culturally diverse settings.

2. The Literature and Hypotheses
2.1. The Role of Sustainability Communication in Consumer Behavior

Social media has been seen as a good platform for communicating sustainability to
consumers to influence their behavior [32]. Facebook, Instagram, and Twitter are some of
the social media platforms that afford brands the chance to post sustainability messages and
influence consumers in terms of brand choice and consumption. These platforms have been
adopted by companies such as Patagonia and The Body Shop, among others, to promote
environmental causes and therefore enhance consumer engagement [33]. Sustainability
communication by fast-food chains relates to how the companies share information on
their environmentally friendly activities on their social media pages such as reducing
carbon emissions or the use of environmentally friendly packaging [9]. Such initiatives
can benefit from social media, as it facilitates communication with many consumers and
creates a dialogue that helps to promote the sustainability messages of the brands [34].
The eco-conscious behavior of fast-food customers is defined by the consumers’ decision
to purchase products from sustainable brands, select green products from the menu, and
minimize waste [35]. This change in consumer behavior is as a result of sustainability
communication, which influences attitudes and behaviors. This linkage is enhanced by
social media, as it makes sustainability activities more interactive and easier to adopt
by consumers, thereby influencing them to make the right decisions on the products to
purchase that are in line with the brand’s sustainability goals.

This research is grounded in signaling theory, which explains how firms communicate
sustainability objectives to consumers who cannot monitor internal processes. Previous
studies have applied signaling theory to assess the impact of CSR messages on consumer
perceptions and behaviors. For instance, Hysa, et al. [36] examined how sustainability
communication on social media affects trust and loyalty, while Chavez-Olivera, et al. [37]
explored sustainability signaling in the fast-food industry. Al-Adwan, et al. [38] used the
theory to investigate online purchasing intentions in e-retailing. These studies show that
signaling theory effectively explains how consumers interpret sustainability messages,
perceive brand commitment, and change buying behavior. We use signaling theory to
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understand how sustainability communication by fast-food chains in emerging markets like
Malaysia reduces information asymmetry, builds trust, and promotes pro-environmental
behavior through ascribed responsibility and felt obligation.

H1. Sustainability communication by retail fast-food chains through social media positively
influences fast-food customers’ eco-conscious behavior.

2.2. Ascribed Responsibility and Its Impact on Eco-Conscious Behavior

Sustainability communication by brands is one of the factors that play a significant
role in the shaping of customers’ perception of sustainability [39]. When brands share their
sustainability measures, they raise awareness on matters of sustainability and put emphasis
on the part that the company and consumers play in the sustainability process [36]. For
example, when a brand comes up with a campaign of reducing the carbon footprint or
using environmentally friendly products, it informs the consumer that being responsible is
everyone’s business. In our study, sustainability communication by fast-food chains has
the same effect on customers’ ascribed responsibility. By sharing information about their
environmental practices on social media, these chains imply that it is a collective effort
to promote such causes and change customers’ behavior, particularly in countries that
are gradually paying attention to environmental issues [40]. In the context of this study,
the relationship between fast-food customer-ascribed responsibility and eco-conscious
behavior is significant since it shows how the consumers’ awareness of the environment
is taken into account. If people are made to believe that they have a part to play in sus-
tainable consumption, then they will be more likely to act in a way that will support this
cause, for instance using products that are not hazardous to the environment or purchasing
products from brands that support sustainability [41]. Therefore, the fast-food industry
is an appropriate context to examine this correlation. It can be argued that when chains
come forward to reveal their sustainability practices, customers who are more sensitive
to their responsibilities opt for products that are eco-friendly, and this is a trend that has
been observed especially in sectors that are detrimental to the environment [37]. Previous
studies show that companies’ sustainability messages shape consumers’ sense of respon-
sibility. Kapoor, et al. [42] found that disclosing sustainability policies makes consumers
feel involved and motivates environmental protection, creating a collective action frame
that links awareness to action. Ascribed responsibility is crucial for eco-conscious behavior,
as individuals who perceive their actions as impacting the environment are more likely
to act pro-environmentally [43]. Wu and Yang [44] demonstrated that feeling accountable
alongside businesses increases environmentally friendly behaviors, while Abdou, et al. [45]
showed that high perceived responsibility leads to support for eco-friendly brands. Addi-
tional research supports ascribed responsibility’s role in green consumption, with Verma,
et al. [23] linking it to pro-environmental purchasing in green apparel and Dong, et al. [46]
noting that environmentally conscious consumers purchase low-carbon products and sup-
port sustainable businesses. Moreover, ascribed responsibility mediates the relationship
between sustainability communication and consumer behavior. Therefore, this study
proposes that ascribed responsibility mediates the relationship between sustainability
communication by retail fast-food chains and customers’ eco-conscious behavior.

As per the signaling theory, when firms convey their sustainability standards, they
change consumers’ attitudes and emotions [47]. When consumers receive these signals, they
may feel that they have no choice but to act in a ‘green’ manner, which is the connection
between sustainability communication and customer behavior. Thus, signaling theory
enables identifying how sustainability communication by fast-food chains affects consumer
responsibility, which results in the adoption of environmentally responsible actions and
makes ascribed responsibility the crucial mediator of this connection. Based on this line
of research, we propose that when fast-food consumers feel that they are responsible for
the environment, they will act in an environmentally friendly manner. Hence, we propose
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that fast-food customer-ascribed responsibility has a positive effect on fast-food customer
eco-conscious behavior.

