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Abstract  

Background: Consumers have become more eco-friendly conscious than before, and therefore the 

demand for organic and environmentally-friendly products has increased during the past decade. 

Companies are committing to various green practices to improve company's image. Meanwhile, 

consumers usually have a positive attitude towards the companies who are practicing green concepts 

into their business operation. 

 

Purpose: The purpose of this study is to identify which factors are influential towards customers’ 

attitude towards the certified food service and the moderating role of green skepticism influences the 

relationship between green attributes and consumers’ attitude. In this study, it is also considered to 

research if LOHAS and non-LOHAS consumers’ attitudes towards certified food service differently 

influence their willingness to dine and willingness to pay the premium.  

 

Method: The data was collected with a structured and web-based survey. The valid study sample 

was 275. In order to answer the research questions and reach research purpose. The research model 

with 11 hypotheses was tested through hierarchy regression, linear regression, moderation regression 

and ANOVA analysis. The confirmatory analysis has been applied for testing construct validity. 

Besides, the descriptive statistics and construct variables correlation were demonstrated. 

 

Findings: In total, four hypotheses were rejected, and seven were supported. The result of data from 

the study showed that consumers’ attitudes towards certified food service were influenced by organic 

menu attribute, CSR attribute but not manifested on eco-friendly attributes. The study proved the 

positive relationship between consumers’ attitude and their willingness to dine and willingness to pay 

premium at certified food service. The study revealed that the LOHAS customer segment differs 

from the non-LOHAS consumer segment in the following ways: the attitude of LOHAS towards 

certified food service is more positive than the non-LOHAS and their willingness to dine and 

willingness to pay the premium is also much greater than the non-LOHAS. Whereas, there existed no 

significant relationship shifts between customer attitude and the green attributes regarding the 

certified food service when green skepticism was the moderator.   

 

Implications: This paper assists researchers and practitioners by shedding light on the positive 

relationship between attitude and behavior intentions, the differences between LOHAS and non-

LOHAS in regard to their more positive attitude and higher willingness to dine and willingness to 

pay premium in certified food service setting. 
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Term description 

The terms which are specific to this research are listed below:  

LOHAS customer: This is the term name to describe customer who have lifestyle of health and 

sustainability. 

KRAV: The most reputable eco-labeling organization in Sweden. 98 % of Swedish individuals can 

recognize KRAV eco-label of the products. 

Food service: In this study context, food service points to the business operated by café, cafeteria 

and restaurants in the Swedish market.  

 

Term abbreviation  

LOHAS: Lifestyles of Health and Sustainability. 

ATC: Customers’ attitude towards certified food service. 

WTD: Willingness to dine (behavior  intention) 

WPP: Willingness to pay the premium (behavior intention) 

OMA: Organic menu attribute 

CSRA: Corporate social responsibility attribute 

EFA: Eco-friendly attribute 

GSTC: Green skepticism towards certified food services 

FS: Food service 
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1. Introduction 
 

 
This chapter explains certified food service and consumers’ awareness of the company’s 

environmental engagement. Further, the chapter continues with the problem discussion and 

research question. Lastly, the study’s purpose is presented.  

 

1.1. Background 

 

Today’s consumers have become more eco-friendly conscious than before (Kwok et al., 2016). It 

comes as no surprise that the demand for organic and environmentally friendly products has 

increased during the past decade (Hemmerling et al., 2015; Hussain et al., 2012; Sahota, 2014). 

Consumers are also willing to pay more for those products which are less harmful to the 

environment (e.g., DiPietro et al., 2013b; Kim et al., 2015; Laroche et al., 2001; Susskind, 2014). 

Consuming organically and locally produced food product for Swedish customer is far from new in 

general. It has been popular over the country. Environmental and eco-friendly products are more 

frequently purchased by LOHAS (Lifestyles of Health and Sustainability) consumer, a group of 

consumers who have strong willingness to take responsibility for the environment and high 

awareness of their own health. According to KRAV’s annual report, 9 of 10 LOHAS consumers 

regularly purchase organic products (KRAV, 2016). Research has documented that in general 

consumers have more awareness about healthy lifestyle and environment protection practices more 

than before. Consequently, they have a positive attitude towards business who is taking green 

concepts into their business operation (Han et al., 2009). For instance, consumers may prefer to dine 

at a restaurant which offers locally and sustainably grown organic options on their menus (Bonn et 

al.,2016). 

 

As the result of that, during last decade, many businesses in food service (FS) industry have been 

trying to incorporate many organically produced and naturally raised foods (Jang et al., 2011). The 

food service is the service provided by all the businesses that are operated by café and restaurants. 

Besides the investment in improving menu, a variety of other green practices have been committed 

to attain customer preference and trust. One of the most effective business strategies to achieve that 

is to apply for certifications and to become a certified FS provider. In Sweden, there are several 

green certification programs that have introduced into FS industry. Examples of those well-known 

green certifications include Svanen-label, Bra Miljöval and KRAV-label. In following of green 

certification regulations, a series of green practices (i.e., provide organic menu, reducing energy and 

wastes, using biodegradable, recycled products and other back-of-the-house activities) will 
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implement in the whole business operation. This is different from traditional marketing strategy 

which depends on the molecular attributes (taste, smell, texture, appearance and so on) of the food 

(Finlayson, 2015). Many restaurants and catering service providers have applied Svanen-label and 

Bra-Miljöval for their business green practice. Businesses actively pursue a more environmentally 

friendly agenda has founded to generate more benefits for company than simply attracting 

consumers’ attention to the business (Schubert et al., 2010). Previous studies have widely 

documented that green practices can affect the sustainability of natural environments (Dutta et al., 

2008), reduce operational costs (Schubert et al., 2010; Susskind, 2014), improve socially 

responsible corporate image and customer perception (Hu et al., 2010; Namkung and Jang, 2013), 

increase customer intention to consume their products (DiPietro et al., 2013) and achieve a long-

term business performance.  

 

1.2.Problem discussion 

 

The interest in approaching green practices to conduct daily business operations is largely fueled by 

the ongoing impact of popular consumption of products with health and sustainable attributes, but 

also relates to concern about the CSR that are increasingly evident over the world wide (Hanks and 

Mattila, 2016). Following the green marketing trends, FS industry is encouraged into green 

practices … “which include employing … using locally-grown and organic food, offering healthy 

menus, …training employees to adopt green practices, recycling and disposing of cooking oil, 

conserving energy, and reducing pollution” (Kwok et al, 2016, p.108). With calling for a more 

effective communication tool between companies green practices and customer perception 

regarding their green initiatives (Parguel et al., 2011), companies in the FS industry is trying to 

incorporate diverse certifications become a certified FS provider. The certification as the visible 

symbol illustrates their green attributes and also gives the consumer the guarantee for the 

implementation of green practices in FS business (e.g. DiPietro et al., 2013b). The positive effects 

of the practices on gaining competitive advantage in the market have been widely documented in 

the FS and hospitality literature (Choi and Parsa, 2006; Schubert et al., 2010; Jang et al., 2011; 

Kwok et al., 2016). For instance, DiPietro et al. (2013) studied the effects of green initiatives on 

customer perceived quality of the FS and customer perceived company socially responsible image. 

Other studies focus more on the factors that influence customer consumption behavior concerning 

green FS, such as customer consumption intentions (Kwok et al., 2016), customer willingness to 

pay the premium (Kim et al. 2015) and customer return intention (Szuchnicki, 2009). However, 

there has been a lack of studies related which green practices actually influence consumer attitude 

towards certified FS. At the same time, customers’ attitude can be influenced by restaurant various 
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green initiatives differently. Besides, the theory of planned behavior is widely used to examine the 

relationship between individual attitudes and behavior intention (Ajzen, 1988). According to Ajzen 

and Fishbein (1980), the consumers' attitude is positively related to their purchase behavior, and 

which has been applied in many consumer behavior studies. In this research setting the consequence 

of the positive attitude will point to customer willingness to visit certified FS and to willingness to 

pay the price premium. Moreover, current literatures show customer lifestyle is an important factor 

in the selection of attributes and behavioral intentions concerning food service. For instance, 

lifestyle heavily effects on the perception of food choice (Wycherleya et al., 2008; Myung-Ja et al., 

2013). Scholars often talk about the LOHAS consumer which is the target group for organic product 

consumption in the market (KRAV, 2016). Moreover, health and environment concerned 

consumers are more willing to pay a premium for eco-friendly products/services (Kwon et al., 

2007). Therefore, the FS industry is concerned about having lifestyle differences (Kim et al., 2015; 

Knutson et al., 2006a; Moschis et al., 2003).  

 

Nonetheless, the customer is getting more skeptical about the communication conveyed by green 

companies (Do Poco and Reis, 2012). Given that skepticism diminishes the positive impact of green 

communication, subsequently, customer perceived green skepticism may hinder customers dine at a 

certified FS places and resist paying for its price premium (Mohr et al., 1998). Such phenomenon 

may bring the disadvantages for business which is adopting certification as green marketing 

strategy within their FS. The growing research tends to overlook consumers green skepticism 

impact on their attitude towards the certified FS. Due to those green initiatives and green 

communication from restaurant side may be interpreted differently by customers. Thus, it is 

necessary to examine the effect of green skepticism on the relationship between the consumer 

perceived importance of green attributes and their attitude of the certified FS. The finding is 

important for certified FS business, as its analysis is relevant and may allow companies to design 

better communications and enhance the green practices’ effect among consumers.  

 

1.3. Research question  

 What are the determinants of customers’ attitudes toward the certified food service? 

 How does consumer's’ attitude influence their willingness to dine at the certified food 

service and pay the premium? 
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1.4. Research purpose 

The purpose of this study is to identify the which factors are influential towards customers’ attitude 

of the certified food service and the moderating role of green skepticism influence the relationship 

between green attributes and consumers’ attitude. 

 

In this study it is also considered to research if LOHAS and non- LOHAS consumers’ attitudes 

towards certified food service differently influence their willingness to dine and pay premium.    
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2. Theoretical framework 

 

This chapter provides the theoretical framework in regard to the proposed research 

question in order to understand the factors determines customer attitude towards certified FS and 

the behavior outcome in relation to their attitude. 

 

2.1. Consumers’ attitude 

According to Qiu and Paul (2013) consumer attitudes can be the most important determinant of 

consumer behavior . It can be defined as “consumer’s evaluative response to an object or person, it 

is their feelings or affective reaction towards it” (Evans et al., 2009, p. 496). The Theory of Planned 

behavior  (Ajzen and Fishbein, 1975) argues that consumers' attitude is a relatively strong predictor 

of the behavioral intention, and behavioral intention leads to the actual behavior. In many contexts 

of organic and green products/services consumption studies, the relationship between attitude and 

its subsequent behavioral intentions have been investigated. For instance, customers purchasing 

organic food have long been considered a direct result of positive attitudes toward certified organic 

products (Aslihan Nasir and Karakaya, 2014). More recently, eco-friendly and CSR practices 

awareness instils in the public’s attitude towards the company business operation, which is reflected 

especially in hotel and FS sector (Laroche et al., 2001). For instance, Han et al. (2009) reveal 

customer favorable attitude of hotel green practices indeed encourage their eco-friendly 

consumption intentions. Later, Han et al. (2010) examined how the four-dimensionality of lodging 

consumers’ eco-friendly attitudes impact on their willingness to visit, to spread word-of-mouth, and 

to pay the premium for the green hotel. Their findings indicated being environmentally friendly, and 

the level of responsibility of such business corporations are significantly related to all mentioned 

behavioral intentions but not the severity of environmental problems. Also, the inconvenience of 

being environmentally friendly was only significantly related to intention to visit. More specifically, 

Schubert (2008) by applying the Theory of Planned Behavior (TPB) had explored the consumer 

attitudes towards several of green practices in the restaurant context. The multiple linear regression 

analysis of his study revealed that consumers’ attitude and subjective norm significantly influenced 

the probability of dining at a green restaurant. By noticing one of the green marketing trends that 

companies are through investing green certification (e.g. organic, eco-friendly certification) into 

their businesses to attract customer attention and to increase trust, which in turn generates customer 

greater purchase intention. Szuchnicki’s (2009) study uncovered which green practice significantly 

predicting green customer return intention, along with the comparison between the certified green 
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restaurant and the conventional restaurant which are doing green practices likewise. However, 

customer attitude had not been addressed in his study. It is evidenced by number studies the 

antecedents of customer attitude toward the business are varied according to the particular setting. 

Attitude as the fundamental antecedent of customer behavioral intention in certified FS is still 

unclear.  

