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Abstract  
 

This report examines the place of restaurant business in the tourism system and its 
importance in the formation and realization of the tourist product. Due to its leading 
role in tourism, opportunities are being sought to apply new tools and methods to 
achieve sustainable development, including reducing its harmful impact on the 
environment and creating new, more favourable habits for consumers. There is a 
study of good practices in the world and their potential application in Bulgarian 
catering establishments as possible ways to achieve sustainable restaurants. In 
addition, a survey is conducted among potential users of restaurant services to 
determine their attitude and role in achieving sustainable results. 
 
Keywords: sustainability, restaurant business, development 
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Introduction 
Restaurant business is a major tourist activity, which is involved in the formation and 
realization of the tourist product as a package of tangible and intangible 
components designed to satisfy the needs, desires and expectations of tourists at a 
certain price (Kwok et al., 2013). As a subsystem of tourism, restaurant industry 
ensures satisfaction of the basic people’s necessity of food (Mihaylov, 2014). The 
current regulatory frameworks in Bulgaria, and in particular the Tourism Act, in force 
as of 26.03.2013, amended and supplemented, SG 75 of 27 September 2016 (State 
Gazette of Bulgaria, 2016), defines the restaurant industry as the main tourist activity, 
which makes provision of tourist services in specific forms according to the type of 
the tourist site". 
 In parallel with satisfying the needs of tourists to have a meal out, some 
concomitant issues that are relevant to business in a more global context also arise 
(Kjærheim et al., 1996). Restaurant industry is related to different sectors of the 
economy as it uses products from them to carry out its activities (Hwang et al., 2010). 
Many of these products are used in the production of culinary products, and this is 
one of the aspects that we need to follow. It is a common practice food to be 
ordered in restaurants, and that food is not fully consumed, so it becomes a waste 
material that has mostly no purpose except to be thrown together with inorganic 
products and materials. Many authors and non-governmental organizations are 
exploring the possibilities for changing the attitudes of tourists to achieve sustainable 
hotel industry (Revell, 2007). However, we think that the emphasis should be shifted 
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to restaurant business, which in recent years has shown that it generates higher 
revenues than those of the hotel industry. We should also make another important 
point - as food consumption occurs not only in restaurants but also in our homes, the 
focus of this study is only on the first group and the opportunities for achieving 
sustainable development in restaurant industry. 
 Our study aims to gather information about the various ways to address the 
problem described so as to save resources and to use them in accordance with the 
principles of sustainable development. In order to improve the analysis of the topic, 
besides exploring the experience of the different countries, an online survey is 
conducted among restaurant customers and their attitudes towards participation in 
the process of achieving a sustainable restaurant business are analysed. This survey 
was conducted among Bulgarian service users. 
 

Literature review 
Importance of nutrition in the tourism system 
Each business is bound by specific data about its consumption and success in the 
sector where it is realized. This is the case with the restaurant business, which has a 
leading position among the tourist services, as evidenced by data from the national 
statistics of Bulgaria (Diagram 1). 
 
Figure 1 
Average Cost per Type (Excluding Tourist Package) for Trips of Persons Aged over 15 
until 2015, 2016 and 2017 for Bulgaria 
 

 
Source: Authors’ illustration 
 
 The figures in the chart make it clear that tourists spend the most money on food, 
followed by transport, accommodation and other services. Data is average for the 
last three years for Bulgaria. 
 Another important thing to remember is that at the base of the restaurant industry 
there are three main activities that play the role of the main components (elements) 
of the restaurant business. They are presented in figure 1. 
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Figure 2 
Core Elements of Restaurant Business 
 

Source: Authors’ illustration  
  
 There is a relationship between the elements of the figure. It makes them a 
common product that forms the essence of the restaurant business. Elements and 
their sustainable aspects are listed as the basis for selecting a topic, but for better 
justification it is necessary to clarify the concept of "Sustainable Tourism". 
 The theory of sustainable development is based on the idea of control and 
prevention of crises through material and technical progress, scientific and 
technological discoveries in economic, social, environmental and demographic 
aspects. 
 In recent years, the concept of sustainable development has become an 
innovative opportunity for business structures to choose new ways to achieve their 
goals to maintain their competitive advantages and to carry out balanced planning 
and use of resources.  
 In the Bulgarian Tourism Act, effective as of 26.03.2013, amended and 
supplemented, SG 75 of 27 September 2016 (State Gazette of Bulgaria, 2016), the 
following definition of "sustainable tourism" is given and it is that "Sustainable tourism is 
any form of development, device or tourist activity that preserves and protects the 
natural, cultural and social resources in the long term and contributes, in a positive 
and balanced way, to the economic development and prosperity of people living, 
working or residing in these territories. 
 

