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Abstract

One of the biggest contemporary challenges of management in the food service sector
is the highest consumer food leftovers which points to room for improvements in this
area. Buffet leftovers are also a serious concern for hotels in the developing countries
due to several negative consequences on the environment and food resources and
security. Therefore, it is a focal point of interest in media, politics, research, and
business. Guest behavior is claimed to be the main cause of food leftovers at the
consumption stage. So, the research aims to explore factors affecting guests’
consumption behaviors toward open buffets to avoid food leftovers in Sharm El
Sheikh hotels.

The present study employs a quantitative method to achieve its aim. Data collection
technique for the study is a structured questionnaire to collect data from 314 guests at
five-star hotels in Sharm EI Sheikh which counted 33 hotels to perceive their opinions
about factors that lead to food waste in the hotel sector. Statistical analyses were
performed using the Statistical Package for Social Sciences (SPSS version 22)
software. Statistical results were considered significant at p < 0.05. The researchers
selected a convenient sample of guests. Data collection was carried out during
February 2018. The collection of data combined visual measurement of individual
plate leftovers via photographs together with an online (smartphone optimized)
questionnaire.

The study has tested six hypotheses of how these factors (subjective norms,
demographic, personal beliefs, attitudes, food traits and internal and external
environment motives) affecting the dependent variable (consumers' behavioral
intention) and how intention affects actual buffet leftovers behavior. The study has
revealed very useful results in the way it explored the perceptions of guests on factors
lead to form their behavioral intention toward open buffet leftovers. Meanwhile, this
mediator factor behavioral intention showed a significant positive effect on actual
buffet leftovers behavior (dependent variables)

Keywords: Open Buffet, Leftovers, Hotels, Guest Behaviors, Egypt

Introduction

Egypt's Visitor Arrivals recorded 8,292,426 person in Dec 2017, compared with
5,399,453 person in the previous year. Egypt's Visitor Arrivals data is updated yearly,
available from Dec 1982 to Dec 2017. The data reached an all-time high of
14,731,000 person in Dec 2010 and a record low of 1,311,500 person in Dec 1986.
Financial Data & Economic Indicators (CEIC) calculates annual Visitors Arrivals
from monthly Visitors Arrivals. The Ministry of Tourism provides Visitors Arrivals
(CEIC, 2017).

South Sinai hotel room occupancy rate was reported at 43.50 % in Dec 2015. This
records a decrease from the previous number of 61.70 % for Dec 2014. Egypt’s Hotel
Room Occupancy Rate: Average: South Sinai data is updated yearly, averaging 70.00
% from Dec 1995 to 2015, with 21 observations. The data reached an all-time high of
81.00 % in 1999 and a record low of 43.50 % in 2015 (CEIC, 2017).

Egypt’s GDP: Tourism data was reported at 29,808.56 EGP mn in Mar 2018. This
records an increase from the previous number of 29,054.75 EGP mn for Dec 2017.
Egypt’s GDP: Tourism data is updated quarterly, averaging 9,381.10 EGP mn from
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Sep 2001 to Mar 2018, with 67 observations. The data reached an all-time high of
29,808.56 EGP mn in Mar 2018 and a record low of 992.20 EGP mn in Dec 2001
(CEIC, 2017).

Thematic Background

Silvennoinen et al. (2015) indicated that one of the biggest contemporary challenges
of management in the food service sector is the highest consumer food waste which
point to room for improvements in this area. Thyberg and Tonjes (2016) cleared that
food systems’ impact on natural resources such as water, land, climate and on the
economy, as well as on ecosystems. So, it has become obvious that food leftovers are
a focal point of interest in media, politics, research, and business (Buzbyet al, 2014).
According to Aschemann-Witzel., (2015) roughly one-third of edible food is wasted
by consumers globally every year, approximately 1.3 billion tons; much of this is
wasted in hotels and restaurants (Gustavsson et al, 2011; Papargyropoulouet al, 2016).
Farr-Wharton et al. (2014) emphasized that as a basic need, food consuming will
continue to exist. However, it is also influenced by a lifestyle and culture (Onwezen et
al, 2013; Kniazeva and Venkatesh, 2007). Different lifestyles and cultures lead to
different types of food consuming behaviors (Bae et al, 2010 and Gilg et al, 2005).
So, Mirosa et al. (2016) have noted that eating can tell us something about ourselves
and about our place.