 

2.1.1. Willingness to dine  

Customer attitude is highly related to their behavioral intention which has been evidenced from 

different environmental-related consumption settings (Manaktola and Jauhari, 2007; Tarkiainen and 

Sundqvist, 2005; Vermeir and Verbeke, 2007; Hu et al., 2010). Customer who has a stronger 

environmental concern or more favorable attitudes toward business doing green practices is more 

likely to display consequent consumption behaviors. For the difficulty of measuring customers' real 

behavior, most studies conducted the measurement of customer behavioral intention instead (Chan, 

2001; Manaktola and Jauhari, 2007; Jang et al., 2011). For instance, the study of Chan (2001) 

confirmed the mediated role of green purchase intention between green purchase attitude and green 

purchase behavior. In the Indian hotel study, Manaktola and Jauhari (2007) point out that consumer 

would prefer to choose lodging that has adapted environmentally friendly practices though not 

compromising on service quality. Willingness to dining is one of the economic behavior outcomes 

of the positive attitude in FS settings (Tan and Yeap, 2013). In light of  Tan and Yeap’s (2013) 

research, green purchases in the service sector are still new and niche in the market, most of the 

existing studies therefore, only based on the intention to purchase rather than re-purchase intention 

to predict the actual behavior. Meanwhile, this willingness to dine could be different from the green 

attributes of the restaurant and consumer segments. Kwok et al. (2016) argue that consumers may 

perceive the importance of various green attributes differently. In studies by Jang et al. (2011) and 

Poulston and Yiu (2011), natural and organic food ingredients have been identified as important 

attributes to health-conscious customers’ attitude and which in turn influencing consumers’ 

patronage decisions. In other hand, researchers find that diners who are aware of food service 

provider’s eco-friendly practices are willing to patronize such a restaurant and to pay more money 

for their services attributes (Hu et al., 2010; Jang et al., 2011; Myung-Ja et al., 2013). Preceding 

studies also investigated the consumer attitude-behavioral intention by adding their lifestyle as 

factor, for example, Jang et al. (2012)’s study displayed that Gen Yers food-related lifestyle in 

selection green attributes of the restaurant and behavioral intentions regarding green restaurants. 

The results discovered that “health-conscious consumer” group and the “adventurous consumer” 

group are more likely to visit green restaurants because of the natural ingredients (e.g., organic 
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ingredients) and nutritional menu items. In other words, consumers who are more concerned about 

health and are more receptive to green products are willing to eat at restaurants that offer green 

food/practices (Jang et al., 2010). Therefore, the sum of the above literature and in regard to the 

research question the following hypothesis is formulated: 

 

Hypothesis 1a: Customer attitude towards certified food service has a positive impact on their 

willingness to dine at a certified food service provider. 

 

2.1.2. Willingness to pay the premium 

Willingness to pay the premium for the green products/service price is another factor that may be 

influenced by customer attitude. Comparing to the willingness to dine, the findings of customer pay 

more for the green practices in business is less consistent from prior research. The discovery tends 

to differ based on demographic characteristics (e.g. country, gender, lifestyle, etc.). Hu et al. (2010) 

examined the United States customer green attitudes on their behavioral intention. The result 

showed, in general, they are willing to pay the premium for hotels’ eco-friendly practices. In 

comparison, the study did in Indian lodging industry reflected that positive attitude or behavior 

towards green practices does not result in the majority of consumers’ willingness to pay more. 

There were only 11% of the total participants in their study expressed willingness to pay the cost of 

green investment (Manaktola and Jauhari, 2007). Earlier studies have examined consumers’ 

willingness to pay the premium for sustainable foodservice. Kim et al. (2013) investigate Korean 

consumers’ willingness to dine for sustainable business and industry food service (SBIFS). More 

than half (65.7 percent) of consumers were willing to pay 20.5 percent premium for SBIFS. 

Moreover, the result confirmed that customers’ gender and eco-friendly dietary lifestyle were the 

significant determinants in predicting consumers’ willingness to pay the premium. Likewise, the 

study by Hu et al. (2010) showed the highest willingness to pay premium group demonstrated the 

highest average scores on knowledge of green restaurants, environmental concerns, and ecological 

behaviors. In contrast, the non-willingness to dine group scored the lowest in all aspects. Besides, 

Hu et al.’s (2010) findings implied that women tend to rate eco-friendly intentions more favorably, 

which means they are the customers who showed greater willingness to pay more. As mentioned, 

the different attributes of the food service may influence customer attitude on differently. In return, 

it also influences customer willingness pay more intention. Szuchnicki (2009) states that customers 

are generally noticed that a variety of green initiatives in the certified FS business also accompanies 

with higher price charging of service. Thus, their positive attitude may result in inconsistent 

individual willingness for this trade-off. According to the scholars, the limited generalizability 
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regarding customer willingness to pay the premium, and also few of research to date has 

investigated willingness to pay the premium in certified FS setting. This brings us to another 

overarching hypothesis of this thesis in regard to the research question, namely: 

 

Hypothesis 1b: Customer’s attitude towards the certified food service has a positive impact on 

their willingness to pay the premium to dine at a certified food service provider. 

 

2.2. Certified food service attributes influence customer’s attitude  

Green practice (GP) has become a major concern in the restaurant industry as a means of increasing 

social benefits and for sustaining a business in the long run. As aforementioned, this research will 

focus on the certified restaurants and cafes in Sweden. A certified FS implies that management has 

to execute specific green practices according to the certification instructions. First, certified FS 

provide customer organic menu consumption with respects to human health, corporate social 

responsibilities and sustainable environment. Second, the administration focused CSR range from 

training staff skills, social responsibility, management to environmental and health impact, and 

through green certification to marketing. Third, it is the environmental sustainable practice within 

the certified FS operation process. Subsequently, these green practices present the three attributes of 

the certified FS, which are organic menu attribute, CSR attribute and eco-friendly attribute and 

which collectively contribute to the customers' attitude towards certified FS. 

 

2.2.1. Organic menu attribute 

Food plays a central role in delivering green products/services to customers, particularly in the FS 

sector (Kwok et al., 2016). In the restaurant business, the most frequent GP is providing the organic 

menu and the major characteristics in the organic menu are by using organic food ingredients. It has 

been widely accepted by consumers that organically produced products to be both healthier and 

more eco-friendly as compared to conventionally produced ones (Hussain et al., 2012). The 

popularity of organic food also drives customers’ interest in ordering organic menu at restaurant 

when eating out (Poulston and Yiu, 2011). Business perceives organic menu attribute as a way to 

stay competitive advantages and gain loyal consumers (Rhou et al., 2016), consumers indeed 

receive a positive attitude towards the company (Myung-Ja et al., 2013). The relationship between 

healthy menu options and diners’ attitude has widely been explored (Hu et al., 2010; Jang et al., 

2011; Myung-Ja et al., 2013; DiPietro et al., 2013; Kim et al., 2013). In the study by Kim et al. 

(2013), the result proved consumer who has eco-friendly dietary lifestyle also has favorable attitude 

towards sustainable food consumption. Another research gives similar evidence that green and 
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healthier-focused food attributes such as organic or locally-grown food ingredients may appeal to 

diners, particularly health-conscious ones and seniors, who take more care of their health and form 

their patronage decisions based on such attributes (e.g. Hu et al., 2010; Jang et al., 2011; Myung-Ja 

et al., 2013). In their analysis, Myung-Ja et al. (2013) highlight that because of the perception of 

fresh and natural or organic ingredients, consumers might consider that natural and organic products 

are more nutritious than the conventional one. Therefore, consumers who are health-conscious are 

more likely to order health-oriented dishes. Based on the most noticeable attribute from the certified 

FS is that they offer the menu with organic ingredients and the literature review of dining 

consumers who are strongly in favor of restaurants using organically and locally produced 

ingredients. Therefore, we hypothesis following: 

 

Hypothesis 2: Organic menu attributes positively influence customers’ attitude towards certified 

food service. 

 

2.2.2. Corporate Social Responsibility attribute 

During the past 20 years, we have been witnessed the development of corporate social 

responsibility (CSR) is beneficial for company's marketing and facilitating company-consumers 

relationship (Loose and Remaud, 2013). CSR’s definition is various across and within different 

countries and industries (Loose and Remaud, 2013). To understand CSR from a generalized 

concept, according to Carroll (1999), it is the commitment within the business management, ethics 

and sustainability towards the environment and society. Whereas, in a restaurant context study, 

authors describe “CSR may take many forms, including recycling programs, community 

involvement, fair trade practices, organic food procurement, human resources policies, 

environmental initiatives, and many more” Hanks and Mattila (2016, p.111). Prior organic research 

frequently validated company's CSR practices in ability of generating consumers’ purchases 

intention towards organic food and their more favorable attitude towards the company (Lee and 

Shin, 2010). Moreover, Green and Peloza (2011) provided that CSR attributes of company and the 

brand can enhance consumers’ perception and make a significant positive impact on their attitudes. 

As a result of that, CSR is becoming an ever more important part of corporate priorities (Hanks and 

Mattila, 2016).  

 

Hospitality and FS sector scholars often conceptualize the CSR framework in broader dimension 

which includes three aspects: health concerns, environmental concerns and social concerns (e.g. 

Choi and Parsa, 2006; Schubert et al., 2010; Susskind, 2014). However, in order to differentiate it 
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from organic menu attributes and eco-friendly attributes in certified FS, authors in current study 

argue that CSR-related initiatives often only in the back of FS sector which is unnoticed by 

consumers (Namkung and Jang, 2013). Therefore, CSR in this study mainly points to FS business 

administration-focused CSR practice, such as displaying certifications (DiPietro et al., 2013b) 

training employee for GPs (Manaktola and Jauhari, 2007), participating environmental projects 

(Schubert et al., 2010) and etc. The impact of CSR investment on the firm performance has recently 

been a topic of great interest for food service managers. By accounting for various CSR practices in 

restaurant industry, which often correspondingly give inconsistent findings in prior studies. Kwok 

et al. (2011) showed that administration-focused green attributes were positively related to 

likelihood of diners’ willingness to pay more, wait longer, or travel farther in the USA setting. 

Youn et al. (2016) examined impact of CSR on firms’ performances within the restaurant industry 

context in USA. The study by using stakeholder theory (Jones, 1995) found the CSR is not only 

important for shareholders and employee but also concerned for entities outside the corporation 

which includes the various customer segments. The findings highlight that CSR investment may 

affect business differently across the FS type; the positive effects of CSR initiatives are greater for 

fast-food restaurants than full-service restaurants. But many studies have suggested FS should 

communicate their GPs with diners in a more visible way (Jang et al, 2010; Szuchnicki, 2009). 

Nevertheless, by displaying green certification may not actually achieved customer perception of 

importance and, focusing marketing efforts solely on promoting their green certification is not 

enough (Szuchnicki, 2009).  

 

The KRAV’s annual report (2016) provided that Swedish customer have a high level of expectation 

about CSR activities in the certified FS sector. Besides, CSR-focused initiative has become one of 

the priorities in certified FS (Hanks and Mattila, 2016), few studies have investigated how CSR 

attributes influence consumers’ attitudes towards certified FS and their willingness to visit a 

certified FS. Therefore, we draw upon previous literature hypothesis that: 

 

Hypothesis 3: CSR attributes of a certified FS positively determines customer’s attitude towards 

certified food service. 

 

2.2.3. Eco-friendly attributes 

The industrial development and the economic growth have led to huge changes in the natural 

environment and there is much empirical evidence that explains all effects on the environment. 

Hospitality scholars often conceptualize the environmental practices of restaurants under the 

framework of corporate social responsibilities (CSR). In the CSR framework, the eco-friendly 
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practices have been often addressed separately, mainly including operations aim to protect the 

environment (Mohr et al., 2001) and developing procedures that conserve energy and other natural 

resources in the production process (Porter and Kramer, 2002). However, the consequences of each 

dimension of practice under the CSR framework may play very different role in customer 

behavioral intention. For example, the research on consumer’s willingness to pay the premium for 

two different GPs from Dutta et al. (2008) revealed that the Indian data shows a greater contrast 

than the U.S. data between the willingness to dine for environmental responsibilities than the social 

responsibilities in the restaurant settings. Moreover, within this specific category of GP, the actual 

outcomes are more likely to beneficial the environment. As Schubert (2008) emphasizes that food-

related industry can make environment contribution if they engage to minimize their carbon 

footprint and involve the practices of using biodegradable products, actively saving energy and 

natural resources, using energy-saving facilities, reducing and recycling waste, and take part in 

environmental protection programs.  

 

Due to the benefits of the GPs and the growing awareness of customer environmental protection, 

one of the current applications of being green in the food service industry is to set up recycling 

program and to use more environmentally friendly products in business operation processes. 

According to Manaktola and Jauhari (2007) environmental benefits are closely related to consumer 

preference and choice. In their study, the environmentally sustainable variables are important 

contributors to the consumers’ choosing to stay in a green hotel.  In addition, Kim et al. (2013) 

showed even majority of the customers are without a holistic understanding of sustainable 

development operations in FS industry, the result still manifested more than half (65.7 percent) of 

participants have willingness to pay the premium. In light of the common findings that consumers 

consider consuming more business service with eco-friendly operations may contribute to a more 

sustainable environment, and the relationship between attitude and behavior (Ajzen and Fishbein, 

1975). Thus, current study hypothesizes: 

 

Hypothesis 4: Eco-friendly attribute of certified FS positively determines customer’s attitude 

towards certified food service. 