Opportunities for achieving sustainable development 
Some opportunities for development and concrete examples of sustainability of the 
three key elements of the restaurant business described in Figure 1 should be 
presented, namely: 

 Production of culinary products – the following fact is worth mentioning: in 
2015 in Bulgaria, the first culinary competition for sustainable cooking took 
place.  It was organized by the Institute of Culinary Arts in Varna. The 
organizers define sustainable cooking as "preparing and storing the food 
without disturbing the basic principles of nature, preserving the beneficial 
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substances and the taste qualities of the product (Culinary Arts Institute, 2015). 
In the race regulation, there is an indicator for successful cooking: the least 
amount of cooking waste. Both non-professional chefs, mostly students trained 
in the profession, as well as professional chefs, take part in the competition 
and the two groups compete in different categories. The competition has the 
important task of forming chefs' attitudes towards the future development of 
the profession. Some of the most famous chefs who work for the sustainable 
cooking cause are the Roca brothers. They share the motto "Food should not 
be a threat to sustainability but a source of sustainable development," and 
they implement their ideas in their restaurant El Celler de Can Roca (Girona, 
Spain). It has 3 Michelin stars and traditionally ranks in the A list of the 
prestigious World's 50 BestRestaurants 2017, which the British magazine 
Restaurant holds annually. 

 To the possibilities of achieving sustainable cooking, we should add the latest 
technological solutions in the preparation of culinary products such as low 
temperature cooking. This type of cooking is not new as an idea, as it is vacuum 
cooking, but the innovation is related to making accurate control over the cooking 
temperature. The advantages of the technology are both for the prepared meals 
(reducing product loss by 15-35%, which depends on the ingredients) and reducing 
site costs by saving energy (20-28%). 

 Disposal of finished products – it is associated with achieving sustainable 
consumption, and one of the easiest and achievable things that consumers 
can do is to take the waste food home. This idea is successfully developed 
and implemented in Scotland, where the government supports the provision 
of free food boxes in restaurants. Within a year (2015) in 9 out of 10 restaurants 
waste food dropped by 40%. It is believed that the accompanying 
information campaign on the importance of food waste on the environment 
is reflected, and 1/5 of the success is believed to be due to free food boxes. 
The project has been implemented in 100 restaurants so far and the aim is to 
include more 100 restaurants in the next stage. Another example in this 
direction is the restaurants in France where, as a result of the efforts to limit 
food waste, similar boxes are provided to customers. This is part of an initiative 
taken by the French government in 2013 to reduce food waste by 50% by 
2025. The Scottish government, for its part, has set more modest goals, and 
they are to cut food waste by 33% by 2025 with the introduction of free food 
boxes. 

 We cannot help but mention that the issue has basically two main points and they 
are: users and chefs. A study found that a large number of chefs, especially in high-
class restaurants, do not approve of the idea the food the cooked to be put in such 
a container (a food box). On the other hand, the popular name of these bags is 
"doggy bag", which seems to bother some consumers and makes them ashamed to 
take the food they have failed to consume on site. For this reason, it is suggested that 
these bags be called the "gourmet bag" following the example of Scotland, which 
has a positive effect on the consumers’ attitudes. In this system of activities, 
organizations (NGOs, government-funded organizations as well as European funded) 
which have a particular mission and goals to achieve sustainability in the restaurant 
business. 