H2. Sustainability communication by retail fast-food chains positively influences fast-food customer-
ascribed responsibility.

H3. Fast-food customer-ascribed responsibility positively influences fast-food customers’ eco-
conscious behavior.

H4. Fast-food customer-ascribed responsibility mediates the relationship between sustainability
communication by retail fast-food chains and fast-food customers’ eco-conscious behavior.

2.3. Felt Obligation and Consumer Motivation for Sustainable Actions

Sustainability communication by a brand affects the customer responsibility of the
customer, particularly their perceived responsibility [48]. When brands are able to communi-
cate their sustainability initiatives effectively, they are able to foster a sense of responsibility
among consumers to ensure that they stick to the brand’s cause. This is especially the
case when the communication is frequent, comprehensible, and aligns with the consumers’
self-identified values [49]. In our study, customers felt obligation could be influenced
by fast food chains’ sustainability communication. Since these chains propagate environ-
mentalism in their business operations, for instance in waste management or the use of
environmentally friendly products, customers will probably feel that they owe the chains
their patronage. This felt obligation of customers can be especially important in areas
where the awareness of the environment is increasing [50]. This may lead to the customers
perceiving the brand’s efforts and being motivated to make sustainable choices.

When customers feel a responsibility to preserve the environment, it has a profound
effect on their behavior, especially their environmental behavior [51]. Consumers feel that
when there is responsibility, there are actions that are taken, such as choosing environmen-
tally friendly products or reducing the impact on the environment. This obligation plays
the psychological motivation role that changes consumer status from awareness to action
by changing their buying behavior. In the fast-food industry, for instance, it may mean
not throwing away food or using environmentally friendly packaging. In particular, those
consumers who are motivated by guilt are more likely to engage in environmentalism
and therefore stress the importance of adequate communication on sustainability. More
informative is the mediator impact of felt obligation as far as the relationship between sus-
tainability communication and actual eco-conscious behavior is concerned. According to
signaling theory, the message that brands communicate about their sustainability activities
affects consumers’ personal values, including felt obligation [52]. This obligation describes
how consumers move from the awareness of sustainability messages to a change in their
behavior. Signaling theory is useful in studying how messages affect consumers’ behaviors
because it views messages as signals that induce change and is particularly pertinent for
sustainability communication where brand identity is important and messages need to be
kept simple.

H5. Sustainability communication by retail fast-food chains positively influences fast-food cus-
tomers’ felt obligation.

H6. Fast-food customers’ felt obligation positively influences fast-food customers’ eco-conscious
behavior.

H7. Fast-food customers’ felt obligation mediates the relationship between sustainability communi-
cation by retail fast-food chains and fast-food customers’ eco-conscious behavior.
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2.4. Green Values as Moderators of Sustainability Communication

Human values are key in shaping behavior and guiding decisions across contexts.
Personal values like environmental stewardship and altruism strongly influence how
individuals respond to stimuli, including marketing [53]. These values drive behaviors
aligned with one’s beliefs. For instance, those prioritizing environmental stewardship are
more likely to support sustainable practices, while those valuing social responsibility may
favor fair trade businesses [30]. It is also noted that values regulate behavior formation
even more when they are congruent with external messages, thus enhancing the stability of
behavioral intentions [54]. In the same way, when a message is congruent with a person’s
core values, then the message will create action [55]. On the other hand, if the message
does not fit into the consumer’s framework, then the consumer will not be motivated to
change his/her behavior.

In the context of the fast-food sector, the green value of customers can moderate the
extent of sustainability communication and eco-conscious behavior regulated by ascribed
responsibility and felt obligation. The message regarding sustainability is likely to be well
received by consumers with high green value, as the message aligns with their values [56].
When a consumer receives a signal from the brand that the brand cares for sustainability,
the consumer takes it as their responsibility to contribute to sustainability, hence practicing
sustainable behavior. It also increases the impact of the sustainability messages since
consumers are placed in a position to assume the responsibility of sustainability. This is
amplified by social media, where brands can continue to nudge the consumer, making them
feel responsible and engage in environmentally friendly behaviors. Similarly, consumers
with high green values may feel pressured when they realize that a particular brand aligns
itself with sustainability. This obligation is even higher when the messages from the
brand they follow are congruent with their attitude, and this compels them to behave
in an environmentally friendly manner [57]. Social media ramps this up by offering an
immediate means of engaging and publicly reinstating the shared commitment to be part
of the process of encouraging sustainability. In sum, fast-food customers’ green value
can be regarded as a significant moderator between sustainability communication and
eco-conscious behavior, particularly with the mediating roles of ascribed responsibility
and felt obligation. Thus, the messages that are associated with consumers’ green values
are more likely to be incorporated and result in responsible behavior of the brand. This
emphasizes the need to ensure that sustainability communication is carried out in a way
that appeals to the consumer’s value system, especially on social media where messages
can be customized to have the highest effect. Hence the following hypothesis can be posed:

H8. Fast-food customers’ green value moderates the mediated relationship between sustainability
communication by retail fast-food chains and fast-food customers’ eco-conscious behavior through
fast-food customer-ascribed responsibility (H8a) and through fast-food customers’ felt obligation
(H8b), such that the relationship is stronger when green values are high.