 

2.3. Green skepticism 

Obermiller and Spangenberg (1998) define skepticism as one’s overall tendency or inclination to 

distrust or doubt others. In a large body of work, it is generally founded that consumers are 

skeptical toward claims of advertising from firms. The most frequent customer skepticisms are 
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regard to certified organic products (Vermeir and Verbeke, 2006), environmentally sustainable 

claims (Albayrak et al., 2013), CSR claims from firms (Skarmeas et al., 2014), and other doubts 

which depending on the business situation and context. More specifically, studies term, the type of 

consumer skepticism toward those claims from company, as “customer green skepticism”. The 

primary driver behind green skepticism is the inconsistency between companies green marketing 

and their actual practices. For instance, some firms are taking the advantage of green commercial 

advertising to exaggerate their product/service’s green image. However, in reality they are not as 

good as they state (Rahman et al., 2014). Whereas, the fault from company's side is not always the 

case, Yiridoe et al. (2005) state that consumer skepticism towards green products may cause by 

misinterpreted or high expectation of products and lack of knowledge of non-uniform standards and 

certification procedures for organic products. Another silent factor is the price premium, studies 

about customer organic products found in fact higher price can create customer skepticism, and this 

negatively influences their purchase intention (Magnusson et al., 2001; Vermeir and Verbeke, 

2006). Because a number of consumers had the experience which they unsatisfied with the quality 

what they paid for, and this can increase skepticism in their mind. Likewise, Shaw and Shiu (2003) 

indicate that some consumers assume that premiums paid for ethical options will never reach their 

intended beneficiaries. 

 

A review of the literature suggests that the relationship between skepticism and customer green 

consumption behavior is negative. However, the influence path of green skepticism on customer 

purchase intention is varied according to research model and context. For example, Goh and Balaji 

(2016)’s study examined green skepticism as the mediating role and as the direct influential role on 

Malaysia customer green purchase behavior in an emerging economy. The finding of their study 

only approved green skepticism indirectly influences customer green purchase intention but not the 

direct influence. In contrast, study findings from Morel and Pruyn (2003) demonstrated that green 

skepticism directly impacts customer purchase intentions.  

 

Do Paço and Reis’s (2012) study shows that other determiners (such as environmental concern, 

perceived consumer effectiveness) of green purchase behavior were found to be negatively 

influenced by consumer green skepticism. Albayrak et al. (2013)’s study investigated how customer 

green skepticism displays on their green electrical product purchase behavior concerning becoming 

e-invoice subscriber. In this research, authors employed TPB theory as the green behavior intention 

prediction model, they grouped e-invoice subscriber into environmentalist (who have low green 

skepticism level) and skeptical environmentalists (who have high low skepticism level). The 

analysis illustrates that the high level of skepticism decreases to the ratio of variance explanation of 
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the behavioral intention which means the skeptical environmentalists are less likely to become as e-

invoice subscriber.  

 

Based on discussion and findings from literature and in regard to current research context in the 

frame of customer green consumption, authors assume green skepticism should be applied as the 

moderator to examine how this factor influence the relationship between attributes of certified food 

service and its corresponding customer attitude.  

Based on above literature, the authors developed the following hypothesis: 

 

Hypothesis 5a: Green skepticism moderates (negatively) the relationship between organic menu 

attribute and customer’s attitudes toward the certified food service. 

 

Hypothesis 5b: Green skepticism moderates (negatively) the relationship between CSR attribute 

and customer’s attitudes toward the certified food service. 

 

Hypothesis 5c: Green skepticism moderates (negatively) the relationship between eco-friendly 

attribute and customer’s attitudes toward the certified food service. 

 

2.4. Lifestyle of health and sustainability (LOHAS) 

Yeh and Chen (2011) defined that lifestyle of LOHAS is an attitude towards life that pursues health 

and sustainability. The term LOHAS has been applied to describe both products and consumers 

which carry with healthy and environmentally friendly attributes (Yeh and Chen, 2011). LOHAS is 

also the definition of the market for services and products that LOHAS consumers prefer (LOHAS, 

2014). LOHAS as a lifestyle plays an important role in consumer purchase behavior, which has 

been widely documented by past researchers (Häyrinen et al., 2016; Myung-Ja et al., 2013; Brooks, 

2009; Kwon et al., 2007). Howard (2007) described that Lifestyles of Health and Sustainability 

(LOHAS) consumer is a group of consumers who make conscientious purchase decisions based on 

their social and cultural values. Although the demographic characteristics of LOHAS consumer are 

inconsistent according to past researches, the concern towards sustainable development is the 

intersection why they share the common social and cultural value as for certain consumption 

choices, such as organic products, social responsibility, health care, exercise program and 

ecotourism (Yeh and Chen, 2011). LOHAS consumer group consists about 100 million consumers 

around the world and in the Europe it approximately 20 % of the population is labeled as LOHAS 

consumers and it is expected to increase (LOHAS, 2014). The role of LOHAS stimulates customer 

firstly aware of products and service which have green and sustainable traits when they are 
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launched in the market. Besides, they adopt their lifestyles in consumption choice evaluation. They 

tend to be the loyal consumers of the consumption of LOHAS products and services and to 

influence their families and friends (Park, 2015). 

 

More recently, there is a growing body of researches applied LOHAS as influence variable in 

restaurant context in order to predict customer food-related behaviors (Häyrinen et al., 2016; Jang et 

al, 2011; Myung-Ja et al., 2013; Brooks, 2009; Buckley et al., 2007; Kwon et al., 2007). According 

to past studies’ findings, it shows that LOHAS consumers give a more favorable impression for 

business that is practicing CSR and environmentally friendly programs. Researches find that diners 

who are aware of food service provider’s eco-friendly practices are willing to patronize such a 

restaurant and to pay more money for their services attributes (Hu et al., 2010; Jang et al., 2011; 

Myung-Ja et al., 2013). According to Myung-Ja et al. (2013), it is different between LOHAS diners 

from non-LOHAS diners with regard to choices behaviors in the context of restaurants. Kwon et al. 

(2007) confirm the influence of LOHAS on consumers’ propensity for healthy dining in restaurants 

as well as for green indices (Kwon and Song, 2006). Myung-Ja et al. (2013) point that LOHAS 

consumers’ interest in health-oriented dishes, they more like to order menu which uses organic 

ingredients with healthy cooking methods. LOHAS diners also follow an ecological lifestyle and 

they seek more information behind the meals from the restaurant (Myung-Ja et al., 2013). Hyuna 

and Kang (2014) claimed that food quality is one of the crucial factors in when LOHAS diner 

evaluating the restaurant experience and LOHAS consumer see if the restaurant provides organic 

menu as one of the most factors. Brooks (2009) indicates that LOHAS consumers are hungry for 

sustainable dining and consider going to restaurants that have green menu than other restaurants that 

cannot offer it. Consequently, more companies in hospitality industry became more interested in the 

LOHAS consumers and they are offering more LOHAS-related alternatives (Häyrinen et al., 2016). 

In Sweden, LOHAS consumers tend to be larger than anywhere else, and LOHAS group is 

continually expanding (LOHAS, 2016). Because of the impact of lifestyle in consumption choices, 

food service operators are using LOHAS as the measurement into their business strategy to target 

customer (Myung-Ja et al., 2013).  

 

Based on the literature review, LOHAS diners are quite different from non-LOHAS diners in their 

food choice behaviors and their socio-demographics attributes in general (Joo et al., 2008; Kwon 

and Song, 2006; Kwon et al., 2007), there are many variations regarding their shared values, 

attitudes and behaviors (KRAV, 2016). Therefore, it is necessary to narrow down and to investigate 

how lifestyle of LOHAS influence their consumption determine factor in food service context. 

Which leading us to the following hypotheses of this study formulated as: 
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Hypothesis 6: Customer’s attitude towards certified food service is different between LOHAS and 

non-LOHAS customers. 

 

Hypothesis 7a: Customer´s willingness to dine at certified foodservice is different between food 

service between LOHAS and non-LOHAS customers. 

 

Hypothesis 7b: Customer´s willingness to pay the premium for certified food service is different 

between LOHAS and non-LOHAS customers. 
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3. Conceptual framework 

 

Drawing upon from the literature reviews, authors developed three independent variables which 

regard as the antecedents collectively determine customer attitude towards the certified food 

service. One variable, namely green skepticism as the moderator, impact the relationship between 

customer attitude and each its antecedents. In light of TPB model, the study also intends to explain 

the relationship between customer attitude and its two behavioral intentions that is willingness to 

dine and willingness to pay the premium. Lastly, current study also aims to explain how the 

LOHAS as an important lifestyle factor will impact on customer attitude in the certified foodservice 

consumption context. 

 

Therefore, we propose the following research model: 

 

Figure 1  Proposed structural model 
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4. Methodology 

 

This chapter describes the study’s process of conduction the data and also explains why the 

quantitative and deductive research approach was relevant for this study. Further, the research 

design and data collection method will be illustrated.   

 

 

4.1. Research approach 

The quantitative method has been applied in this study in order to statistically understand the 

determining factors which influence consumers' attitude towards certified FS. According to Bryman 

and Bell (2011), implementing a quantitative approach, it is possible to explain the relationship 

among variables statistically. In this study, the green attributes as the factors influence consumers' 

attitude and the moderating role of green skepticism affect the relationship between the former two. 

Quantitative research focuses on hypotheses testing and make it possible to generalize the result to 

entire population (Ghauri and Grønhaug, 2005).   

 

As the study's hypotheses are concepts which needed to translate into researchable entities, the 

deduce hypotheses were applied. The deduce hypotheses were translated into operational terms. The 

deductive research approach is based on the empirical findings from previous studies (Bryman and 

Bell, 2011). This study was conducted by proposed models and hypotheses which have been 

derived from the prior researches and pre-existing theories. The hypotheses have been either 

accepted or rejected. This research approach was applied since the authors believe that it is 

significant to confirm other researchers’ findings and transform that into actual knowledge. By 

formulating hypotheses to examine the link between theory and research it was possible to confirm 

other researchers’ findings. 

4.2. Research design 

The research design is the core of conducting a marketing research, which describes how the 

research will be carried out as well as how the primary data will be gathered and analyzed. This 

study's research design was descriptive design, which belongs to quantitative research methods and 

makes it possible to draw conclusions from statistical data. According to Ghauri and Grønhaug 

(2005), it is classified on descriptive, explanatory and causal depends on the problem structure.   

 

The descriptive designs aim to draw conclusions from a large amount statistical data. According to 

Malhotra (2010) the goal of the descriptive design the market research is to describe the market 
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characteristics. This study could fulfill the descriptive research design requirement by carefully 

planned and structure the survey, so later it was enabling that the collected data could statistically 

represent the Swedish population. In this study, the descriptive design was considered, as the aim of 

the study was to examine how the independent variables (organic menu attribute, CSR attribute, and 

eco-friendly attribute) influence the dependent variable (consumers’ attitude). This study also 

considered seeing how the independent variable (consumers’ attitude) influences the dependent 

variables (willingness to dine and willingness to pay premium). Hence, the descriptive design was 

chosen. The study’s data was gathered through conducting a self-administered survey. By applying 

the descriptive research design, it was plausible to get descriptive information about the consumers' 

attitude, willingness to dine and willingness to pay the premium in regarding the research context. 

 

4.3. Data source  

Data sources can be either primary or secondary data and is an essential step of research projects. 

Primary data is gathered for a specific research purpose; there the research problem is tackling 

(Aaker et al., 2010). Authors attempted to answer the question of the research. Thus, the primary 

data was gathered through conducting a survey with the closed-ended scale questions. The aim of 

the primary data was to find the answer to the particular problem of current study. Primary data can 

be done through focus groups, survey, observations or interviews (Ghauri and Grønhaug, 2005; 

Bryman and Bell, 2011). The articles that have been used in this study are from peer-reviewed 

journals, and the questionnaire has been constructed to collect first-hand data. From the study's 

questionnaire, the data was collected in order to assess the measurement reliability, validity and test 

all the study's hypotheses. One of the benefits of primary data is that it can be collected first hand, 

which following designed operationalization of variables and using chosen procedures carefully. 

4.4. Population and sample 

Due to the large size of the whole Swedish population, it was significant to use a sample as the 

representative and to generalize for the entire Swedish population. According to Bryman and Bell 

(2011), the population consists of the individuals who have similar characteristics and can be either 

a group of people or a country. When decided the population of interest, it was considered that 

Swedish individuals and non-Swedish individuals who are living in Sweden and both individuals 

who had experience with certified food service and without experience certified food service were 

covered. Moreover, the demographic factors were included.   

It is significant to choose an appropriate sample which enables to generalize the results and be 

representative of the entire population. Sampling is significant, especially for quantitative studies 
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(Ghauri and Grønhaug, 2005). The convenient sample is one form of a non-probability sample, 

which uses when the researchers use the sample due to the availability to the researcher. Hence, it is 

suitable for data gathering process (Bryman and Bell, 2011). Convenience sample has been 

considered has been an effective approach since it was easy, fast and the individuals had high 

opportunity to participate in the study. The convenient sample method facilitated for the authors to 

share the survey on their social media and thereof, gain a large sample size. Whereas, this method 

can be questioned, as the sample is biased and is not representing the whole population (Bryman 

and Bell, 2011). Due the survey was sent out online, it was not possible for the authors to know 

specifically who participated the study. 

Probability and non-probability are two types of the sampling procedure. In the probability 

sampling, the individuals are possibility selected within the desired population. The non-probability 

sampling is when the individuals have no possibility to chance to be selected (Bryman and Bell, 

2011). Since this study had not any specific target group in focus, the non-probability was 

considered, which made that more individuals from the social media groups could be covered. 