 Terms of supply and consumption – it can be defined as the final outlook of a 
restaurant, in particular the achievement of sustainable (green) restaurants. In 
this direction, American restaurateurs as well as organizations specialized in 
working on establishing certification criteria for restaurants have good 
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experience. It concerns the application of certain standards and obtaining a 
certificate for that. One of the most popular organizations is the Green 
Restaurant Association (n.d.), positioned in Boston, USA. The organization relies 
on 7 major certification points and they are: Water Efficiency, Waste 
Reduction and Recycling, Sustainable Durable Goods & Building Materials, 
Sustainable Food, Energy, Reusables & Environmentally Preferable 
Disposables, Chemical and Pollution Reduction. 

 In Europe a sustainable restaurant is recognized as a "green restaurant" for which it 
is characteristic to ensure green and environment-friendly environment but in urban 
conditions, rather than certification by specific indicators. As we have learned, 
European businesses have introduced successful practices in sustainability. However, 
at this stage, they are limited to a certain aspect of the restaurant business. There is 
an interesting ranking of "Top 12 Green Restaurants in Europe", which shows the 
attitude towards work in this direction. 
 In 2016, the Bulgarian magazine BACCHUS, in its categories for annual awards of 
famous restaurants, included a new category called: "Sustainable Concept". With 
this award, the magazine aims to encourage and distinguish those innovators who 
make efforts to follow the concepts of sustainable development: clean / local / 
seasonal / farm products; minimization of food waste and waste of resources; menus 
based on seasonal, balanced and healthy eating; contribution to the preservation 
of local products and traditions; user-friendly and environment-friendly cooking 
techniques (BACCHUS magazine, 2017). 
 An analysis of business experience shows that the foundations of sustainable food 
practices have been laid, but due to the specificities of different markets and 
customers, each region should develop its own approaches to achieve 
sustainability. 
 

Methodology 
Analysis 
Because of the different aspects of the problem, the next stage of the survey covers 
consumer attitudes as participants in the process of accomplishing a sustainable 
restaurant business. There has been an online survey, conducted among Bulgarian 
consumers by using the Google survey platform for achieving this objective.  Users 
are asked ten key questions, regarding their attitudes, with 6 of them directly 
addressing the sustainable restaurant business and two open-ended questions in the 
form of inquiries and comments.  

 
Data 
For the period 24.02-03.03.2018, 149 people were surveyed, 83.2% of which were 
women and 16.8% were men.  
 The highest percentage of participants turned out to be those with master’s 
degree -46.3%, followed by 23.1% with bachelor’s degree, 21.8% with secondary 
education (including university students), 6.8% with PhD degree and 2% with 
professional bachelor’s degree. Most of the surveyed are employed people - 70.3%, 
followed by students -16.2%, 7.4% with their own business and the lowest % of others 
(unemployed and on maternity leave). The target group of the survey consists of 
people over the age of 19, who use restaurant services.  
 The age structure of the surveyed is presented in Diagram 2. 
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Figure 3 
Age Structure of the Surveyed Participants 
 

 
Source: Author’s illustration 
 
 It is obvious that 98% of the surveyed are of working age, with the highest 
percentage being those aged 30-39 (40%), followed by the groups: 19-29 (35%), 40-
49 (17%), 50-59 (6%) and 60-62 (2%). We do not have participants over the age of 70. 