Charlebois et al. (2016) agreed with Stancu et al., (2016) that eating patterns
worldwide have changed completely, including food choices and preparation. Food
choice also plays an essential role in the symbolic, economic, and social aspects of
life as it is a way to express preferences, identities, and cultural meanings (Sobal et
al., 2006). Stancu et al. (2016) and Visschers et al., (2016) showed that many studies
have focused on the number of food leftovers and not on the factors and reasons
behind it. Melbye et al. (2016) explained that the illustrative framework of the
dimensions of avoidable food leftovers is still missing. So, the aim of this research is
to contribute to this research gap and explain the complex issue of food leftovers and
the factors and reasons behind its generation in the foodservice sector. In general,
food researchers agree that these factors can be classified into three broad categories
Cultural and religious, the food, and the environment socio-demographic factors
(Halloran et al, 2014, Principato et al, 2015; Setti et al, 2016; Stancu et al, 2016).

Literature Review

According to Buzby et al. (2014) and Neff et al. (2015) consumer food leftovers in
food services relates to menu offerings, taste, portion sizes, and serving styles, In
addition to consumers’ consumption attitudes and subjective norms. Hence, various
studies assumed that food leftovers originating from consumers in the hotel sector
may depend on both service-related aspects and personal factors (Kim et al, 2009; and
Melbye et al, 2016).

Lebersorger and Schneider (2011) defined food leftovers as "the edible part that is
left in the plate after the meal, and the non-edible part such as food additives,
flavorings, cooking oil, and bones are not counted in our measurement™ (Mirosa et al,
2016). Parizeau et al. (2015) agreed with Stefan et al. (2013) that change in attitude
and behavior among food consumers could lead to reduced food leftovers and a more
sustainable lifestyle.
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Motives of Buffet leftovers

Stancu et al (2016) stated that food leftovers are not dominated by a certain type of
food but rather diverse. However, the main five types of food leftovers in hotel buffet
are represented in starch such as potatoes, rice, and pasta; vegetables; sauce; desserts
and meat and fish (Heikkild et al, 2016). Sirieix et al (2017) showed that there are
many reasons and causes for buffet leftovers in the hotel sector and effect on food
consumption behaviors such as economical, personal, psychological, social, cultural
and marketing factors that shape preferences and behaviors (Calvo-Porral et al, 2016).
It is widely acknowledged that consumer decisions are derived from a complex
process (Olsson, 2017). Ones' knowledge, beliefs, attitudes, and behavior are formed
interdependently (Kiriakidis, 2015; Koster, 2009). So, Onwezen et al (2013) assured
that food consumers must adopt environmentally friendly behaviors. Adoption of
these behaviors is especially vital for the hotel sector, which has a responsibility to
contribute to environmental conservation (Verain et al, 2015; Gilg et al, 2005; Peattie,
2010; Lea and Worsley, 2008).

The theory of planned behavior (TPB) and Determinants of buffet leftovers

Visschers et al. (2016) cleared that the main assumption of the TPB is that behavioral
intention is the immediate precursor of behavior and combines three types of
consideration attitude, subjective norms, and behavioral control. Melbye et al (2016)
defined attitude as a generally positive or negative evaluation, which summarizes
behavioral beliefs that people hold about the probable consequences of the behavior
(Neff et al, 2015). Kiriakidis, (2015) summarized that subjective norms represented in
people’s beliefs about what other relevant people think they ought to do. Finally,
Feber (2017) agreed with Heikkild et al, (2016) that perceived behavioral control
reflects people’s beliefs about the potential factors that help or impede them from
adopting the behavior.

Graham-Rowe et al (2015) indicated that TPB relies on the theory of planned
behavior to investigate consumer food leftovers. To date, none study has applied the
conceptual framework to open buffet in Egyptian hotel sector (Parizeau et al, 2015).
Many studies showed that a positive attitude toward open buffet service leads to the
intention to try and choose the buffet food and to recommend it to others (Huang and
Hsu, 2009; Lee, 2009). Kiriakidis, (2015) mentioned that consumers with the
intention for effective buffet leftovers management and who perceive high behavioral
control are more likely to have a more positive attitude towards the adoption of
efficient and effective buffet leftovers management when compared to those who do
not have the intention for effective and efficient food leftovers management or those
who perceive low control over food leftovers (Melbye et al, 2016).