Figure 1 represents our conceptual model demonstrating how sustainability com-
munication influences eco-conscious behavior through the mediating effects of ascribed
responsibility and felt obligation, with green values moderating these relationships.
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Figure 1. Hypothetical model: sustainability communication by retail fast-food chains (SCRFFC), fast-
food customers’ green value (FFCGV), fast-food customer-ascribed responsibility (FFCAR), fast-food
customers’ felt obligation (FFCFO), and fast-food customers’ eco-conscious behavior (FFCECB).

3. Material and Methods
3.1. Participants and Data Collection Procedure

Data were collected using structured face-to-face questionnaires distributed to fast-
food customers in Kuala Lumpur, George Town, and Johor Bahru, Malaysia. These cities
were chosen for their high population density, cultural diversity, and concentration of
fast-food chains. Surveys were conducted at outlets with active sustainability initiatives
communicated through social media, excluding those without clear sustainability strategies.
Using G*Power 3.1, a sample size of approximately 400 was determined. We distributed
600 questionnaires and received 447 responses (74.5% response rate). After excluding
incomplete or unreliable responses, 409 questionnaires were included in the analysis,
exceeding the required sample size. Ethical considerations were thoroughly addressed.
Ethical approval was obtained, and informed consent was secured from all respondents,
ensuring confidentiality and anonymity [58–60]. The participants were informed of this
study’s purpose, their right to withdraw, and measures to protect their personal infor-
mation. The data were securely stored, accessible only to the research team, adhering
to ethical standards and protecting the participants’ privacy. The demographic profiles
of the respondents, reflecting diversity in age, gender, education, income, and fast-food
consumption frequency, are presented in Table 1.
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Table 1. Demographic information.

Demographic Variable Category Frequency (n) Percentage (%)

Age 18–24 102 24.90%
25–34 154 37.70%
35–44 85 20.80%
45–54 48 11.70%
55 and above 20 4.90%

Gender Male 186 45.50%
Female 223 54.50%

Education Level High School or Below 58 14.20%
Associate Degree 82 20.00%
Bachelor’s Degree 172 42.10%
Master’s Degree 79 19.30%
Doctorate 18 4.40%

Monthly Income (in MYR) Less than 5000 96 23.50%
5000–10,000 163 39.90%
10,001–15,000 92 22.50%
15,001–20,000 38 9.30%
Above 20,000 20 4.90%

Frequency of Fast-Food
Consumption Once a month or less 51 12.50%

2–3 times a month 138 33.70%
Once a week 96 23.50%
2–3 times a week 78 19.10%
Daily 46 11.20%

3.2. Measures

This study used established scales on a five-point Likert scale to measure the vari-
ables. Sustainability communication was assessed with 5 items like, ‘The retail fast-food
chains I patronize share information on social media about their efforts to reduce environ-
mental impacts’. These items were based on the work by Tanford, et al. [61]. Fast-food
customer-ascribed responsibility included 4 items such as, ‘I feel jointly responsible for
the environmental impact caused by the retail fast-food chains I patronize’. These items
were based on the work of Steg, et al. [62]. Felt obligation was measured with 4 items
borrowed from Chen, et al. [63], which included the sample item ‘I feel an obligation to
support eco-friendly fast-food services’. Eco-conscious behavior was assessed with 5 items
including the sample item ‘I always choose menu options that have the least environmental
impact’. These items were taken from Kautish and Sharma [64], which were originally
based on the work of Roberts and Bacon [65]. Green value was measured with 4 items
taken from Alagarsamy, et al. [66], with the sample item ‘It is important to me that the
food and services I use do not harm the environment’. Full list of items is available in
Appendix A.

To ensure data accuracy, both theoretical and empirical strategies minimized common
method and social desirability biases. Anonymity was assured, survey items were neutrally
worded, and question order was randomized. Empirically, Harman’s single-factor test
showed a minimal common method bias [67,68], and variance inflation factor (VIF) analysis
confirmed that all VIF values were below 3, indicating no significant multicollinearity. These
steps ensured robust findings, enhancing this study’s validity and reliability.

4. Results

Our methodological approach for data analysis is grounded in well-established proce-
dures commonly used in social science research to examine complex relationships among
variables. We employed Partial Least Squares Structural Equation Modeling (PLS-SEM)
using the SMART-PLS software version 3.28, which is particularly suitable for exploratory
studies that aim to develop theory and understand complex causal relationships [18,69,70].
PLS-SEM is widely recognized for its ability to handle complex models with multiple
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constructs and indicators while accommodating smaller sample sizes and non-normal data
distributions [71,72]. Given the complexity of our model, which includes mediating and
moderating variables, PLS-SEM was chosen to maximize explanatory power and assess
both direct and indirect effects.