 
Results 
The survey results have a clear objective which is to analyse the consumer attitudes 
on the studied issues. As a starting point, it could be said that the survey participants 
are people who use restaurants services quite frequently, as 36.7% of them have 
responded that they visit a restaurant 1-2 times a week, 26.5% of them do this once 
or twice a month. There is also a great number of people, who visit restaurants every 
day - 11.6% of the surveyed.  
 The following questions focus on the sustainable use and the role of the consumer. 
We should first outline the answers of the users, participating in the survey, of the 
question what they associate the idea of sustainable restaurant business with -51.4% 
of them answer that this is a restaurant that saves on resources by using high 
technologies, 11.6% think it is a restaurant with a specific interior and exterior which is 
close to the nature, 6.8% define it as a profiled (green, bio) restaurant and the rest 
associate the sustainable restaurant with vegetarian and vegan food, with a 
modern restaurant, etc. There is also a high percentage of consumers - 23.3%, who 
cannot accurately define the concept.   
 On the question “Are you ready to replace the traditional restaurant with a 
“sustainable one”, if you know that you will improve the environment in which you 
live?” the participants with positive answers have the highest percentage (43.5%) 
and 29.3% of them would replace the traditional restaurant for a sustainable one, 
but they still need time to figure out the idea.  
 Only 5.4% give a clear "no" response and 20.4% of the consumers cannot decide 
at this point. 
 After answering the general questions, the respondents also replied to specific 
ones, one of which is, "When you cannot eat all the food you have ordered in a 
restaurant, what do you do with it?" The results show that 18.4% of the consumers 
usually take the rest of their food for home, and 14.3% take it, only if the waiter offers 
them. 
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 It turns out that 21.1% leave the table to be cleared and do not have the habit to 
ask for getting the food boxed up. The largest number of consumers (42.9%) reply 
that if they are accompanied by friends, they prefer to share it with them. 
 In the survey, we also asked “Do you feel embarrassed when you want to take the 
rest of your food boxed up?” We got the following answers - 52.4% are not 
embarrassed at all, and they think that once they have paid for their food, they 
should take it home. It is rather surprising that 34% responded that they would have 
taken their food but preferred the waiter to offer it to them, 10.2% share their 
concern to take their food because they think this practice is not well-accepted by 
the waiters. 
 The next question is related to the food box. It turns out that it does not matter 
whether it is free or not. Positive answers have a little prevail, namely that if the box is 
free it will make consumers take their food. 
 As a key question, we can set the following one “Would you be more motivated 
than usual if you knew that by taking your food, you are helping reduce waste?". The 
answers can be seen in Diagram 3. 
 
Figure 4 
Answers to the Question: “Would You Be More Motivated than Usual if You Knew that 
by Taking Your Food, You Are Helping Reduce Waste?" 
 

 
Source: Authors’ illustration 
 
 We cannot miss the chance to share some of the comments, made by the 
respondents and these comments are associated with their desire to visit a 
restaurant with sustainable practices and to participate in the process of 
sustainability as well. Some consumers say they have visited a restaurant with 
established practices in this regard but it is not a place with an implemented 
complete system, which covers all aspects of the sustainable restaurant business.  
 

Discussion 
We can therefore draw several specific conclusions of the results obtained, as 
understanding and defining the concept of sustainability by the restaurant service 
consumers; the perception of implementing a change in the way of service 
consumption in restaurants; key role of the waiter, with regard to the decisions, 
made by the consumers; the price of the food box is irrelevant to the consumer’s 
attitude; consumers’ motivation to take the food left is much stronger if they know 
this helps improve the environment.   

51,70%

25,20%

11,60%
5,40% 6,10%

Yes Mostly yes I’m not sure Mostly no No



  
 
 

310 
 

ENTRENOVA 6-8, September 2018 Split, Croatia 

 We can conclude that Bulgarian consumers have the attitude to change the way 
in which restaurant services are consumed. 
 

Conclusion 
In this article a research about one of the aspects for achieving sustainable 
restaurant business is made. In its focus are customers of restaurant service and their 
eagerness of taking part in the process of achieving sustainable restaurant product. 
The questionnaire created by the authors has been spread among Bulgarian 
customers who demonstrated their attitude to the issue.  
 The sustainable restaurant business is a problem detected by American and East 
European authors. While studying the literature and tracking the researches lead on 
this issue, partial researche of certain aspects is found but very few of them represent 
a full vision. In Bulgaria such research has not been found and this gave extra 
motivation for conducting such empirical research.  
 As a consequent step, a wider one is to be conducted as well as analysis of 
usiness’ attitude made. In result a model of achieving sustainable restaurant business 
has to be established which could be applicable in Bulgarian restaurants. As one of 
the biggest constraints is considered the number of respondents in the questionnaire 
together with their territorial disposition. The authors are planning a wider research to 
be made. It will be pointed to American and East European customers of restaurant 
services. The purpose is larger number of opinions to be gathered and consequently 
successful practices to be shared. They could be a good ground for the future 
model of a sustainable restaurant business.  
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