Chang et al. (2011) agreed with Desmet et al. (2008) that people generally prefer
foods that they are familiar with as well as individual’s past experience with a food
contribute to the development of food memories which are associated with the
sensory attributes of the food (Papargyropoulou et al, 2016; Chang et al,2011).
Calvo-Porral et al. (2016) assured that hotel buffet decoration, music, lighting, and
architecture play a focal role in consumers' food consumption, and are considered
sensory issues perceived by consumers ‘five senses and are accepted as a physical
motivator (Kiriakidis, 2015).

H1: consumers' intention has a significant positive impact on the consumers'
Consumption behaviors toward open Buffets.

H2: Attitude has a significant positive impact on consumers' intention.
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Personal Culture and Beliefs Determinants

Cohen and Avieli (2004) cleared that culture and religion are major determinants
affecting general food consumption. Sirieix et al. (2017) defined culture as a shared
set of characteristics, attitudes, behaviors, and values that helps groups of people
decide what to do and how to go about it (Kniazevaand Venkatesh, 2007; Visschers et
al, 2016). Charlebois et al. (2016) indicted that culture further determines which foods
and food qualities are acceptable in terms of its sensory properties (Prescott et al.,
2002).

Chang et al. (2011) emphasized that religious beliefs have an effect on food
consumption when certain foods are prohibited, particular preparation methods are
mandated, or fasting or feasting practices are observed (Hassan et al 2003; Tse and
Crotts, 2005; and Bon and Hussain, 2010). Parizeau et al. (2015) explained that moral
norms play a pivotal role when it comes to consumer’s food choice behavior, such as
feeling guilty when wasting food (Quested et al., 2013). Also, Parizeau et al. (2015)
found out that food consumers who care for the environment are more likely to waste
less food (Pienaar et al, 2013). Food-related personality traits refer to individual
characteristics that exert a pervasive influence on a broad range of food-related
behaviors (Pliner and Salvy, 2006; Calvo-Porral et al, 2016; Akbay et al, 2007).
Koster and Mojet (2009) emphasized that consumers traits have begun to be
recognized as important psychological variables affecting food consumption (Yangui
et al, 2013; Carroll and Ahuvia, 2006).

H3: Personal beliefs have a significant positive impact on consumers' intention.

Subjective Norms Determinants

Russell et al (2017) assured that subjective norms represent the perception of social
pressures or relevant others’ belief that one should or should not behave in a specific
way, it has been shown to be interrelated with personal norms (Elliot et al., 2011).
Williams and Soutar, (2009) stated that societal status prejudices and social norms
hamper consumers from requesting takeaway boxes or doggy bags for buffet
leftovers.  Although the provision of takeaway boxes may simply shift the
responsibility of managing buffet leftovers from hotel businesses to consumers, it is
considered a feasible mitigation option if there are no alternatives available and given
that a large share of buffet leftovers originates from consumer plates (Goldstein et al,
2008).

Subjective norms are noted to be important not only because it strongly predicts the
intention of food consumers but also because it is related to their consumption
behavior (Sigurdardottir, 2017). Russell et al (2017) suggested that in order to make
buffet consumers adopt the behavior of others, it is important to ensure that their
subjective norm is increased (Aschemann-Witzel, 2016). This is because the
subjective norm is associated with the way others feel or think about the behavior.
Thus, when significant others feel or believe that the behavior is important, it is
possible that an individual’s attitude will change which may lead to a change in
behavior (Williams and Soutar, 2009; Sigurdardottir, 2017).

H4: Subjective norms have a significant positive impact on consumers' intention.