The data analysis results from SMART-PLS are summarized in Table 2, showing factor
loadings, composite reliability, average variance extracted (AVE), and R Square values
for the study’s constructs: fast-food customer-ascribed responsibility (FFCAR), fast-food
customers’ eco-conscious behavior (FFCECB), fast-food customers’ felt obligation (FFCFO),
fast-food customers’ green value (FFCGV), and sustainability communication by retail
fast-food chains (SCRFFC). All factor loadings exceeded 0.60, ranging from 0.677 to 0.950,
indicating strong associations with their constructs. Composite reliability values were
above 0.70, confirming internal consistency [73–75], with FFCAR at 0.862, FFCECB at 0.927,
FFCFO at 0.942, FFCGV at 0.943, and SCRFFC at 0.917. AVE values were all above 0.50, indi-
cating good convergent validity. AVE ranged from 0.613 for FFCAR to 0.807 for FFCGV, with
FFCECB and FFCFO at 0.720 and 0.801, respectively. R Square values showed that SCRFFC
explained 51.2% of the variance in FFCAR (R2 = 0.512), 59.5% in FFCECB (R2 = 0.595), and
41.9% in FFCFO (R2 = 0.419), indicating moderate-to-substantial explanatory power, high-
lighting the impact of sustainability communication on customer responsibility, obligation,
and eco-conscious behavior. Figure 2 represents our measurement model.

Table 2. Data quality statistics of the measurement model.

Construct Item Factor
Loadings

Composite
Reliability AVE R Square Mean Mode Max Min

FFCAR 0.862 0.613 0.512
FFCAR1 0.825 3.6 4 5 1
FFCAR2 0.691 2.9 3 5 1
FFCAR3 0.9 3.8 4 5 2
FFCAR4 0.695 2.7 3 5 1

FFCECB 0.927 0.72 0.595
FFCECB1 0.906 3.9 4 5 2
FFCECB2 0.921 2.8 3 5 1
FFCECB3 0.794 3.2 3 5 1
FFCECB4 0.918 3.6 4 5 2
FFCECB5 0.677 2.5 3 5 1

FFCFO 0.942 0.801 0.419
FFCFO1 0.867 3.7 4 5 1
FFCFO2 0.95 3.4 4 5 2
FFCFO3 0.902 2.9 3 5 1
FFCFO4 0.86 3.1 3 5 1

FFCGV 0.943 0.807
FFCGV1 0.845 3.6 4 5 2
FFCGV2 0.939 3.9 4 5 2
FFCGV3 0.907 2.7 3 5 1
FFCGV4 0.898 3.3 3 5 1

SCRFFC 0.917 0.691
SCRFFC1 0.693 3.8 4 5 2
SCRFFC2 0.834 2.6 3 5 1
SCRFFC3 0.906 3.5 4 5 1
SCRFFC4 0.86 3.7 4 5 2
SCRFFC5 0.846 2.8 3 5 1

Table 3 shows the relationships between the variables. The square root of AVE values,
listed diagonally, exceeds inter-construct correlations, confirming strong discriminant
validity [76–79]. For example, the square root of AVE is 0.783 for FFCAR and 0.831 for
SCRFFC, indicating distinct constructs. Correlations among constructs range from 0.355 to
0.558. SCRFFC shows significant correlations with FFCAR (0.468), FFCECB (0.558), and
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FFCFO (0.520), suggesting that sustainability communication positively impacts customer
responsibility, obligation, and eco-conscious behavior. HTMT values, all below 0.90, further
confirm discriminant validity. The highest HTMT is 0.869 between FFCAR and FFCECB,
with others like 0.749 between FFCECB and FFCFO within acceptable limits. The f-squared
values show that SCRFFC has a strong effect on FFCAR (f2 = 0.473) and a moderate effect
on FFCFO (f2 = 0.314). SCRFFC’s effect on FFCECB is smaller (f2 = 0.042). FFCGV shows
a moderate effect on FFCAR (f2 = 0.135) and FFCFO (f2 = 0.100), highlighting its role in
shaping customer responsibility and obligation.
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Figure 2. Measurement model showing the relationships between sustainability communication
by retail fast-food chains (SCRFFC), fast-food customers’ green value (FFCGV), fast-food customer-
ascribed responsibility (FFCAR), fast-food customers’ felt obligation (FFCFO), and fast-food cus-
tomers’ eco-conscious behavior (FFCECB). The model includes factor loadings for each item and the
R-square values for the endogenous constructs.

Table 4 summarizes the relationships among key constructs, confirming all the pro-
posed hypotheses. Key findings include a modest positive impact of SCRFFC on FFCECB
with a path coefficient of 0.08, t-statistic of 2.537, and p-value of 0.011, supporting H1. A
stronger relationship exists between SCRFFC and FFCAR, with a path coefficient of 0.666, a
t-statistic of 13.812, and a p-value of 0.000, confirming H2. FFCAR’s significant impact on
FFCECB, with a path coefficient of 0.48, t-statistic of 8.794, and p-value of 0.000, supports H3,
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indicating that customers who feel responsible are more likely to engage in eco-conscious
behavior. The mediation effect of FFCAR between SCRFFC and FFCECB (H4) is supported,
with a path coefficient of 0.32, t-statistic of 8.123, and p-value of 0.000, emphasizing ascribed
responsibility’s role in translating communication into action. The strong link between
SCRFFC and FFCFO, with a path coefficient of 0.59, t-statistic of 10.3, and p-value of 0.000,
validates H5, showing that communication fosters customer obligation. The direct impact
of FFCFO on FFCECB (H6) is confirmed with a path coefficient of 0.263, t-statistic of 5.172,
and p-value of 0.000, demonstrating that felt obligation drives eco-conscious behavior. The
mediation effect of FFCFO between SCRFFC and FFCECB (H7) is also supported, with a
path coefficient of 0.155, a t-statistic of 4.812, and a p-value of 0.000, confirming its key role.