 

4.5. Data collection method 

The survey is suitable when collecting information about customer opinions, market trends or 

consumers’ attitude (Bryman and Bell, 2011). It makes it possible to produce quantitative statistics 

about populations. In this study, the data collection method consisted of the survey. The advantage 

of using the online survey for this study was to be able to send out to many individuals and reach of 

the target groups. The target group was Swedish individuals and non-Swedish individuals who are 

living in Sweden and individuals who had experience with certified food service and without 

experience. Using a web-based survey, authors sent out the survey both on their personal Facebook 

pages and shared it in five different Swedish Facebook general interest groups in order to reach 

more respondents of the non-probability sample. Due to this study aimed to focus on the Swedish 

market, all the respondents who were not Swedish and not living in Sweden were excluded in the 

final study. Entirely, 304 respondents participated in this study, and 245 of them were Swedish, and 

30 respondents were non-Swedish residence in Sweden. The remaining 29 respondents' answers 

were eliminated due to their disqualification of nationality and residence conditions. The survey 

started sent out on 3th of April, and it lasted for 13 days which terminated on 16th of April. 

4.5.1. Survey design 

The survey method has many advantages, such as the data gathered is reliable, it is easy to 

administrate the survey and the interpretation of the gathered data is simple. However, the survey 
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has disadvantages as well. For instance, the respondents might be not willing to questions regarding 

their personal (Malhotra, 2009).  

 

A survey was applied as data collection method since it was recommended for a descriptive design 

study. The survey started with a short presentation of the authors and the purpose of the study. 

Following, anonymity was highlighted at the beginning of the survey to guarantee respondents 

would be anonymous throughout the study. The close-ended questions were used in the survey, 

according to Aaker et al. (2010), which facilitate the later analyses process. 

 

The first item concerned the respondents' nationality, dine out frequency monthly and their 

awareness of the certification labels used particularly in Sweden food service sector. Then, the 

survey continued with questions that were corresponded to the theoretical framework. The survey 

continued with the items in the following order: organic menu attribute, CSR attribute, eco-friendly 

attribute, green skepticism, consumers’ attitude, willingness to dine, willingness to pay premium 

and LOHAS. For those items, a Seven-point Likert Scale was utilized, which were ranged from 

"Strongly disagree" (1) to "Strongly agree" (7). According to Aaker et al. (2010), items would later 

simplify the analysis process. The last section of the questionnaire the demographic questions 

concerns the respondent’s personal information such as their gender, age, main occupation, 

education and income level. The demographic information is vital to receive a more comprehensive 

picture of the respondents because that may have an impact on their answers (Bryman and Bell, 

2011). In the operationalization, all the items correspond to this study are presented (Appendix 1). 

 

4.6. Data collection instrument 

The study’s data collection instrument was based on the theoretical framework. An extensive range 

of articles have been read in order to identify which aspects of theories are appropriate for this 

study. The data collection instrument was gathered by written questionnaire. It has been relative 

simple method for this study to obtain data since less time was consumed and it was possible to 

gather data from widely scattered sample. In the operationalization table, each article is presented 

for respective questions (Appendix 1).  

 

4.6.1. Operationalization 

In order to be able to connect theories and reality, and also provide step- by- step process of the 

study the operationalization was considered. The operationalization is necessary in the research 

studies since it processes the concepts from theories into the qualified variables. In the table 1, all 
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the concepts that have been examined in this research are listed. The concepts are defined 

scientifically in order to show how the concepts have been utilized in the context (Appendix 1).  

 

4.6.2. Pre-test 

As mentioned before, during pre-test, one professor at the Linnaeus University’s marketing 

department evaluated the survey before it was sent out. This is because to establish the content 

validity of all items in the survey (Saunders et al., 2009). Thereof, changes were made after the 

received comments and feedback, and the survey was assessed by ten respondents. The discussion 

with the respondents was significant to ensure that the respondents will understand the items in line 

with the study purpose (Aaker et al., 2010). Meanwhile, it was significant to have pre-test with 

respondents to avoid that the respondents misinterpretation of the questions, and thus enhance the 

validity of the study. The results of the respondents in the pre-test were not included in later study 

analysis (Bryman and Bell, 2011).  

 

Based the pre-test feedback, five scales were deleted for shortening the questionnaire which was 

commented too long.  Besides, some of the questions were difficult to interpret accurately. Lastly, 

the questionnaire was reviewed by the professor again who had some valid suggestions, before as 

the final survey (See Appendix 2).  

 

4.7. Data analysis method 

After primary data was collected by the survey, then all the responses were coded into the statistical 

program SPSS for further analysis. According to control questions, 29 respondents' answer were 

removed, since they were either not residing in Sweden or handed in with the unfinished the 

questionnaire. The remained 275 responses were included for descriptive analysis, factor analysis, 

correlation analysis, hierarchy multiple regression, linear regression, and ANOVA analysis. 

 

When existing theoretical model or the factor structure has been determined previously, 

confirmatory factor analysis should be used (Vet et al., 2005). The descriptive analysis summarizes 

the data collected in the study, which shows the respondents’ information about their gender, age, 

income level, nationality, occupation, and education. The correlation analysis refers to the strength 

of the relationship between two variables. When the correlation efficiency value is high, it means 

that two or more variables have a strong relationship with each other. When the correlation 

efficiency value is weak it means that the variables are less correlated. In this study, the hierarchy 

multiple regression analysis has been used in order to test hypotheses, which shows how well the 
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independent variable or several independent variables are able to predict the outcome of the 

dependent variable (Bryman and Bell, 2011). According to Saunders et al. (2009) the hierarchy 

multiple regressions shows the relative contributions of the independent variable on the dependent 

variable. The linear regression uses when predicting the value of the dependent variable based on 

the value of the independent variable. 

 

The ANOVA analysis was used in order to compare the mean values among LOHAS and non-

LOHAS consumers. ANOVA test is one-way to analysis of variance, which compares the mean 

values among two or more different groups. 

4.7.1. Data coding 

According to researchers, data coding is a helpful instrument when the researchers want to translate 

the answers into numbers (e.g. Aaker et al., 2010; Bryman and Bell, 2011). In order to facilitate the 

quantitative analysis, the data coding of the information was applied in this study (Saunders et al., 

2009; Bryman and Bell, 2011).  

 

Since the questionnaire was composed of closed-ended questions with Seven-point Likert Scale 

from “Strongly disagree” (1) to “Strongly agree” (7) and other multiple options questions, therefore 

all answers were coded based their chosen value and options. After had entered the coded data into 

SPSS, the missing responses were identified. In order to group LOHAS and non-LOHAS 

respondents for ANOVA analysis, the LOHAS measurement was coded into three groups. All the 

respondents' score regarding the scales between 1-3 was coded as the value of 0 and grouped as 

non-LOHAS. Similarly, whose score of the scales between 6-7 was code as the value of 1, namely 

LOHAS consumers. For rest of respondents who got a score of 4-5 were grouped as neutral. 

 

4.8. Quality criteria 

The research quality can be measured by validity and reliability (Ghauri and Grønhaug, 2005), 

which are primary matters of the study. According to the Bryman and Bell (2011), measurement of 

validity and reliability should be concerned with the adequacy of the measure. Therefore, both 

validity and reliability of the measurement construct of model have been tested. 

4.8.1. Validity 

Validity shows how well a research is measuring what it supposed to measure (Bryman and Bell, 

2016). The validity in a study includes face validity, criterion validity and construct validity 

(Malhotra, 2010). This study's validity was established by building the theoretical concepts based 

on the previous relevant studied within the field. In this study, the criterion validity was evaluated 
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through adapting questionnaire from previous studies (see operationalization table in Appendix 1). 

According to Malhotra (2010), it is significant to measure criterion validity since it controls if a 

scale performs expected when moving it toward other standard variables. According to Bryman and 

Bell (2011), face validity is an inherently intuitive process. The questionnaire of the face validity 

was achieved through the evaluation by one professor at Marketing Institute at Linnaeus University 

and also through pre-test by ten respondents. Thus, the questionnaire was reviewed, and many 

aspects were changed based on the feedback. Correlation coefficients or ANOVA test can be used 

in order to establish construct validity (Bryman and Bell, 2011). According to Malhotra (2010), by 

applying construct validity, it is desirable to test what the actual constructs the scales are measuring. 

In this study, the construct validity was conducted through confirmatory factor analysis. 

4.8.2. Reliability  

According to many authors, a study's reliability represents the consistency and replication of the 

study (e.g. Saunders et al., 2016; Bryman & Bell, 2016).  It shows if the study's participants will 

understand the questions in the way they are supposed to understand the questions and if the 

survey's questions measure what they supposed to measure. For measuring the reliability, the 

Cronbach’s alpha was applied for all the constructs. All the alpha coefficients were reliable with the 

value above 0.7. When the higher of alpha coefficients is, meaning it has greater internal reliability 

(Bryman and Bell, 2011). The reliability analysis is presented in Table 5. 

 

 

4.9. Summary of the methods 

 
Table 1:  Summary of methods 

 
Research approach Quantitative study with deductive approach 

Research design Descriptive 

Research source Primary data 

Sample and population Convenience sample  

Non-profitability sampling 

Survey: n=275 

(Swedish: n=245, Non-Swedish: n=30) 

Data collection method Web-based survey 

Data collection instrument Theoretical-based variable constructs 

Data analysis method Hierarchy regression, Linear regression, Descriptive, 

Correlation analysis, ANOVA 

Quality criteria Reliability and validity 
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5. Analysis and result 

 
This chapter provides a structure on how data has been collected and analyzed, in order to answer 

the proposed research question. It includes the analysis methods chosen, applied research 

approach and justification of sources used. In this chapter, the demographic findings of the valid 

questionnaire will be displayed in tables. Only the main attributes of the demographics were 

described. The validity and reliability of the measurement construct model were tested, results were 

illustrated in summarized tables and figures. Multiple hierarchical regression was used for 

hypotheses test and, the decision for hypotheses were illustrated. 

 

 

5.1. Descriptive Statistics 

5.1.1. Demographics of the respondents  

In this study, by using the convenience sampling method, collected 304 responses in total. As it has 

been mentioned in the earlier chapter, the web-based questionnaire link was posted on different 

groups on Facebook. Therefore, it was not possible for authors to compute how many respondents 

were reached through this data collection method. However, the present study contains 275 valid 

responses. The demographics of the respondents are shown in the Table 2. Most of the respondents 

(77.8%) were females, male accounts for 20.4% and the rest preferred not to say (1.8%). For the age 

of the respondents, 41.82% of the respondents were between 18-25 years old, 15.64% were in the 

age range of 26-30 years old, 20.36% were in the 31-40 years old age group and 16% of 

respondents 41-50 years old and 6.18% respondents are >50 years old. 

 

Respondents income level in the sample is fairly even distributed in each group, SEK 0 - 10000 

accounts for 38.55%, the SEK 10001 - 20000 group has 19.27%, SEK 20001 - 30000 group 

accounts for 21.45% and 20.73% of respondents’ income level is more than SEK 30000 per month. 

 

In terms of education level, the majority of respondents have High school degree and 

Bachelor/college degree, which comprised 44% and 36.4% respectively, then followed by 14.5% 

respondents have Master degree, Ph.D. degree or higher represents 1.8%, and Non-degree accounts 

3.3%. 
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Besides, two consumers dining out variables have been used in the study survey, namely frequency 

of dining out and certified FS experience. The majority of the respondents dine out/coffee time are 

less than 15 times per month,  in which 1-3 times per month account for 45.8%, followed by 10-15 

times (29.8%). Respondents dine out 4-9 times per month represents 14.9% of the whole sample 

and 9.5% of respondents have more than 15 times per month. The multiple-choice question of 

customer certified FS experience revealed that more than half of the participants 52.7% (Fre. =145) 

have never been to any certified FS place. Consequently, 47.3% (Fre. =130) of them had before-

mentioned experience and could recognize at least one of listed certification labels. Regarding 

awareness of each listed certification, the most well-recognized certification label by participants is 

Svanen (Fre.=93), followed by Bra-miljöval (Fre.=79) and the least is KRAV-restaurant label 

(Fre.=36). 

 

Table 2  Descriptive statistic 

Variable Category Frequency 
(n=275) 

Percentage 

Gender Female 
Male 
Prefer not to say 

214 
56 
5 

77.8% 
20.4% 
1.8% 

 
Age 

 
18 - 25 years 
26 - 30 years 
31 - 40 years 
41 - 50 years 
> 50 years 

 
115 
43 
56 
44 
17 

 
41.8% 
15.6% 
20.4% 
16 % 
6.2% 

 
Nationality  

 
Swedish 
Other 

 
245 
30 

 
89.1% 
10% 

 
Occupation 

 
Employed / job 
Self-employed 
Student 
Student and employed 
Unemployed /not working 
Retired 

 
119 
20 
78 
22 
26 
10 

 
43.3% 
7.3% 
28.4% 
8 % 
9.5% 
3.6% 

 
Education 

 
High-school degree 
Bachelor/college degree 
Master degree 
PhD degree or higher  
Non degree 

 
118 
102 
41 
5 
9 

 
42.9% 
37.1% 
14.9% 
1.8% 
3.3% 

 
Income (monthly) 

 
0 - 10000 kr 
10001 – 20000 kr 
20001 – 30000 kr 
More than 30000 kr 

 
106 
53 
59 
57 

 
38.5% 
19.3% 
21.5% 
20.7% 
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Eating out frequency 
(Monthly) 

1 - 3 times 
4 - 9 times 
10 - 15 times 
More than 15 times 

126 
41 
82 
26 

45.8% 
14.9% 
29.8% 
9.5% 

 
Dining experience at 
certified FS 
(Frequency. in text is 
Fre.) 