Socio-Demographic Determinants

Kim et al. (2009) cleared that Socio-demographic factors have some effect on food
consumption behavior. Socio-demographic factors commonly include indicators such
as age, gender, marital status, education level, occupation, and consumers' income
(Chang et al, 2011; Brecicet al, 2014; Stenmarck et al, 2016). Thyberg and Tonjes,
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(2016) found out that one of the important stylized facts about consumers' food
consumption habits is that, as income increases, people initially shift their dietary
preferences gradually from cereal-based diets to high food value enriched items, such
as fish, meat, fruit and vegetables (Evans, 2011; Kearney, 2010). Whereas Parizeau et
al., (2015) point out those consumers with higher incomes eat at restaurants and more
often tend to also waste more food than those who eat rarely at restaurants. Parizeau et
al. (2015) also found out that those who spend more money on restaurants tended to
feel less guilty when wasting food (Charlebois et al, 2016; Price and Riis, 2012). In
many food consumption research, socio-demographic factors are recognized to be
important variables in explaining variations in food consumption in different contexts
(Quested et al., 2013; Rozin, 2006; Tse and Crotts, 2005; Pingali, 2006).

H5: Socio-Demographic has a significant positive impact on the consumers' intention.

Open Buffet Traits

The food itself has some effect on food consumption behavior through its sensory
attributes such as flavor, aroma, texture, appearance and portion sizes; whereas the
environment presents cultural, social, economic and physical influences (Koivupuro
et al., 2012; Feber, 2017). Freedman and Brochado (2010) also found that increased
plate size leads to increased portions and causes a larger amount of food to be wasted.
As for the individual, socio-cultural, and physiological factors are recognized to exert
direct or indirect effects on food consumption behavior. Amongst these three broad
categories, factors relating to‘ the consumers' culture and religious’ are widely
accepted to be extremely crucial in explaining the variations in food consumption
(Sirieix et al, 2017; Visschers et al, 2016; Charlebois et al, 2016; Evans,
2011;Quested et al, 2013; Ajzen 2011).

H6: Open buffet traits have a significant positive impact on consumers' intention.

Research Method

The present study employs a quantitative method to achieve its aim. Data collection
technique for the study is a structured questionnaire to collect data from the guests at
five-star hotels in Sharm EI Sheikh which counted 33 hotels (Egyptian Hotel Guide,
2017).

An investigation of guests’ consumption behaviors towards open buffets in Sharm EIl
Sheikh hotels was carried out using multiple sources of data, including a structured
questionnaire, observations of the business environment, and a review of
documentation. Statistical analyses were performed using the Statistical Package for
Social Sciences (SPSS version 22) software. Statistical results were considered
significant at p < 0.05.

The researchers selected a convenient sample of guests. Data collection was carried
out during February 2018. The collection of data combined visual measurement of
individual plate leftovers via photographs together with an online (smartphone
optimized) questionnaire.

Data collection Methods Design

The questionnaire was organized into the following four parts: part 1: demographic
information (such as gender, age, level of education); part 2: reasons to leave plate
leftovers at the end of the buffet at the hotel; part 3: the most items to leave at the end
of the meal; and part 4: the factors influence on guest food consumption behaviors
towards open buffets leftovers.
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The open buffet leftovers behavior section (part 4) included 9 close-ended questions
with five possible answers, “strongly agree”, “agree”, “neutral”, “disagree”, and
“strongly “disagree”. This scale ranges between 1 and 5 points. The open buffet
leftovers intention section of the questionnaire (part 4) aimed to understand the guest
intention about food leftovers and contained 3 questions. In buffet, leftover attitudes
section were evaluated and were assessed through 5 questions. We used the same
criterion as that used for the other parts. In Subjective norms section containing 6
questions. The personal beliefs section (part 4) included 5 close-ended questions with
five possible answers but the open buffet traits section (part 4) included 7 close-ended
questions that required five levels of answers, “Strongly Agree”, “Agree”, “Neutral”,
“Disagree”, and “Strongly “Disagree”.

It composed of personal determinants (general beliefs) of food choice and eating,
specific perceptions of food-related to the day of participation and socio-demographic
characteristics. Accordingly, questions regarding behavioral intention, attitudes, and
personal norms were asked prior to questions on subjective norms and perceived
behavioral control.