Table 3. Correlations and discriminant validity.

Construct Item Square Root
of AVE Correlations HTMT f-Squared

FFCAR 0.783 FFCAR: 1 FFCAR: 1
FFCECB: 0.355 0.869
FFCFO: 0.443 0.695
FFCGV: 0.530 0.6 0.135
SCRFFC: 0.468 0.594 0.473

FFCECB 0.849 FFCAR: 0.355 0.869
FFCECB: 1 FFCECB: 1
FFCFO: 0.416 0.749
FFCGV: 0.505 0.505
SCRFFC: 0.558 0.6 0.042

FFCFO 0.895 FFCAR: 0.443 0.695
FFCECB: 0.416 0.749
FFCFO: 1 FFCFO: 1
FFCGV: 0.485 0.5 0.1
SCRFFC: 0.520 0.53 0.314

FFCGV 0.898 FFCAR: 0.530 0.6
FFCECB: 0.505 0.505
FFCFO: 0.485 0.5
FFCGV: 1 FFCGV: 1
SCRFFC: 0.450 0.475

SCRFFC 0.831 FFCAR: 0.468 0.594
FFCECB: 0.558 0.6
FFCFO: 0.520 0.53
FFCGV: 0.450 0.475
SCRFFC: 1 SCRFFC: 1

The moderating role of FFCGV is confirmed in both mediation pathways. FFCGV
strengthens the mediation of FFCAR on FFCECB (H8a, p = 0.000) and the mediation of
FFCFO on FFCECB (H8b, p = 0.001). This highlights the importance of green values in
enhancing sustainability communication through ascribed responsibility and felt obliga-
tion. Sustainability communication directly positively impacts eco-conscious behavior (H1),
supporting Sunarya, et al. [32], who found that sustainability messages on social media
boost consumer engagement and sustainable purchases. Psychological factors, ascribed
responsibility, and felt obligation mediate this relationship (H4, H7), as Han, et al. [24]
showed, indicating that perceived responsibility drives sustainable actions. Additionally,
green values moderate the impact of sustainability communication (H8a, H8b), aligning
with Shao, et al. [55], who demonstrated that green values enhance CSR message effec-
tiveness. These findings suggest that fast-food companies should align their sustainability
messages with consumers’ green values to increase effectiveness. The full structural model
of the research is presented in Figure 3.
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Figures 4 and 5 illustrate simple slope analysis for the moderation effect of FFCGV
on the relationships between SCRFFC and both FFCAR and FFCFO. In Figure 3, the in-
teraction between SCRFFC and FFCGV on FFCAR is depicted. The slopes show that
as FFCGV increases (from −1 SD to +1 SD), the positive impact of SCRFFC on FFCAR
strengthens. At higher levels of FFCGV (+1 SD), the slope is steepest, indicating that
customers with stronger green values are more responsive to sustainability communica-
tion, leading to a greater sense of ascribed responsibility. Conversely, when FFCGV is
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low (−1 SD), the relationship between SCRFFC and FFCAR is weaker, suggesting that
customers with lower green values are less influenced by sustainability communication in
terms of feeling responsible.
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Similarly, Figure 4 illustrates the moderating effect of FFCGV on the relationship
between SCRFFC and FFCFO. The pattern is consistent with that observed in Figure 3,
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where the slope increases as FFCGV rises. This indicates that the effect of SCRFFC on
felt obligation is more pronounced among customers with higher green values. At +1 SD
of FFCGV, the slope is steepest, showing that these customers are more likely to feel
obligated to support sustainability efforts when exposed to sustainability communication.
At lower levels of FFCGV (−1 SD), the impact of SCRFFC on FFCFO is weaker, reflecting a
diminished sense of obligation among customers with lower environmental values.

Table 4. Hypotheses summary.

Path Path
Coefficient

Standard
Deviation
(SD)

t-Statistic p-Value
Lower
Confidence
Interval (2.5%)

Upper Confidence
Interval (97.5%) Hypothesis

SCRFFC → FFCECB (H1) 0.08 0.031 2.537 0.011 0.023 0.144 Accepted
SCRFFC → FFCAR (H2) 0.666 0.048 13.812 0 0.572 0.761 Accepted
FFCAR → FFCECB (H3) 0.48 0.055 8.794 0 0.366 0.584 Accepted
SCRFFC → FFCAR →
FFCECB (H4) 0.32 0.039 8.123 0 0.236 0.393 Accepted
SCRFFC → FFCFO (H5) 0.59 0.057 10.3 0 0.484 0.712 Accepted
FFCFO → FFCECB (H6) 0.263 0.051 5.172 0 0.161 0.365 Accepted
SCRFFC → FFCFO →
FFCECB (H7) 0.155 0.032 4.812 0 0.095 0.222 Accepted
SCRFFC*FFCGV →
FFCAR → FFCECB (H8a) 0.136 0.028 4.844 0 0.085 0.193 Accepted
SCRFFC*FFCGV →
FFCFO → FFCECB (H8b) 0.065 0.02 3.228 0.001 0.028 0.107 Accepted