 
Yes 
No 

 
130 
154 

 
47.3% 
52.7% 

  N=353 % 
Dining experience in 
different certified FS 
(Frequency. in text is 
Fre.) 

Svanen miljömärkt 
KRAV 
Bra-miljöval 
None of them 

93 
36 
79 
154 

26.3% 
10.2% 
22.4% 
41.1% 

 

 

5.1.2. Descriptive of research model’s constructs 

Besides the demographics variables as mentioned earlier, eight continuous variables have been used 

in this study, namely independent variable Organic menu attribute, CSR attribute and Eco-friendly 

attribute, the dependent variables customers’ attitude towards certified food service, as well as the 

moderator variable green skepticism towards certified FS, which are embraced in the first part of 

the research model. The rest three variables are in the second part of the model, which are variables 

customers’ attitude towards certified food service and its two subsequent variables (willingness to 

dine and willingness to pay the premium). The descriptive of these variables are shown below in 

Table 3. 

 

Eco-friendly attribute achieved the highest mean score of 5.43 and a standard deviation 1.45 among 

three independent variables. Following by Organic menu attribute with a mean score of 5.11 and a 

standard deviation of 1.28. CSR attribute obtained a mean score of 5.11 and a standard deviation of 

1.45. Then concerning the dependent variables customers’ attitude towards certified food service, it 

shows a general positive customer attitude with a mean score of 5.30 and a standard deviation of 

1.26. In regard to green skepticism towards certified FS with a mean score of 3.57 and a standard 

deviation of 1.19 which indicates a low green skepticism level in general. About willingness to dine 

and willingness to pay the premium, both of them are lower than mean score of customers’ attitude 

towards certified food service, which are 4.76 (SD=1.61) and 4.68 (SD=1.49) respectively. At 

lastly, the measurement of LOHAS got 4.53 for its mean score and with a standard deviation of 

1.20. 
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Table 3  Descriptive of measurements 

 

Consructs  Mean N (Q_items) Std.Deviation (SD) 

Organic menu attribute 5.11 4 1.28 

CSR attribute 5.05 4 1.45 

Eco-friendly attribute 5.43 3 1.45 

Green skepticism towards certified FS 3.57 4 1.19 

Customers’ attitude towards certified FS 5.30 4 1.26 

Willingness to dine 4.76 4 1.61 

Willingness to pay the premium 4.68 5 1.49 

LOHAS 4.53 5 1.20 

 

Notes: N=numbers of questions in each construct 

 

5.2. Quality criteria 

Reliability and validity analysis are the first steps in the questionnaire analysis and one of the 

criteria for testing whether the questionnaire is qualified. Therefore, when conducting the data 

analysis for proposed theoretical model, factor analysis was conducted to verify the construct 

validity, and Cronbach’s value for each dimension was computed to verify its internal reliability. 

The quality criterion of the measurement model is a necessary step before the hypothesis is tested.  

 

5.2.1. Factor analysis 

When existing theoretical model or the factor structure has been determined previously, 

confirmatory factor analysis should be used (Vet et al., 2005). Thus, in this study, by employing the 

confirmatory factor analysis (Table 4) to estimate the construct validity and reliability of the 

measurements that formed green attributes. The analysis established unidimensionality/consistency, 

reliability, convergent and discriminant validity. 

 

First, the adequacy of sample size was assessed using the Kaiser-Meyer-Olkin (KMO) measure. 

The results showed that the value of KMO was 0.887, suggesting that factor analysis would be 

adequate regardless of sample size. Second, authors conducted a principal components analysis with 

an oblique rotation. The results of the validity test of the green attributes items of each green 

attribute constructs are shown in Table 4. In the factor analysis, a factor loading cut-off point of 

0.50 was used for retaining items. 

 

As a result of the factor analysis of the 4 organic menu attribute (OMA) items, two items were 

deleted, namely OMA3 and OMA4. Therefore, only OMA1 and OMA2 were remained for further 
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analysis. The mean value for the new construct is 4.72 which slightly over than the average level. In 

addition, CSR4 item from CSR attribute construct also was deleted because of the cross-load. 

 

Composite reliability, the measurement validity issue, primarily referred to when research is using 

quantitative method (Bryman, 2008). Essentially is to do with the devised questions of whether a 

measure that does reflect the concept that it is supposed to be denoting. The issue of measurement 

validity has to do with whether a measurement of a concept actually measures that concept. 

 

The three measurement constructs fit reasonably well as a whole. The results indicate that organic 

menu attribute and Eco-friendly attribute constructs used in the model satisfied the requirements for 

reliability (i.e. a composite reliability of greater than 0.7), constructs organic menu attribute and 

CSR attribute is acceptable concerning convergent validity (i.e. the AVE that is greater than 0.5). 

Therefore, the CSR construct slightly lacks for the composite reliability and construct Eco-friendly 

attribute is deficient regarding convergent validity in the model. Furthermore, the discriminant 

validity was confirmed when the square root of AVE exceeds all the correlation in each construct. 
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Table 4  Confirmatory factor analysis  

Construct Factor 
loading 

Composite 
reliability (CR) 

Average variance 
of extracted (AVE) 

Correlation of the constructs 

    1 2 3 

1. Organic menu attribute  0.845 0.578 0.760*   

OMA1  0.917      

OMA2  0.790      

2. CSR attribute  0.651 0.732 0.704 0.856*  

CSR 2  0.747      
CSR 1 0.571      
CSR 3  0.532      

3. Eco-friendly attribute  0.845 0.389 0.548 0.755 0.624* 

EFA3  0.793      
EFA2  0.775      
EFA1 0.710      
 
Notes: KMO: 0.887, P<0.000.  
Notes: *Diagonal elements in the “correlation of constructs” matrix are the 
variance extracted (AVE); For adequate discriminant validity, diagonal elements should be greater than corresponding off-diagonal 
elements 
 

5.2.2. Reliability 

The reliability test was based on the remained items after the factor analysis. Cronbach’s alpha is 

one of the most frequently method that uses to calculate internal consistency (Saunders et al., 2009; 

Bryman and Bell, 2011). Cronbach’s alpha indicates correlation between the items in a scale. For 

making a justified summary of the items, Bryman and Bell (2011) mention that Cronbach’s alpha of 

0.7 or above are considered as reliable. Using Cronbach’s alpha, internal consistency among the 

items was measured, the score ranges from 0.775 to 0.920 in both independent and dependent 

variables questions (See Table 5) which lies between the acceptable limit of 0.7 and higher 

(Bryman, 2016). 

 

 

 
Table 5  Constructs internal reliability  

Model variables  Cronbach’s N (questions) 

1. Organic menu attribute 0.928 2 

2. CSR attribute 0.875 3 

3. Eco-friendly attribute 0.891 3 

4. Green skepticism towards certified  food 

service 

0.775 4 
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5. Attitude towards certified food service 0.858 4 

6.willingness to dine 0.904 4 

7.Willingness to pay the premium 0.920 5 

Notes: N=number of questions in each variables 

 

 

5.2.3. Correlations among the constructs validity 

Correlation between the various variables used in the research model, were investigated using the 

Pearson’s correlation coefficient. In the following paragraphs only variables correlations related to 

proposed model and research purposes will be discussed (LOHAS construct was not included). The 

overall results of the correlation analysis are presented in Table 6 at the end of this section. 

 

Firstly, the dependent variable Customers’ attitude towards certified FS is positively and 

significantly correlated to Organic menu attribute (r = 0.704, N = 275, Sig. < 0.01), CSR attribute 

(CSRA) (r = 0.548, N = 275, Sig. < 0.01) and Eco-friendly attribute (EFA) (r = 0.471, N = 275, Sig. 

< 0.01). Therefore, the relationships between all three FS attributes with Customer attitude toward 

the FS are in the same direction as hypothesized. Furthermore, Customers’ attitude towards certified 

FS is a positively and significantly correlated to Willingness to dine (WTD) (r = 0.709, N = 275, 

Sig. < 0.01), as well as Willingness to pay the premium (WPP) (r = 0.648, N = 275, Sig. < 0.01). 

WTD and WPP also exhibited a positive and significant correlation to each other (r = 0.641, N = 

275, Sig. < 0.01), which means that when Customers’ attitude towards certified FS increases, so do 

Willingness to dine and Willingness to pay the premium. 

 

For the moderating variable Green skepticism towards certified FS it shows a negative and 

significant relation to Organic menu attribute (r = - 0.122, N = 275, Sig. < 0.05) but not with CSR 

attribute and Eco-friendly attribute, which their relationships with Green skepticism towards 

certified FS are not statistically significant in this study. Thus, when Customers’ green skepticism 

towards certified FS is higher, the Organic menu attribute of the certified FS is less important for 

them. This is in line with the relationship between Green skepticism and Customers’ attitude 

towards certified FS (r = -0.184, N = 275, Sig. < 0.01), which is negatively correlated each other.  

 

Table 6  Variable Correlation matrix 

Variables 1 2 3 4 5 6 

1. Organic menu attribute −      
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2. Corporate Social Responsibility attribute .704
**

 −     

3. Eco-friendly attributes .548
**

 ,755
**

 −    

4. Green skepticism towards certified      
food service 

-.122
*
 -.067 -.031 −   

5. Attitude towards certified food service .471
**

 .538
**

 .406
**

 -.184
**

 −  

6.willingness to dine .547
**

 .642
**

 .535
**

 -.173
**

 .709
**

 − 

7.Willingness to pay the premium .560
**

 .465
**

 ,398
**

 -.239
**

 .564
**

 .641
**

 

Notes: n=275; *p < 0.05; **p < 0.01 (two-tailed) 

 

5.3. Regression analysis  

5.3.1. Hierarchical regression  

In order to test the stated hypotheses and answer the research question, a hierarchical multiple 

regression analysis was conducted for H2, H3, and H4. All results for the regression are 

summarized in Table 7, study used Education, Occupation, Income level and Dine out monthly 

frequency as the control variables. A four-stage hierarchical multiple-regression was conducted 

with customer attitude towards certified FS as the dependent variable. In the model 1 of the 

regression, the control variables were entered. Afterward, in the model 2, model 3 and model 4, the 

independent variables Organic menu attribute (OMA), CSR attribute (CSRA), and Eco-friendly 

attribute (EFA) were added in order. 

 

The hierarchical multiple regression revealed that at model 1, which includes control variables did 

not contribute significantly to the regression model, F (1.26) =0.617, sig= 0.615 > 0.05. Introducing 

the independent variable Organic menu attribute explained 22.5% of the variation in predicting 

customer attitude towards certified FS and this change in 𝑹𝟐 was also significant, F (1.12) =15.643, 

sig= 0.000 < 0.01. Adding CSR variable to the regression model explained an additional 8.5% of 

the variation in customer attitude and this change in 𝑹𝟐 was significant, F (1.06) =20.063, sig= 0.000 

< 0.01. Finally, the addition of Eco-friendly attribute to the regression model instead of explained 

an additional variation in customer attitude, the explained of the variation of the last model was 

significantly unchanged from model 3, F (1.06) =17.133, sig= 0.000 < 0.01. To conclude, Organic 

menu attribute and CSR attribute were two important predictors of customers’ attitude towards 

certified FS. When all independent variables were included into stage four of the regression model, 

the model accounts for 31% of the explained variation regarding customer attitude towards certified 

FS.  
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Regarding H2, whether there is a positive relationship between customer perceived importance of 

organic menu and their attitude toward the certified FS. In the model, the regression coefficient for 

Organic menu attribute was positive and significant (B = 0.181, Sig. = 0.013 < 0.05), meaning that 

Organic menu attribute contributes to positive customer attitude of certified FS. Subsequently, H2 is 

supported. The next hypothesis stating that CSR attribute of the certified FS positively influences 

customer attitude. For H3, the regression coefficient of CSR was also positive and significant (B = 

0.413, Sig. = 0.000 <0.01). Hence, the H3 is also supported by data. Meanwhile, it reveals customer 

perceived importance of the service CSR attribute is a more associated with customer attitude. In 

the model 4, Eco-friendly attribute as hypothesized variable will positively influence customer 

attitude was not statistically approved which means the eco-friendly attribute of the FS did not 

significantly related to customer attitude, (B = - 0.003, Sig. = 0.974 > 0.05), as such H4 was not 

supported.  

 

In short, respondents who have a higher score of for the importance of Organic menu attribute and 

CSR attribute for visiting certified FS places indicate they also have more positive attitude towards 

certified FS. Considering, the Eco-friendly attribute was not confirmed to be related to customer 

attitude. The relationship between them cannot be explained in current data analysis. 