Moreover, a picture of each participant's table with the individualized card was taken
before the guests leave their tables (see Figl). Overall, 223 pictures were taken during
the fieldwork, of which 124 successfully could be matched to the questionnaire.
Overall, the taken pictures were a proof to the open buffet leftovers in these hotels.

Pilot Test

It is essential that the instrument is carefully designed and tested before use in a given
study. Pretesting procedures help to ascertain that the instrument for collecting data is
free from any pitfalls and mistakes that would have surfaced in the main data
collection process if the pretesting of the instrument had not been done. Pretesting
was done to help point out any flaws or errors that might be committed during the
construction of the instrument. The findings of the pre-test study were used to revise
and refine the instrument questions to enhance the reliability and validity of the final
instrument in this study.

The questionnaire was pre-tested by 9 respondents who work in food service and
academic field and five guests to check its face validity. All experts were asked to
complete the questionnaire and to identify concerns and suggestions. All suggestions
were considered and used to revise the questionnaire before data collection.

Results and Discussion
The analysis of the next questions will be ranked according to the objectives of the
study as follows:

Questionnaire Reliability Analysis

Reliability of the instruments used was tested by running Cronbach’s alpha
coefficient. The result outlines that the alpha coefficient value for all variables in the
study was 71.45. So, the study measurements were acceptable and reliable, and this
analysis showed a high degree of correlation among all variables.

Questionnaire Response Rate

The response rate reached 68% for five-star hotel guests’. As mentioned earlier, the
study targeted guests of five-star hotels at Sharm Elshiekh; as the structured
questionnaire was sent to a convenient sample of 460 guests. The authors’
accessibility to some hotel managers helped to distribute most of the questionnaires.
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Moreover, social media was another platform to collect customers’ ideas towards
open buffet leftovers in Sharm El Sheikh. A total of 314 usable were obtained,
representing an effective response rate of 68 percent.

Questionnaire Analysis Results and Discussion
Demographic Characteristic of Sample
The descriptive statistics showed that 63.7% of the respondents are males while
36.3% of them are females. 41.1% of the respondents are between 21-30 years, 44.3%
of them are between 15 and 31-40 years, 14.6% are between 41-50years. 80.6% had
university level of education, 19.4% were med level. 61.1% of the respondents are
married while 38.9% of them are single.

Table 1. Descriptive statistics of the respondents (n=314)

Description Frequency Percent
Gender: Male 200 63.7
Female 114 36.3
Age: 21-30 years 129 41.1
31-40 years 139 44.3
41-50 years 46 14.6
Nationality: Egyptian 314 100%
Education level: University education 253 80.6
Med level 61 19.4
Marital status Married 192 61.1
Single 122 38.9
Table 2. The correlation matrix among research variables
Demogra | Attitude Sub Persona | Open | Behavio | Intentio
phic Norms | | Beliefs | Buffet rs n
traits
Spear | Demogra | Correlation 1 167" 2147 186~ 198" 0.065 167"
man's phic Coefficient
rho Sig. . 0.003 0 0.001 0 0.248 0.003
Attitudes | Correlation 167 1 163" | -2637 | 7397 448" | 1.0007
Coefficient
Sig. 0.003 ) 0.004 0 0 0 )
Sub Correlation 214" 1637 1 -.154" 0.02 332" 163"
Norms Coefficient
Sig. 0 0.004 ) 0.006 0.69 0 0.004
Personal | Correlation 186 -263" | -.154" 1 -296 | -0.016 | -.263
Beliefs Coefficient
Sig. 0.001 0 0.006 ) 0 0.778 0
Open Correlation 198 7397 | 0.023 | -.296" 1 404" 739"
Buffet Coefficient
traits Sig. 0 0 0.688 0 ) 0 0
Behaviors | Correlation 0.065 448" 3327 | -0.016 | .404 1 448"
Coefficient
Sig. 0.248 0 0 0.778 0 . 0
Intention | Correlation 167 1.000 1637 | -.2637 | 7397 448" 1
Coefficient
Sig. 0.003 0.004 0 0 0
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Table 3. Reasons for buffet leftovers among surveyed guests in Sharm el Sheikh

hotels

Buffet Leftovers Reasons Mean | Std. Deviation | Attitude

You are full 5.00 .000 Strongly agree
Bad Consumers’ mood 4.61 .488 Strongly agree
Many menu varieties offered. 3.95 .642 Agree
Big portion size. 3.51 1.105 Agree
Etiquette. 4.04 .207 Agree
Disgusting. 2.06 .708 Disagree
The food did not taste good and not appeal to | 3.99 423 Agree
you.
Bad service and presentation. 2.05 541 Disagree