5. Discussion

The results of this study have implications for sustainability communication and
Malaysian consumer behavior in the fast-food sector. Overall, our study underlines the
importance of sustainability communication by retail fast-food chains with regard to
consumers’ attitudes and behaviors in terms of ascribed responsibility, felt obligation,
and eco-consciousness. This is in line with prior research that posited that although
sustainability communication affects customers’ eco-consciousness [39,80], other factors
are also potent in determining fast-food customers’ eco-conscious behaviors. Our study
also revealed a positive correlation between sustainability communication and fast-food
customer-ascribed responsibility, further confirming the notion that better communica-
tion makes consumers more responsible for environmental impact [36,40]. The ascribed
responsibility that affects eco-conscious behavior appears to be a significant mediator be-
tween sustainability communication and consumer behavior, thus supporting the findings
of Chavez-Olivera, et al. [37] and Martínez-Sala, et al. [22] about the role of consumer
responsibility in sustainable consumption.

In addition to this, the result of this study also provides evidence to support the
hypothesis that sustainability communication has a significant relationship with fast-food
customers’ felt obligation. This is in consonance with the contention that consumers who
receive signals that a particular firm is concerned with sustainability will feel that it is
morally right for them to support the firm’s cause [50]. The same as ascribed responsibility,
felt obligation acts as a mediator between the reception of sustainability communication
and real sustainable behaviors, which contributes to the comprehension of the psycho-
logical processes of consumers’ actions in relation to sustainability. Another factor is the
fact that fast-food customers’ green values intervene between the impact of sustainability
communication on ascribed responsibility and felt obligation. As in previous studies on the
significance of personal values for consumer behavior [30], it is demonstrated that green
values support the role of sustainability communication. Such evidence implies that sustain-
ability communication should be appealing to consumers with concern for environmental
sustainability. Green consumers are more likely to engage with the company’s messages;
hence, they are more responsible and have perceived responsibility. This is in concord with
other studies on values-based marketing that argue that when consumers are exposed to
marketing communication messages, they are likely to pay attention if the messages contain
values that are congruent with those of the consumer [53]. Drawing on signaling theory,
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our study highlights the role of sustainability communication in reducing information
asymmetry between fast-food chains and Malaysian consumers. Firms use sustainability
messages to influence consumer perceptions and behaviors concerning the environment.
Our findings show that well-communicated sustainability initiatives signal trustworthi-
ness, increasing consumer patronage, especially in fast-food markets where sustainability
practices are not directly observable. Ascribed responsibility and felt obligation mediate
how these signals lead to sustainable purchasing decisions. This research extends signaling
theory by demonstrating its applicability to sustainability communication and consumer
behavior in the fast-food industry, supporting the idea that effective communication fosters
brand loyalty. This study contributes to understanding how sustainability communication
in retail fast-food chains affects consumer behavior through ascribed responsibility, felt
obligation, and green values. Sustainability communication directly predicts eco-conscious
behavior, supported by mediating factors like ascribed responsibility and felt obligation,
indicating that consumers internalize sustainability messages and feel responsible for en-
vironmental outcomes [43,44,81]. This enriches theoretical approaches to sustainability
communication, aiding further research and practical applications in the fast-food sector.

Additionally, this research adds to knowledge on sustainability communication’s
impact in Malaysia, an emerging economy with growing environmental awareness [27].
Despite environmental concerns like packaging waste and energy use in Malaysia’s fast-
food industry, effective sustainability communication from fast-food chains increases con-
sumers’ ascribed responsibility and felt obligation, enhancing their eco-consciousness.
Moreover, green values significantly amplify these effects among consumers with strong
environmental concerns, suggesting that fast-food chains in Malaysia should align sustain-
ability messages with cultural norms and environmental values to promote sustainable
consumer behavior.

5.1. Theoretical Implications

Conclusively, the insights of this research provide a valuable theoretical contribution
to the understanding of sustainability communication and consumer behavior, especially
in the fast-food sector. Hence, our study contributes to the literature by applying the psy-
chological factors of ascribed responsibility and felt obligation to show that sustainability
communication has an indirect effect on fast-food consumers. The findings of this study
negate the idea that sustainability communication is enough to foster environmentally
sensitive behavior. Unlike previous research, which focuses on direct effects, this research
indicates a more intricate relationship, based on different psychological mechanisms. In this
study, ascribed responsibility and felt obligation are combined, and it is shown that these
constructs are indeed crucial in bridging the communication gap between sustainability
communications and eco-conscious behavioral change. This theoretical extension moves
the discussion from the level of communication effectiveness to the level of cognitive and
affective variables.