 

Table 7  Hierarchical regression of certified FS attributes 

 Model 1 (control) Model 2 Model 3 Model 4 (all) 

Intercept 
5.178**  
(0.268) 

3.821**  
(0.284) 

3.151** 
 (0.293) 

3.156** 
 (0.319) 

 
Control variables     

Education 
0.064 

(0.100) 
0.020 

(0.089) 
0.029 

(0.084) 
0.029  

(0.084) 

Occupation 
-0.05 

(0.058) 
-0.042 

 (0.052) 
-0.049 

(0.049) 
-0.049 

 (0.049) 

Income 
-0.012 

(0.072) 
-0.055 

(0.064) 
-0.045 

(0.061) 
-0.045 

 (0.061) 

Dinning  Frequecy 
0.039 

(0.082) 
0.024 

(0.072) 
0.011 

 (0.069) 
0.011 

 (0.069) 

 
 
Certified FS attributes     

H2: Organic menu attribute   
0.472** 
(0.039) 

0.180* 
(0.052) 

0.181* 
 (0.052) 

H3: CSR attribute    
0.411** 
(0.059) 

0.413** 
 (0.076) 

H4: Eco-friendly attribute     
-0.003 

 (0.068) 
 
 𝑹𝟐 0.009 0.225 0.31 0.31 

Adjusted 𝑹𝟐 -0.006 0.211 0.295 0.292 

Changes in 𝑹𝟐  0.216** 0.301** 0.301 

Std. Error or the Estimates 1.264 1.12 1.058 1.06 

F-value 0.617 15.643** 20.063** 17.133** 
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Notes: n=275; *p , 0.05; * *p , 0.01 

 

 

 

5.3.2. Moderation regression analysis 

The current study used linear regression to test the moderating effects described in H5a, H5b, and 

H5c in sequence. In referring similar researches that when conducting a moderating regression, it is 

often recommended to standardize the independent variables and moderator. Z-score 

standardization is one of the most popular methods to normalize data. In this study, author through 

SPSS by saving standardized values as variables to have a mean of zero and standard deviation of 

one. In this study namely z-score of independent variables: Organic menu attribute (z-OMA), CSR 

attribute (z-CSRA), Eco-friendly attribute (z-EFA) and the moderator variable green skepticism 

towards certified food services (z-GSTC). To see the interaction effect of the moderator, author 

computed each z-variables (z-OMA, z-CSRA, and z-EFA) multiple with z moderator variable (z-

GSTC) as the new moderator variables, namely z-OMA*z-GSTC, z-CSR*z-GSTC, and z-EFA*z-

GSTC. The rest of regression steps are similar to previous regression section, besides the regression 

kept the same control variables as the last section, each independent variable was also incorporated 

as the control variable in each regression analysis coefficient betas in model 3. In Table 8 illustrates 

the whole view for bellowing moderating results. 

 

Regarding the explanation power of each regression models, the variables’ variance should be 

discussed. The first model, measuring the effects of the control variables, explanation of the 

variance concerning those four variables was the same as described in section 4.4.1. After adding 

the independent variables CSR attribute and Eco-friendly attribute in the second model significantly 

improved the predictive power of the model (F (1.07) = 18.593, sig = 0.000 < 0.01), it explained 

27.8% of the variance in predicting customer attitude. However, after introducing moderating 

variable z-OMA*z-GSTC, only slightly explained variance has increased, which increased 0.2%. 

And the change in F (1.071) = 16.051, sig= 0.000 < 0.01. Similar findings were revealed regarding 

the model changes in H5b and H5c moderation regression. After adding moderator Green 

skepticism towards certified FS, the explanation ability of the model only increased a small extent, 

see regression summary in Table 8. 

 

To examine the proposed H5a, the outcome of model 3 regarding this regression should be looked 

at, it shows the multiple result of z-OMA*z-GSTC as the independent variable effect on the 

dependent variable Customers’ attitude towards certified FS is not significant, (B = 0.058, sig. = 
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0.354 > 0.05), which means that customer green skepticism did not show moderating effect on the 

relationship between the importance of Organic menu attribute and Customer attitude towards 

certified FS. Thus, H5a is unsupported. Although the theory implies that Green skepticism should 

have a negative interaction effect on the relationship between the CSR attribute and Customer 

attitude towards the certified FS in general, regarding regression outcome for hypothesis H5b, (B= - 

0.049, sig= 0.360 > 0.05), which is not statistically supported. As former two, the regression result 

regarding H5c is also unsupported, the negative effect of green skepticism on customer attitude in 

this regression is also insignificant, (B= - 0.208, sig. = 0.274 > 0.05). 

 

 

Table 8  Moderation regression of customer green skepticism variabe 

 
Model 1 
(control) 

Model 2 
Model 3 

(all) 
Model 1 
(control) 

Model 2 
Model 3 

(all) 
Model 1 
(control) 

Model 2 
Model 3 

(all) 

Intercept 
5.178** 

(0.268) 

3.204** 

(0.322) 

3.165** 

(0.324) 

5.178** 

(0.268) 

3.216** 

(0.330) 

5.392** 

(0.228) 

5.178** 

(0.268) 

3.151** 

(0.293) 

3.436** 

(0.349) 

Control 

variables          

Education 
0.064 

(0.100) 
0.041 

(0.085) 
0.020 

(0.089) 
0.064 

(0.100) 
0.023 

(0.087) 
0.037 

(0.085) 
0.064 

(0.100) 
0.029 

(0.084) 
0.050 

(0.092) 

Occupation 
-0.050 

(0.058) 
-0.053 

(0.050) 
-0.040 

(0.052) 
-0.050 

(0.058) 
-0.052 

(0.051) 
-0.059 

(0.050) 
-0.05 

(0.058) 
-0.049 

(0.049) 
-0.072 

(0.054) 

Income 
-0.012 

(0.072) 
-0.035 

(0.062) 
-0.054 

(0.065) 
-0.012 

(0.072) 
-0.059 

(0.063) 
-0.039 

(0.061) 
-0.012 

(0.072) 
-0.045 

(0.061) 
-0.046 

(0.067) 
Dinning 
Frequency 

0.039 
(0.082) 

0.011 
(0.069) 

0.024 
(0.073) 

0.039 
(0.082) 

0.028 
(0.071) 

0.011 
(0.069) 

0.039 
(0.082) 

0.011 
(0.069) 

0.042 
(0.075) 

 
 
H5a 

         

CSR 
 0.533** 

(0.065) 
0.536** 
(0.065) 

      

EFA 
 0.004 

(0.068) 
0.006 

(0.069) 
      

Z_OMA*Z_GSTC 
 

 
0.058 

(0.062) 
      

 
 
H5b 

         

OMA 
    0.353** 

(0.046) 
0.35** 
(0.046) 

   

EFA 
    0.216** 

(0.055) 
0.214** 
(0.055) 

   

Z_CSR*Z_GSTC 
    

 
-0.056 

(0.061) 
   

 
 
H5c 

         

OMA 
      

 
0.180* 
(0.052) 

0.177* 
(0.052) 

CSR 
      

 
0.411** 
(0.059) 

0.410** 
(0.059) 

Z_EFA*Z_GSTC 
      

  
-0.056 

(0.054) 
 

 

𝑹𝟐 0.009 0.294 0.296 0.009 0.258 0.26 0.009 0.31 0.313 

Adjusted 𝑹𝟐 -0.006 0.278 0.278 -0.006 0.241 0.241 -0.006 0.295 0.295 

Change in 𝑹𝟐  0.285 0.002  0.249 0.002  0.301 0.003 

Std. Error or the 

Estimates 1.264 1.07 1.071 1.264 1.098 1.098 1.2636 1.058 1.057 

F-value 0.617 18.593** 16.051** 0.617 15.508** 13.405** 0.617 20.063** 17.382** 
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Notes: n=275; *p , 0.05; * *p , 0.01 

 

 

5.3.3. Linear Regression 

The results of the regression analysis regarding H1a, concerning customer attitude positively related 

to their willingness to dine at certified FS, are presented at regression Table 9. The table shows that 

no significant variance was explained by the control variables, model 1 was therefore, found to be 

insignificant. When the independent variable customers’ attitude towards certified food service was 

introduced in the model 2, 51.3 % of the variance in terms of willingness to dine was explained, 

which was a significant improvement (F = 58.71, Sig. < 0.01). The regression coefficient for 

customers’ attitude towards certified food service was positive and significant (B = 0.715, Sig. < 

0.01), meaning that there is a strongly positive relationship between customer attitude and their 

willingness to dine at certified FS. A surprising finding that the control variable dining out 

frequency shows negative relationship with willingness to dine at certified FS, the regression 

coefficient was B= - 0.124, Sig < 0.01. The next hypothesis that was tested was H1b, again, 

customer attitude as the independent variable positively influence their willingness to pay the price 

premium at certified FS, also see regression table in appendix 4. The model 1, measuring the effects 

of the control variables, which significantly (F = 3.949, Sig.< 0.01) explains 4.1% of the variance 

concerning willingness to dine, whereas there is no any control variable significantly related to the 

predicting variable willingness to dine. Adding the independent variable ATC in the model 2 which 

significantly improved the predictive power of the model (F = 29.429, Sig. < 0.01), it explains an 

additional 30.1% of the variance in willingness to dine. Furthermore, the regression coefficient was 

positive (B = 0.549, Sig. < 0.01), as hypothesized. Thus, a customer who has a more positive 

attitude will have higher intention to pay the premium than who have less positive attitude, and thus 

the hypothesis H1b has been approved. 

 

Table 9  Linear regression of customer attitude 

 Model 1 (control) Model 2 Model 1 (control) Model 2 

Intercept 4.657**  

(0.342) 

-0.084 

 (0.369) 

4.035** 

 (0.310) 

0.671 

 (0.396) 

 

Control variables     

Education 0.105 
 (0.128) 

0.059  
(0.089) 

0.106 
 (0.116) 

0.071 
 (0.096) 

Occupation 0.036 
 (0.074) 

0.071  
(0.052) 

-0.083  
(0.67) 

-0.055 
 (0.056) 

Income -0.011  
(0.093) 

-0.002  
(0.065) 

0.089  
(0.084) 

0.096  
(0.069) 

Dinning Fre -0.97 
 (0.104) 

-0.124** 
 (0.073) 

0.092  
(0.095) 

0.071  
(0.078) 
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H1a      
Willingness to dine 

 
0.715** 
 (0.054)   

 
H1b      
Willingness to dine 

   
0.549** 
 (0.058) 

𝑹𝟐 0.016 0.522 0.055 0.345 

Adjusted 𝑹𝟐 0.001 0.513 0.041 0.342 

Change in 𝑹𝟐 
 

0.506** 
 

0.290** 

Std. Error or the Estimates 1.6134 1.127 1.461 1.21 

F-value 1.069 58.71** 3.949** 29.429** 

 
Notes: n=275; *p , 0.05; * *p , 0.01 

 

5.4. ANOVA analysis 

In order to see LOHAS and non-LOHAS consumer participants regarding their attitude and two 

willingness intentions were significantly different from one another. The authors compared the 

mean scores of the customers’ attitude towards certified food service (ATC), willingness to dine 

(WTD) and willingness to pay the premium (WPP) variables. The grouping rule for LOHAS and 

non-LOHAS based on the average score of all 5 LOHAS scale items, and if the respondents of 

LOHAS questions mean score equal or less than two, they grouped as non-LOHAS. In turn, if 

respondents score equal or larger than five then they grouped as LOHAS, as shown in Table 10. 

 

In LOHAS group, the participants gave much higher scores to all three variables than non-LOHAS 

participants. The LOHAS participants give fairly close scores to all those variables; the mean scores 

range from 5.49 to 5.79. Participants give the highest scores to attitude towards certified FS (M = 

5.79), they also give relatively high scores for variable willingness to dine and variable willingness 

to pay the premium, the means scores of variables are 5.47 to 5.49 respectively. Among non-

LOHAS participants, they give highest scores to attitude towards certified FS, (ATC = 3.98) and 

fairly equally lower scores to the willingness to dine and willingness to pay the premium (WTD = 

2.84, WPP = 2.67). 

 

For all variables, the comparisons provided statistically significant results. ANOVA-test revealed a 

significant difference in the attitude towards certified FS. Not surprisingly, LOHAS respondents (M 

= 5.79, SD = 1.012) have a more positive attitude than non-LOHAS respondents (M = 3.98, SD = 

1.267), p < 0.01. There is an even greater difference regarding willingness to dine and willingness 

to pay premium between groups. LOHAS respondents (M = 5.47, SD = 1.268) give much higher 

scores than non-LOHAS respondents (M = 2.84, SD = 1.447), p < 0.01. Similarly, ANOVA-test 
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shows a significant difference in willingness to pay the premium, LOHAS respondents (M = 5.49, 

SD = 1.160) give higher scores than non-LOHAS respondents (M=2.64, SD=1.225), p < 0.01. 

 

Therefore, LOHAS participants not only have a more positive attitude but also willing to consume 

and pay the price premium than non-LOHAS participants in the certified FS consumption context. 

They were significantly different from one another in these three measurements. These hypotheses 

(H6, H7a, and H7b) are sufficiently supported which highlights why LOHAS as a lifestyle strongly 

influence customer consumption behavior. 

 
Table 10  ANOVA results 

Variables Mean 
LOHAS  
(n=125) 

SD Mean  
Non-LOHAS 
 (n=31) 

SD Sig. 

Customers’ attitude towards 
certified food service 

5.79 1.012 3.98 1.267 p<0.01 

Willingness to dine 5.47 1.268 2.84 1.447 p<0.01 

Willingness to pay premium 5.49 1.160 2.64 1.225 p<0.01 
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5.5. Hypothesis Decision Results 

Below is a summary of the earlier hypothesis analysis, the table illustrates all hypotheses decisions 

based the P-value.  