For understanding reasons for buffet leftovers among guests in Sharm El Sheikh
hotels, the results as shown in the table (4) revealed that there are top eight potential
reasons which cause the highest rate of buffet leftovers as follows:

Consumers are full (with Mean average 5.00 and Std. Deviation .000 and this
value is more close to the strongly agree value).
Bad Consumers’ mood (with Mean average 4.61 and Std. Deviation .488 and
this value is more close to the strongly agree value).
Many buffet menu varieties offered Bad Consumers’ mood (with Mean
average 3.95 and Std. Deviation .642 and this value is more close to the agreed
value).
Big portion sizes (with Mean average 3.51 and Std. Deviation 1.105 and this
value is more close to the agreed value).
Etiquette (with Mean average 4.04 and Std. Deviation .207 and this value is
more close to the agreed value).
Disgusting (with Mean average 2.06 and Std. Deviation .708 and this value is
more close to the disagree value).
The food did not taste good and not appeal to consumers (with Mean average
3.99 and Std. Deviation .423 and this value is more close to the agreed value).
Bad service and presentation (with Mean average 2.05 and Std. Deviation .541
and this value is more close to the disagree value). And that agrees with Buzby
et al., (2014) and Neff et al., (2015) who mentioned that consumer food
leftovers relate to menu offerings, taste, portion sizes and serving styles.
Various studies also assumed that food leftover originating from consumers in
the hotel sector may depend on both service-related aspects and personal
factors (Melbye et al, 2016; Kim et al, 2009)

Table 4. The tems to leave at the end of the meal

Variables Mean Std. Deviation Attitude
Starch (potatoes, rice, and pasta). 4.33 .389 leave
Meat. 1.35 547 Don’t leave
Sea food. 1.35 546 Don’t leave
Sauce. 4.86 .380 Strongly leave
Desserts 4.82 546 Strongly leave

The obtained results as shown in the table (5) indicated that the most food items left at
end of open buffet service and cause the highest rate of buffet leftovers among guests
in Sharm EI Sheikh hotels as follow:

Starch such as potatoes, rice, and pasta (with Mean average 4.33 and Std.
Deviation .389 and this value is more close to leaving value).
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e Meat (with Mean average 1.35 and Std. Deviation .547 and this value is more
close to the strongly don't leave value).

e Seafood (with Mean average 1.35 and Std. Deviation .546 and this value is
more close to the strongly don't leave value).

e Sauce (with Mean average 4.86 and Std. Deviation .380 and this value is more
close to the strongly leave value).

e Desserts (with Mean average 4.82 and Std. Deviation .546 and this value is
more close to the strongly leave value). This agreed with that mentioned by
Stancu et al, (2016) who stated that food leftovers are not dominated by a
certain type of food but rather diverse. And determined five types of food
leftovers in hotel buffets are represented in starch such as potatoes, rice, and
pasta; vegetables; sauce; desserts and meat and fish (Heikkil4 et al, 2016).

The structural model for open buffets food leftovers
Table 5. Factors affecting Guests’ Consumption behaviors toward open Buffets to avoid
food Leftover in Sharm El Sheikh hotels: Regression analysis

Model Unstandardized Coefficients t Sig. R® Dependent
B Std. Error Variable
(Constant) 1.494 .249 6.005 .000 374 Consumers'
Demographic Data 137 .051 -2.694 .007 Intention
Attitude .105 .023 4,629 .000
Subjective Norms 274 .032 8.580 .000
Personal Beliefs .107 .026 4,129 .000
Open Buffet traits 114 .048 2.353 .019
(Constant) 2.955 0.63 46.540 .000 0.271 Buffet
Consumers' Intention 147 .016 9.121 .000 Leftovers
Behaviors
Figure 1. The research tested model
Subjective
Norms Att|tud
D hi 0.274** 0.105**
emographic R?=0.271
Data 0.137**
. 0.374* Buffet Leftovers
Intention .
0.107** Behaviors
Personal R2=0.705
Belief 0.114*
Buffet traits