Our study also examines the moderating effects of green values, which present a
theoretical framework that helps explain variability in reactions to sustainability communi-
cation. This study’s identification of green values as magnifying the effect of sustainability
communication on both ascribed responsibility and felt obligation is a critical contribution
to the literature, revealing the importance of value congruency in marketing communica-
tion. Apart from that, our study highlights the importance of social media in sustainability
communication. The dynamic and two-way nature of social media allows for the sharing
of sustainability messages and discussions with a large audience. This research contributes
to the theoretical development of sustainability communication by identifying the role of
social media in enhancing communication impacts, particularly for the green-consumption
segment. In general, the theoretical contributions concern CSR and the consumer decision-
making process. Hence, our research based on the fast-food industry, which is largely
associated with negative impacts on the environment, gives a new insight into enhancing
consumer attitudes and behaviors towards sustainability through better implementation
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of communication strategies and consumer psychology. This advances the CSR litera-
ture by demonstrating that, despite operating in a hostile environment, improvement in
communication strategies leads to positive results.

This study supports and expands the existing knowledge on sustainability communi-
cation and consumer behavior. Consistent with Kong, et al. [9], it finds that sustainability
communication positively influences sustainable consumption and further identifies as-
cribed responsibility and felt obligation as mediators, extending Han, et al. [24]’s work
from airlines to fast food. Additionally, it contributes to Riva et al.’s [82] study by exploring
environmental values as moderators. This comprehensive framework defines mediators
and moderators of sustainability communication and consumer behavior, enhancing the
theoretical understanding of behavior change mechanisms. Furthermore, this research
enriches signaling theory by demonstrating that sustainability communication acts as
credible signals that reduce information asymmetry and influence consumer behavior in
the fast-food industry. Building on Chavez-Olivera, et al. [37], it reveals that these signals
operate through psychological factors like ascribed responsibility and felt obligation, offer-
ing a nuanced perspective on how sustainability messages are decoded and acted upon
by consumers.

5.2. Practical Implications

The practical implications of this research are relevant for the fast-food industry in
Malaysia, particularly for enhancing sustainability initiatives and consumer engagement.
Based on the extent to which fast-food chains’ sustainability communication influences
consumers’ decision making, it is vital for firms to communicate sustainability efforts in a
clear and coherent manner. This includes drawing attention to mitigation measures and
stressing that everyone bears the responsibility of preserving the environment. Thus, fast-
food chains can promote more environmentally friendly actions by increasing the perceived
level of ascribed responsibility. One of the suggestions for fast-food chain organizations is
to incorporate information on sustainability into other forms of communication such as
social media. In our study, we have emphasized the contribution of social media in the
sharing of sustainability information and interacting with customers. Businesses should
leverage social media’s interactive nature to develop informative and engaging campaigns
that can include customers in sustainability activities like the promotion of environmental
causes or sustainable products such as environmentally friendly foods. It can be argued
that this approach can enhance the effectiveness of sustainability communication among
consumers with high green values.

The study therefore emphasizes the need to integrate sustainability communication
with the consumer’s psychological motives, including perceived moral obligation and
personal norms. This implies that fast-food companies should incorporate messages that
appeal to the moral and ethical conscience of consumers. Targeted communication initia-
tives that deal with ethical obligations can encourage sustainable actions and actions on
the part of the customer, strengthening the emotional connection. For example, when using
real-life stories in marketing campaigns to illustrate why people have to adopt sustain-
able practices, the feeling of responsibility is improved. In addition, the awareness and
legalization of sustainable practices should also be enhanced as well. This can be achieved
by attaining certification from third-party agencies, partnership with environmental or-
ganizations, or reporting on sustainability performance measures. Providing information
on the impact on the environment and initiatives in a factual and easily traceable manner
is one of the factors that can become a key factor in building trust, which is important
for creating long-term consumer loyalty and a positive brand image. Therefore, it can
be concluded that fast-food chains have great potential to influence consumers’ behavior
through sustainability communication. That is, change in companies’ behavior towards
environmentally friendly products, differentiation from competitors, and the overall goal
of environmental sustainability, alongside the enhancement of the company’s image, can
increase customer loyalty.
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From a practical point of view, it is important to appreciate the significance of sus-
tainability communication as a means of signal credibility and communication consistency.
According to this study, consumers prefer to engage with sustainability messages that
they consider authentic and consistent with the overall brand image. From this, it can be
inferred that fast-food chains should concentrate on the clear messaging of sustainability
initiatives and messages across various platforms, especially social media, since consumers
are active in these platforms. Furthermore, the implications of ascribed responsibility and
felt obligation as mediators of the relationship indicate that companies need to develop
messages that not only provide information but also make consumers feel that they also
have a responsibility to perform an action. This means that appeals that involve public
participation, for instance ‘let’s all reduce waste’ or ‘let’s all go green’, could be very in-
fluential in creating eco-consciousness. Finally, since green values influence consumers’
perceptions, fast-food chains should categorise their audience by environmental conscious-
ness and use the right messages that appeal to the customer’s green values. For example,
for eco-conscious consumers, additional information about particular sustainability efforts
(for example, supply chain and packaging) may be more effective. For consumers who
are not inclined towards the protection of the environment, more information-based cam-
paigns that create awareness and then, over time, create a new culture of environmental
conservation could be more effective. With such knowledge, fast-food chains are able to
enhance the relevance of their sustainability communication strategies with regard to the
psychology of consumers and, thus, promote longer-lasting positive behavioral changes.