 

Table 11  Hypothesis summary 

Hypothesis P-value Decision 

H1a:ATCWTD 0.000 Supported 

H1b: ATCWPP  0.000 Supported 

H2: OMAATC 0.013 Supported 

H3: CSRATC 0.000 Supported 

H4: EFAATC 0.974 Unsupported 

H5a:  

      GSTC 

          ↓          

 OMAATC 

0.354 Unsupported 

H5b:  

      GSTC 

        ↓          

 CRSATC 

0.360 Unsupported 

H5c:  

      GSTC 

          ↓          

  EFAATC 

0.274  Unsupported 

H6: ATC (LOHAS vs. non-LOHAS) 0.000 Supported 

H7a: ATCWTD (LOHAS vs. non-LOHAS) 0.000 Supported 

H7b: ATCWPP (LOHAS vs. non-LOHAS)  0.000 Supported 
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6.    Discussion and conclusion 

 

 

In this chapter the study's research questions will be answered based on the conceptual framework 

along with the gathered empirical data and also will address a conclusion to the research, within 

which the two purposes of the research are fulfilled.

 

6.1.   Summary 

Green Practices have been widely recognized as an important strategy for restaurant businesses and 

thus received substantial attention from hospitality and FS scholars. By the literature review, each 

category of GPs contributes to different attributes of the FS. They are the organic menu attributes 

(OMA), CSR-administration within business operation process (CSRA), and lastly the eco-friendly 

operations in the business implementations (Eco-friendly attribute). From the descriptive result in 

this study, most respondents give all green attributes more than 5 of 7 which indicate the customer 

has fairly positive attitude towards the all green attributes of the certified food service. In terms of 

the attitude towards certified FS the mean of responses was 5.30, thus this reflected the positive 

attitude among Swedish customers. Current analysis yielded several intriguing findings with 

meaningful implications. For example, authors found that respondents in general tended to give 

more value on eco-friendly attribute than organic menu attribute and CSR attribute. Whereas, when 

three types of green attributes collectively to predict customer attitude into the multiple regression, 

Eco-friendly attribute turned out to be the only factor having no association with customer attitude 

towards certified FS. In regard to customer skepticism, it shows that the average consumer has a 

modest level of green skepticism. Such result implies that the moderate degree of skepticism does 

not bring negative attitude in certified FS consumption context. Lastly, drawn upon the literature, 

we consider LOHAS as the very important factor will make a difference between the customer 

attitude regarding the certified FS and its two behavioral intentions. The biggest difference showed 

in customer’s willingness to dine and willingness to pay the premium and customer who are 

LOHAS much more likely pay for the higher price for certified foodservice and more willing to 

visit the place. In other words, the attributes of the certified FS will be more important for LOHAS 

consumer than non-LOHAS diners. The smaller difference regarding customer ATC between 

groups implies that although non-LOHAS are unlikely to have willingness to dine and willingness 

to pay the premium, their customers’ attitude towards certified food service tends to be as less 

negative as those two. 
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6.2. Customers ‘attitude, willingness to dine and willingness to pay the premium 

 

The first two hypotheses examined whether consumers’ attitude affects the willingness of their 

dining at certified FS places (H1) and willingness to pay for the premium (H2). Linear regression 

analysis revealed that consumers’ attitudes positively influenced both willingness to dine and 

willingness to pay the premium regarding the certified FS. The high coefficients of the regression 

analysis indicate the customer attitude is a strong predictor of their behavioral intentions. This 

consequently proved previous results by Jang et al. (2011) and Hu et al. (2010). Moreover, it 

showed the stronger relationship between attitude and willingness to dine than between attitude and 

willingness to pay the premium. In other words, customer favorable attitude has less ability to 

predict consumers’ willingness to pay the premium than on willingness to dine. This finding also 

somewhat is in line with prior organic and green hotel service studies. Although positive attitude is 

the antecedents of both willingness to dine and willingness to pay the premium, it discovered that 

the inconsistency between positive attitude and the likelihood of paying the premium (Manaktola 

and Jauhari, 2007; Kim et al., 2013). Also the results show that the frequency of dining out actually 

negatively related to willingness to dine in this specific consumption settings (See Table 9). This 

phenomenon may have caused by perceived higher price. As stated by Szuchnicki (2009) 

consumers generally have noticed the certified FS accompanies with higher price charging of 

service than conventional one. For example, the organic menu is charged more because of the more 

expensive organic ingredients. Meanwhile, if the customer has the limited disposable income, the 

higher price may deter their willingness to pay the premium behavior even they hold a positive 

attitude. 

 

6.3. The green attributes influence on consumer’s attitude 

The hypotheses 2 through 4 examined the relationship between the certified FS’ attributes of 

Organic menu attribute (H2), CSR attribute (H3) and Eco-friendly attribute (H4) on customer 

attitude. The analysis yielded several intriguing findings with meaningful implications. For 

example, authors first found that consumers in general tended to value Eco-friendly attribute more 

than organic menu attribute and CSR attribute. Also, the variable correlation matrix table revealed 

all three attributes are positively and moderately associated with customer attitude. Through the 

hierarchy regression, this study revealed that CSR attribute became the most predictable factor of 

attitudes towards certified FS, followed by organic menu attribute. Whereas, the Eco-friendly 

attribute turned out to be an insignificant predictor of attitudes and the coefficient of organic menu 

attribute decreased from B=0. 472 to B=0.18. Only CSR attribute remained in reasonably close 

relation with customer attitude. Consumers would probably think that doing the administration of 
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CSR practices from a certified FS is more important than only offering organic food on the menu, 

thereby reflecting their shifting focus toward the CSR attribute. Probably it can also be referred to 

the survey questions under the CSR attribute dimension which focused on environmental 

protections in administration perspective, which to some extent influenced their comprehension of 

those two different attributes. Another plausible explanation could be the fact that characteristics of 

certified FS did not yield a holistic understanding and therefore the concept between the 

administration-focused CSR and the FS internal eco-friendly operations is not distinctly understood 

by the respondents. Based on the hierarchy regression analysis, in all, three hypotheses were 

partially accepted confirming previous results by Myung-Ja et al. (2013), Kwok et al. (2011) and 

Manaktola and Jauhari (2007). Only organic menu attribute and CSR attribute are attributes which 

contribute to a favorable customer attitude towards certified FS. Therefore, current study can only 

learn that the customer positive attitudes towards certified FS might be driven by food-related 

reasons and administrative-CSR operations.  

 

6.4. The moderating effect of green skepticism 

The moderated linear regression revealed that green skepticism to have no moderating influence on 

the relationship between green attributes of certified FS and customer attitude. There results were 

surprising in several aspects as the researchers expected to see that green skepticism is of a highly 

negative affecting factor on forming customer positive attitude towards certified FS. As earlier 

studies revealed that consumer’s green skepticism negatively influences customer green purchase 

intention either directly or indirectly (Goh and Balaji., 2016; Albayrak et al., 2013). Hence, the 

result did not prove the H5a, H5b and H5c, suggesting that GSTC do not play a negative role in this 

certified FS consumption settings, despite respondents generally having green skepticism.  

 

One possible explanation could be the degree of those surveyed green skepticism not so high as to 

deter consumer forming their positive attitude towards certified FS. The reason can also be that 

certifications of FS are perceived relatively trustful in Sweden. Customer may give enough trust 

towards certified FS green practices which following by the certification guides. Accordingly, their 

green skepticism towards the general green marketing did not react upon relationship between green 

attributes and their positive attitude under certified FS context. 

 

6.5. The difference between LOHAS and non-LOHAS 

Lastly, hypothesis 6, H7a and H7b examined whether customer lifestyle makes a difference on their 

attitude, willingness to dine (WTD) and willingness to pay the premium (WPP) ANOVA analysis 
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revealed a significant difference in between the LOHAS, who rate them much higher, and the non-

LOHAS. Thus, the results confirmed previous findings (Kwon et al., 2007; Hu et al., 2010; Jang et 

al., 2011; Myung-Ja et al., 2013). For example, Kwon et al (2007) confirmed Kwon and Song’s 

(2006) finding that LOHAS consumer propensity for healthier dining in restaurants as well as for 

green indices. It is different between LOHAS diners from non-LOHAS diners with regard to 

choices behaviors in the context of restaurants (Myung-Ja et al., 2013).  

 

To have a closer look, we can see the variance of attitude is relatively smaller, which is (5.79 vs. 

3.98) than the difference in willingness to dine and willingness to pay the premium.  Whereas, the 

largest difference is reflected in willingness to pay the premium (M = 5.49 vs M = 2.64) and 

followed by willingness to dine (M = 5.47 vs M = 2.84). There are some reasons why there is 

greater variation regarding this finding. Because given the fact that Swedes have relatively high 

eco-friendly and health awareness in general. Hence, as non-LOHAS customer also, in general, 

would at least agree to minimize their environmental impact even they may not care about whether 

the food is organic. By extensive literature review, there often appeared a gap between positive 

attitude and behavioral intention in most green products/service consumption context (Manaktola 

and Jauhari, 2007; Szuchnicki, 2009). Besides, non-LOHAS group consumers usually have less 

attention on sustainable and healthy lifestyle in practicing. It is no wonder to find non-LOHAS 

customers less intended to dine at certified FS and to pay the premium price for certified FS. 

Instead, there may be some other criteria more influential for non-LOHAS in terms certified FS 

consumption. 

 

6.6. Conclusion  

This study, to the best of our knowledge, is one of the few attempts to understand consumers’ 

attitude on certified FS’s GPs attributes and their willingness to dine and willingness to pay the 

premium for certified FS in Sweden context. Adding LOHAS as a lifestyle factor, customers were 

segmented, and subsequently, their attitudes and behavioral intentions, including willingness to dine 

and willingness to pay the premium towards certified FS were compared. In total, 11 hypotheses 

were proposed according to the developed constructs, which were used to test the relationships 

between each green attributes and attitude towards certified FS. Subsequently, the question of 

‘What are the determinants of customers’ attitudes toward the certified food service’ is answered. 

Except for H4, H5a, H5b and H5c, the remaining seven hypotheses are accepted by the data 

analysis results. Based on the results of the study, a deeper understanding of the Swedish customer 

attitude towards certified FS is provided from a theoretical point of view. Moreover, the FS 

companies which are interested in becoming certified FS provider can have more specific 
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knowledge about what attributes are vital to Swedish diners when they evaluate FS which with 

certifications and how to increase their attitude towards the certified FS, which is also discussed in 

this study. 

 

In respect of the unmanifested factor (Eco-friendly attribute) which theoretically influences 

customer’s attitude towards certified FS, it would be necessary if customers are informed with more 

information about the difference between administrative CSR practices and the specific eco-friendly 

efforts behind the certification. Possibly, this reflects that consumer may lack of knowledge to 

differentiate the generally implemented green practices in conventional FS from more strict GPs 

within certified FS. Concerning the significant difference between LOHAS and non-LOHAS, the 

consumption would be increased, if FS providers focus on LOHAS consumer as target dining 

group. LOHAS consumers tend to give more preference for certified FS’s attributes and higher 

willingness to pay for investment behind the certification and practices. This is related to the green 

attributes to match the primary value of LOHAS lifestyle. It is surprising to find that green 

skepticism does not reduce Swedish consumers’ attitude associated with the green attributes 

influence on their attitudes. The result is contrary to the majority of the studies conducted within the 

field of green consumption, the findings of this paper indicate that customer’s green skepticism is 

not relevant aspect that can decrease Swedish consumers’ positive attitude towards the certified FS 

in their domestic market. 
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7. Limitations, managerial implications and further research 

 
This chapter presents the theoretical and practical implications, the study’s limitations and 

suggestions for further research.  

 

7.1. Theoretical implications 

To the authors of the study's knowledge it is the first time a study has been done to research 

consumers' attitude towards certified FS and the moderating role of green skepticism influence the 

relationship between green attributes and consumers’ attitude. Consumers’ attitude is a well 

research topic within the literature (Ajzen and Fishbein, 1975). However, with regards to general 

factors that influence consumers' attitude, this study has examined and shown the crucial factors 

that influence consumers' attitude towards certified FS. Therefore, this study would be important for 

information about consumers’ attitude towards certified FS. The study's main contribution is the 

numbers and facts that put in evidence the factors that influence consumers' attitude in the context 

of certified FS. Another aim of the study was to compare LOHAS vs. non-LOHAS life style. The 

study has been conducted by comparing consumers’ lifestyle effect on their attitude and intention in 

certified FS. Finally, the study’s context was done in Sweden, which is new for the literature.  

 

7.2. Managerial implications  

The study’s results proved essential implications for the certified FS marketing managers. Despite, 

it is impossible for the marketers to be ensured concerning consumers’ attitude towards certified FS; 

the importance of that knowledge should not be underestimated.  

 

First of all, the positive relationship between consumers’ attitude and willingness to dine and 

willingness to pay the premium suggests that it is important for companies to master knowledge of 

which green attributes influence consumers' attitude towards certified FS. Authors argue that the 

successful business performance of certified FS would not be achieved if the benefits of 

certification-guided green products/services could not be effectively communicated (Han et al., 

2011). After all, the growing popularity of providing organic menu, practicing green initiatives have 

largely adopted by non-certified FS in order to attract customers. Therefore, this may cause market 

competition and distraction for customer selection. Hence, it is crucial for businesses to 

communicate to enhance customers' awareness of their adopted certification but also more 

marketing to inform customer green practices knowledge behind the certification. For instance, how 
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a certified FS contribute to a remarkable sustainable society and environment, when compared with 

the traditional FS which may fail to reach that goal.  

 

Considering the study showed that organic menu attribute and CRS attribute have impact towards 

Swedish consumers’ attitude significantly, the marketers can bring this knowledge further and 

implement it in their business in order to create an effective marketing regarding those two 

attributes embraced practices.  