* Significant at 0.05 **Significant at 0.01

The study results as shown in the table (5) and figure (1) found that buffet leftovers in
Sharm EI Sheikh hotels are determined to relevant by consumers' behavior intention
to eat the food served. This behavioral intention are also determined by many factors
and motives which are considered the fundamental element in forming actual
behavior of food consumers, these factors such as subjective norms, demographic,
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personal beliefs, attitudes, food traits, and internal and external environment motives
(independent variables) have a significant effect on buffet leftovers behavior within
five-star hotels in Sharm EI Sheikh.

The findings declared that the hypotheses measured in the study are supported and the
factors involved in this study are significantly affecting the actual behvior of the hotel
consumers. However, the factors have a different effect on consumers' behavioral
intention of the hotel (mediator). Some factors were found direct positively affecting
actual buffet leftovers behavior within hotels while some others were found indirect
affecting it. The mediator factor behavioral intention showed a significant positive
effect on actual buffet leftovers behavior (dependent variables) approved with
(Melbye, 2016 and Feber, 2017).

Respondents perceive the five constructs of factors have a positive effect on the
consumers' intention. Consumer attitude content is positively affecting the behavioral
intention ($=0.105 and p<0.01) (H2). Furthermore, Personal beliefs are found
positively affecting the consumers' intention (f=0.107 and p<0.01) (H3), and
Subjective Norms (f=0.274 and p<0.05) (H4). The Socio-Demographic (f= -.137and
p<0.05) (H5). The Open buffet traits (3=0.114 and p<0.05) (H6). On the other hand,
intention construct was perceived as a positive effect on actual consumers' behavior
(B=-0.147 and p<0.01) (H1). Therefore, the six hypotheses are statistically supported
and factors are significantly affecting the buffet leftovers behavior. These factors
explain 70% of the variance in the effectiveness of hotel consumers’ behavioral
intention (R2=0. 705).

Conclusion

The purpose of this study is to explore what factors affecting consumers' behavioral
intention and the effect of behavioral intention on actual Guests’ Consumption
behaviors toward open buffets to avoid food leftover within five-star hotels in Sharm
El Sheikh. The study has tested six hypotheses of how these factors (subjective
norms, demographic, personal beliefs, attitudes, food traits and internal and external
environment motives) affecting the dependent variable (consumers' behavioral
intention) and how intention affects actual buffet leftovers behavior. This study has
used a quantitative approach as a method to test the study hypotheses. The procedure
for collecting data for this study used a questionnaire to collect exploratory data from
314 hotel guests to perceive their opinions on factors that lead to food leftovers in the
hotel sector. Finally, the study has revealed very useful results in the way it explored
the perceptions of guests on factors lead to form their behavioral intention toward
open buffet leftovers. Meanwhile, this mediator factor behavioral intention showed a
significant positive effect on actual buffet leftovers behavior (dependent variables)
approved with (Melbye, 2016 and Feber, 2017).

Research limitations/implications

It must be admitted that this study has some limitations. One limitation is the need to
conduct qualitative interviews to fully understand how these factors influence
consumer’s food leftovers behaviour toward open buffets to avoid food leftovers
in Sharm EIl Sheikh hotels. Another limitation that hasn't been considered in this
study is how effective marketing campaigns to reduce food leftovers are?

Future research studies will investigate the perceptions of hotel managers in addition
to comparing two different samples, which could be managers' perceptions and
customers' perceptions. The quantitative approach will be useful in future studies to
fully understand the subject of the study.
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This study examined what factors influence consumer’s food leftovers behaviour in
five-star hotels in Sharm EIl Sheikh, The research results identify actions that hotels’
mangers and local governments could undertake to reduce consumer-related food
leftovers such as environmental awareness campaign. Since personal culture,
subjective norms, beliefs, socio-demographic and open buffet traits are the main
predictors of food leftovers behaviour.
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Figure 2. Exemplary photographs of observed food leftovers (original photographs in color and high

resolution)
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