5.3. Limitations and Future Research Directions

Despite the insights generated from this study on the effects of sustainability commu-
nication on Malaysian consumers’ behavior in the fast-food sector, this research has some
limitations. First, this study uses cross-sectional data, which makes it difficult to establish
causality between the variables. A longitudinal examination could provide more insight
into how these associations change over time. Furthermore, this study is conducted within
the context of the fast-food industry, and, thus, the results may not be applicable to other
industries or geographical locations. Future research could investigate such dynamics in
other industries or cultural contexts to increase the external validity and generalizability
of the findings. Furthermore, it is important to note that there are other psychological or
contextual factors that could be equally influential in determining the extent and nature
of eco-conscious behavior and that are not addressed in this study, including consumer
knowledge or peer pressure. Moreover, as the use of social media expands in the future,
more research can be conducted on the features of social media platforms that are more ef-
fective in promoting sustainable consumer behaviors for a better understanding of efficient
digital communication strategies.

6. Conclusions

This paper offers a systematic review of how sustainability communication by retail
fast-food chains affects Malaysian consumers’ behavior through perceived ascribed respon-
sibility and felt obligation, with green values as a moderator. This study shows that positive
sustainability messages that are well articulated can make a huge difference in encouraging
the customers of fast foods to be environmentally friendly if the messages are in tandem
with the ethical and moral reasoning of the customers. By incorporating these psychological
factors, this research goes beyond the simple direct effects of sustainability communication
on behaviors and provides an understanding of the processes by which these effects occur.
Practical implications include the suggestion that fast-food companies ought to ensure
they have clear, coherent, and interesting sustainability communication that incorporates
the use of social media and consumer values in the process of communicating about the
sustainable practices that are expected from consumers. Although this study has its limita-
tions, it presents several opportunities for further research, especially in understanding the
sustained impact of sustainability communication across various industries and cultures. In
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conclusion, this study advances both the theoretical and practical knowledge of the fact that
sustainability communication, if properly designed and delivered, can be a potent means
of influencing consumers’ behavior. In conclusion, as the fast-food industry continues to
learn ways of minimizing its effects on the environment, this research offers firms a guide
on how to improve their sustainability and customer relationships.
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Appendix A. Survey Items

Construct Items

Fast-Food Customer-Ascribed
Responsibility I feel jointly responsible for the environmental impact caused by the retail fast-food chains I patronize.

I feel jointly responsible for the depletion of natural resources due to the operations of the retail
fast-food chains I frequent.
I feel jointly responsible for the carbon footprint generated by the retail fast-food chains I choose.
I believe my contribution to the environmental problems caused by retail fast-food services is negligible.
Not only the government and industry are responsible for the high energy consumption levels in retail
fast-food services, but I am too.
I believe that individuals alone cannot significantly contribute to the reduction of environmental
problems caused by retail fast-food services.

Fast-Food Customers’ Green Value It is important to me that the food and services I use do not harm the environment.
I consider the potential environmental impact of my choices when ordering from retail fast-food chains.
My food preferences are influenced by my concern for the environment.
I am concerned about wasting the natural resources involved in producing and delivering the
food I consume.
I would describe myself as an environmentally responsible fast-food customer.
I am willing to be inconvenienced in order to choose options that are more environmentally friendly
when dining at retail fast-food chains.

Fast-Food Customers’ Felt Obligation I feel an obligation to support eco-friendly retail fast-food services to help them achieve their
sustainability goals.
I feel personally responsible for the success or failure of green initiatives at the retail fast-food
chains I frequent.
I feel a sense of obligation to participate in all aspects of sustainable practices at retail fast-food chains.
I feel an obligation to ensure I choose high-quality, eco-friendly options from retail fast-food menus.
I would feel an obligation to educate others about the benefits of eco-friendly retail fast-food services
if required.
I would feel guilty if I do not support green initiatives at retail fast-food chains.
I feel that any obligation I must perform related to choosing eco-friendly options at retail fast-food
chains is important.

Sustainability Communication by Retail
Fast-Food Chains

The retail fast-food chains I patronize disseminate information on social media regarding their efforts to
reduce environmental impacts.
The retail fast-food chains I patronize support local communities through sustainable and responsible
sourcing, as shared on social media.
The retail fast-food chains I patronize promote sustainability in their food preparation and delivery
processes on social media.
The retail fast-food chains I patronize raise awareness on social media about the serious problem of
food waste.
The retail fast-food chains I patronize highlight their water conservation efforts in food preparation on
social media.
The retail fast-food chains I patronize emphasize the importance of energy efficiency in their operations
to reduce greenhouse gas emissions on social media.
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Construct Items

Fast-Food Customers’
Eco-conscious Behavior

When given a choice, I always choose menu options that contribute to the least amount of
environmental impact.
I understand the potential damage to the environment that some food choices can cause, so I do not
order those items.
I have switched to more eco-friendly options at retail fast-food chains for ecological reasons.
I have convinced some members of my family and friends not to order menu items that are harmful to
the environment.
When given a choice between two equal options, I always prefer the one which is less harmful to other
people and the environment.
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