 

Such marketing strategies may prove effective in attracting LOHAS diners, who are more likely to 

purchase environmentally friendly products and organic foods (Myung-Ja et al., 2013). On the other 

hand, certified FS providers must actively increase these customers’ comprehension of their various 

practices (e.g. helping customer to identify both eco-friendly adoptions and administrative CSR 

scheme) through relevant certification communication because these diners pay attention to what 

practices are doing by the FS operators when eating out.  

 

7.3. Limitation and future research 

Due to some reasons, this study's generalizability can be questioned. Firstly, given the study’s 

results are based on the convenience sampling. It affects a representation of the whole population. 

Secondly, it was impossible to control how the respondents interpret certified FS, even examples of 

certified FS were given in the questionnaire. Thus, they may have different comprehensions of 

certified FS. The survey did not bring the question "What does certified food service mean to 

you?”  Due to current research is a quantitative study, a different approach would be beneficial to 

understand better consumers’ attitude in respect to the context of dining at a certified FS places. 

Thirdly, the study can be biased since its samples are not evenly distributed to respondents with 

different demographic characteristics, including gender, age, occupation, income level, etc. In 

current study’s data, the majority of the respondents are students or young employees with 

relatively limited income, and it overrepresented of female respondents. Another limitation of this 

study is that among the respondents who participated in this survey, the percentage of people who 

have dined at certified FS is less than half. The current study included both groups who have dined 

out at certified FS and those who have not. However, future researchers may focus on the 

characteristics of only on those customers who have dined at certified FS to enhance a marketer’s 

understanding of consumers’ attitudes. Fourthly, there may be other factors that may influence 

consumers’ attitude towards certified FS. The present study has only identified three potential 

factors and one moderator variable that affect consumers’ attitude. Thus, another recommendation 
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is to find more determinants on consumers’ attitude towards certified FS and research if there exist 

other moderators which influence the relationship between green attributes of certified FS and 

consumers’ attitude. Lastly, no demographic characteristics are examined which need to be 

continued in the future study. 
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Appendix 1: Operationalization 
 

Concept Operation definition Questions Source 

Certified food 
service (FS) 

Certified FS provide 
customer organic 
menu consumption 
with respects to 
human health, 
corporate social 
responsibilities, and 
sustainable 
environment. 

 How often do you dine out monthly (including 
coffee time? 

 Have you ever been to certified 
restaurants/cafés with one of the following 
certifications/labels? 

Jang et 
al.(2011) 

Organic menu 
attribute (OMA) 

It related to organic 
menu be provided by 
certified food service 
providers. 

OMA1: It is important for me that certified 
restaurants/cafés serve organic menu/ ingredients.  
OMA2: It is important for me that certified 
restaurants/cafés provide organic menu options  
OMA3: It is important for me that certified 
restaurants/cafés use fresh and natural ingredients 
in their menu.  
OMA4: It is important for me that certified 
restaurants/cafés provide information about menu 
nutrition. 

Myung-Ja et 
al. (2013); 
Kwok et 
al.(2016) 
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CSR attribute  It refers to the CSR 
practices within 
certified food service 
business. 

CSR1: It is important for me that certified 
restaurants/cafés demonstrate a commitment to 
socially responsible “green projects” (e.g., 
participating in/donating to environmental projects 
or paying for reduces carbon footprint). 
CSR2: It is important for me that certified 
restaurants/cafés train their employees to use green 
products and implement green practices.  
CSR3: It is important for me that certified 
restaurants/cafés process and display a “green 
certification” (e.g. Svanen, KRAV-certification and 
Bra-miljöval). 
CSR4: It is important for me that certified 
restaurants/cafés show that they care about the 
environment in practice. 

Kwok et 
al.(2016) 

Eco-friendly 
attribute (EFA) 

It relates to eco-
friendly practices 
within certified FS. 

EFA1:  It is important for me that certified 
restaurants/cafés practice water efficiency and 
conservation (e.g., using water-saving toilets or 
other water saving equipment to advance water 
efficiency.) 
EFA2:  It is important for me that certified 
restaurants/cafés minimize harmful waste (e.g., 
replacing harmful products with safer alternatives; 
to reduce chemical use, etc.) 
EFA3:  It is important for me that certified 
restaurants/cafés participate in recycling programs. 
Using recyclable products, such as paper towels, 
toilet paper, take-out containers, and so on 

Kwok et al. 
(2016) 

Green skepticism 
towards certified 
FS (GSCT) 

It refers to degree 
how customer green 
skepticism negatively 
moderate their 
customer attitude 
towards certified 
food service 

GSCT1: Most environmentally friendly claims in the 
certified restaurant/café advertising are intended to 
mislead rather than to inform consumers.  
GSCT2: I do not believe in most of the 
environmentally friendly claims expressed in the 
certified restaurant/café advertising. 
GSCT3: Because environmentally friendly claims are 
exaggerated, consumers would be better off if such 
claims in the certified restaurant/café advertising 
were eliminated.  
GSCT4: I am skeptical towards the evaluation criteria 
of certifications for the food service. 

Goh and 
Balaji ( 2016);  
 
Van and Biro 
(2016). 

Consumers’ 
attitude (ATC) 

Attitude towards the 
consumption of 
certified food 
service.  

ATC1: Dining at certified restaurants/ cafés will help 
with protecting the environment 
ATC2:  Dining at certified restaurants/ cafés will be 
healthier for me 
ATC3: Dining at certified restaurants/café is a good 
idea. 
ATC4:  I feel good about dining at a certified 

Bauer et al. 
(2005) ;  
 
Schubert et 
al. (2010) 

Willingness to 
dine (WTD) 

It refers to customer 
have willingness to 
dine at a certified 
food service place. 

WTD1: I prefer to dine at a certified restaurant/ café.  
WTD2: I will recommend my friends and family to 
eat at certified restaurants/ cafés.  
WTD3: I have high intention to dine at a certified 
restaurant/café.  
WTD4: I am willing to dine at a certified restaurant/ 
café even though the choices are limited 

Chan, R. 
(2001); 
Akehurst et 
al. (2005); 
Ngui and 
Agrawal 
(2011) 
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Williness to pay 
premium 
(WPP) 

It refers to customer 
have willingness to 
pay price premium 
for the certified 
foodservice. 

WPP1: It is reasonable that certified restaurants/ 
cafés have higher prices. 
WPP2:  I prefer paying a little more for dining at 
certified restaurants/ cafés. 
WPP3:  I would be willing to spend extra in order to 
eat more organic and healthier food at certified 
restaurants/ cafés. 
WPP4: It is acceptable to pay 10 percent more for 
certified restaurant’s/ café’s eco-friendly food 
service   
WPP5: I prefer eco-friendly products even if they 
come with higher prices  

Laroche et al. 
(2011) 

LOHAS It is associated 
whether LOHAS as 
lifestyle can affect 
customer attitude 
towards certified 
food service.  

LS1: I am active in environmental protection 
practices. 
LS2: I carefully separate garbage and recycle 
reusable materials. 
LS3: I am willing to spend more money on natural 
food, such as (no pesticide) organic vegetables and 
fruits.  
LS4: I usually exercise to keep in shape and to be 
healthy.  
LS5: I believe in healthy food products introduced by 
friends and media. 

Yeh and Chen 
(2011) 
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Appendix 2: Survey 
Hi! 
 
We are two students in Master’s program of Marketing from Linnaeus University. We are 
conducting a study concerning consumers’ attitude to dine at food services.  
 
A certified food service means all forms of restaurants, cafés, caterers and so on, who are serving 
menu that is labeled as using organic ingredients. Meanwhile, they take environmental and social 
responsibility according to the certification guidelines and rules. 
 
A few certification labels examples are: Svanen, KRAV-certification, and Bra-miljöval. 
 
There will be a few statements, where you fill in to what extent you agree with them. One (1) is 
strongly disagree/never and Seven (7) is strongly agree/always. If you have any additional 
questions or want to know more about the result of this study, do not hesitate to contact us. 
Your responses are highly valuable for our study. We would appreciate your help and guarantee 
that all your responses will be anonymous. The survey takes approximately 3-5 minutes to 
complete. 
 
Thanks in advance 
 
Regards, 
 
Kajin Fares, kf222fi@student.lnu.se 
Xiaofang Zhang, xz222ai@student.lnu.se 
 
  
General questions: 
 

 Nationality 

o Swedish 
o Other 

 

 Country of residence  

o Sweden 
o Other 

 

 How often do you dine out monthly (including coffee time) 

o 1-3 times 
o 4-9 times 
o 10-15 times 
o More than 15 times 

 

 Have you ever been to certified restaurants/cafés with one of the following 

certifications/labels? 

o Option 1 

 

mailto:kf222fi@student.lnu.se
mailto:xz222ai@student.lnu.se
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o Option 2 

 
 
 

 
 

o Option 3 

 
 

o Option 4:  None of them. 

 
 
Certified food-service 
 
Items were measured on a Seven-point Likert scale (strongly disagree to strongly agree) 
 
It is important for me that certified restaurants/cafés 

 

 Serve organic menu/ingredients. 

Strongly disagree                                strongly agree 
1 2 3 4 5 6 7 

 

 Provide organic menu options. 

Strongly disagree    strongly agree 
1 2 3 4 5 6 7 
 

 Use fresh and natural ingredients in their menu. 

Strongly disagree    strongly agree 
1 2 3 4 5 6 7 
 

 Provide information about menu nutrition. 

Strongly disagree    strongly agree 
1 2 3 4 5 6 7 
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 Demonstrate a commitment to socially responsible “green projects” (e.g., participating 

in/donating to environmental projects or paying for reduces carbon footprint). 

Strongly disagree    strongly agree 
1 2 3 4 5 6 7 
 

 Train their employees to use green products and implement green practices. 
Strongly disagree.    Strongly agree 

1 2 3 4 5 6 7 
 

 Process and display a “green certification” (e.g. Svanen, KRAV-certification and Bra-

miljöval) 

Strongly disagree    strongly agree 
1 2 3 4 5 6 7 
 

 Show that they care about the environment in practice. 

Strongly disagree    strongly agree 
1 2 3 4 5 6 7 
 

 Practice water efficiency and conservation (e.g., using water-saving toilets or other water 

saving equipment to advance water efficiency.) 

Strongly disagree    strongly agree 
1 2 3 4 5 6 7 
 

 Minimize harmful waste (e.g., replacing harmful products with safer alternatives; to reduce 

chemical use, etc.) 

Strongly disagree    strongly agree 
1 2 3 4 5 6 7 
 

 Participate in recycling programs. Using recyclable products, such as paper towels, toilet 

paper, take-out containers, and so on. 

Strongly disagree    strongly agree 
1 2 3 4 5 6 7

 
 
Green skepticism 
Your green skepticsim toward certified foodservice. 
 

 Most environmentally friendly claims in the certified restaurant/café advertising are 

intended to mislead rather than to inform consumers. 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 



 

62 

 

 I do not believe in most of the environmentally friendly claims expressed in the certified 

restaurant/café advertising. 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 

 Because environmentally friendly claims are exaggerated, consumers would be better off if 

such claims in the certified restaurant/café advertising were eliminated. 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 

 I am skeptical towards the evaluation criteria of certifications for the food service. 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7

 
 Dining at certified restaurants/cafés will help with protecting the environment 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 

 Dining at certified restaurants/cafés will be healthier for me 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 

 Dining at certified restaurants/café is a good idea. 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 

 I feel good about dining at a certified restaurants/cafés. 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 

 I prefer to dine at a certified restaurant/café. 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 

 I will recommend my friends and family to eat at certified restaurants/cafés. 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 

 I have high intention to dine at a certified restaurant/café. 

Strongly disagree    Strongly agree 
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1 2 3 4 5 6 7 
 

 I am willing to dine at a certified restaurant/café even though the choices are limited 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 
 

 It is reasonable that certified restaurants/cafés have higher prices. 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 

 I prefer paying a little more for dining at certified restaurants/cafés. 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 

 I would be willing to spend extra in order to eat more organic and healthier food at 
certified restaurants/cafés. 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 
It is acceptable to pay 10 percent more for certified restaurant’s/café’s eco-friendly foodservice. 
Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 

 I prefer eco-friendly products even if they come with higher prices 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 

 
 
Your lifestyle 
 

 I am active in environmental protection practices. 
Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 

 I carefully separate garbage and recycle reusable materials 
Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 

 I am willing to spend more money on natural food, such as (no pesticide) organic 
vegetables and fruits. 

Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 

 I usually exercise to keep in shape and to be healthy. 
Strongly disagree    Strongly agree 
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1 2 3 4 5 6 7 
 

 I believe in healthy food products introduced by friends and media 
Strongly disagree    Strongly agree 
1 2 3 4 5 6 7 
 
 
Personal information 
Your gender? 

o Male 
o Female 
o Prefer not to say 

 
Your age? 

o 18-25 years 
o 26-30 years 
o 31-40 years 
o 41-50 years 
o >50 years 

 
Occupation 

o Employed / job 
o Student 
o Self-employed / own business 
o Unemployed / Not working 
o Retired 

 
Education 

o High-school degree  
o Bachelor / college degree 
o Master degree 
o PhD degree or higher 
o Non degree 

 
Income level (monthly) (SEK) 
 

o 0-10000 kr 
o 10001-20000 kr 
o 20001 – 30000 kr 
o More than 30000 kr 

 


