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Abstract 

The aim of this research was to conduct a pilot study to identify if increased written communication at restaurants 
would affect customer and staff awareness of the restaurant’s sustainability efforts. By using before-after 
questionnaires among employees and customers possible changes among the two stakeholder groups be recorded. 
As the restaurants had recently joined the new network Sustainable Restaurants in Sweden, the effect of this 
collaboration on their CSR efforts and communication was evaluated through semi-structured interviews with the 
restaurant representatives. Social marketing was the underlying theory for this study, with focus on opportunity and 
ability. The restaurants communication efforts were identified as nudges. The study showed that collaborating in 
order to start communicating can prove to be an effective support mechanism. Increased communication proved to 
have somewhat an effect on customer awareness and staff awareness. Increased awareness amongst all actors of the 
food chain is a necessary step for a sustainable future.  
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JULIA THERESE SENNINGER 

Senninger, J., 2015: Nudge to budge - social marketing in restaurants: A pilot study in Sweden. Master thesis in 
Sustainable Development at Uppsala University, 2015 pp 1-73, 30 ECTS/hp 

Abstract: The aim of this study was to identify if customer and staff awareness’ of sustainability efforts at 
restaurants could be raised through increasing written communication at the restaurants. This was done by collecting 
staff and customer answers through surveys before increasing communication on site, and again several weeks after 
the communication had been put in place. The four restaurants were members of a new industrial collaboration 
called Sustainable Restaurants. Interviews were conducted with the restaurant representatives within the network to 
identify to what extent being part of an industrial collaboration furthers CSR efforts and communication thereof. The 
way the restaurants decided to communicate their CSR work falls under the realm of social marketing. Social 
marketing is marketing targeted at consumers’ motivation, opportunity and ability towards sustainable behaviour, 
rather than influencing their consumption patterns. The restaurants’ messages were identified as ‘nudges’, a 
communication tool enabling consumers to make better decisions, without limiting their consumption. This study 
shows that participating in the industrial network was favourable to the restaurants’ communication efforts. 
Furthermore, a slight difference in awareness could be noted amongst customers and staff.  

 

Keywords: Collaboration, communication, corporate social responsibility, hospitality, nudging, sustainable 
development 

 

 

Julia Thérèse Senninger, Department of Earth Sciences, Uppsala University, Villavägen 16, SE- 752 36 Uppsala, 
Sweden 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



-- VI -- 
 

 

Acknowledgements  
 

I would like to thank all the people who made this master thesis a reality. 

My supervisor, Cecilia Mark-Herbert for her assistance and comments. This thesis would not 
have been possible without her. 

A very special recognition also needs to be given to Ellinor Eke and Jens Johansson at U&We. 
They have been the source of motivation and inspiration throughout the last year of my masters 
programme. I have learnt so much from both of them. 

I would also like to thank the interviewees from the restaurants who took time to sit down and 
talk about the project. Thank you to Margét Rós Sigurjónsdóttir from Zócalo, Mats Tjärnstig 
from Teaterbaren, Pär Engberg from Arlandagymnasiet and Catharina Himmelberg from 
Högskolerestauranger.  

Last but definitely not least, I would like to thank Sebastian Welling for his unconditional 
support and advice. 

  



-- VII -- 
 

Abbreviations & glossary 

 

CR   Corporate Responsibility 

CSR   Corporate Social Responsibility 

FAO   Food and Agriculture Organisation 

MOA   Motivation-opportunity-ability framework  

RSPO   Roundtable on Sustainable Palm Oil 

Schysta Villkor  Label in Sweden for service establishments that have union agreement (‘kollektivavtal’) 

SR   Sustainable Restaurants 

Svanen   Swedish name for the Nordic Eco-Label 

WBCSD   World Business Council on Sustainable Development



-- 1 -- 

1 Introduction  
Human food consumption, about 2000 kcal per day does not sound much – but it has an 
incredible impact on sustainable development. Compared to all other human ecological impacts 
on the world the human diet has the highest level of ecological impact per dollar spent, with 
great effect on land-use change, biodiversity loss and ultimately climate change (WBCSD, 2011, 
11). Even in terms of absolute consumption impacts is food described as the most significant 
ecological footprint because of great impacts at both the production and consumption stages 
(Ibid). From scientific research to radio shows, our eating habits and food production methods 
have found an increased spotlight in the sustainability debate. Farmers’ pay, the loss of 
biodiversity within farming landscapes, the nitrogen cycle, agriculture’s impact on climate  and 
on the market as well as the minuscule impact consumers and producers actually have on the 
global market are only some of the issues discussed (Rundgren, pers.com, 2015). 

The food service industry has grown significantly and has an undeniable impact. Globally, the 
sector grew 4.2% in 2007, creating 1367 billion USD in revenue (Kasim & Ismail, 2012, 552). 
Sweden currently hosts around 20 000 restaurants, an increase of about 25% in the last ten years 
(Lindau, 2013). An estimate from 2001 showed the Swedish restaurant and catering sector 
accounting for about 20% of all food consumption (www, FAO, 2001), but the number must 
have risen alongside the rising modernity trends. More and more food is consumed in out-of-
homes setting, about 46% of all town-dwellers in Sweden eat at a restaurant at least once per 
week (Molin, 2013). A growing industry also means increased waste disposal and it is estimated 
that an average sized restaurant produces around 50 000 pounds of garbage a year (Nielsen, 2004 
see Kasim & Ismail, 2012, 552). In Sweden, restaurants produce around 300 000 tons of food 
waste each year (Brynell, pers. com., 2014). However, the broader link between food services 
and environmental responsibility is limited despite its upstream effects on farming and land use, 
as well as downstream regarding waste disposal and customer awareness (Kasim & Ismail, 2012, 
551). Due to the industry’s size and increasing growth, sustainable action has been deemed 
necessary (Stipanuk 2002). Restaurants, no matter their size affect their surroundings and 
stakeholders through their daily operations. They consume natural resources, such as energy, 
water, materials and food, and produce waste both in terms of food and chemicals by using 
cleaning products (Legrand et al. 2015, 168). They also create employment and by providing 
food, contribute to the overall health of society (Legrand et al. 2015, 168). As a key stakeholder 
in food production, restaurants are held accountable for the ways in which their value is created, 
which include economical aspects as well as social and environmental aspects. 

The increased awareness of the planetary boundaries has presumably led to an increased 
awareness of and interest for less environmentally-harmful foods, noticeable by the sales growth 
of organic food in Swedish supermarkets. Ekoweb revealed a record increase of 38% in sales of 
organic food in Sweden in 2014, unprecedented anywhere in the world (Ibid, 2015). However, 
for the private restaurants, the numbers look different. According to Sweden’s largest food whole 
sale corporation, their customers comprising private restaurants are only responsible for 4.6% of 
their sales of organic products (Martin & Servera, 2014, 19). From the consumer side, empirical 
studies showed that 41% of restaurant customers do not consider any label to be important when 
choosing a restaurant (Molin, 2013). On a different but related note, a comparative study showed 
that from 2011 to 2014 consumers’ trust in restaurants serving Swedish food of high quality 
decreased from 24% to 21% (Swedish Board of Agriculture, 2014, 21). Overall one can conclude 
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that there is an increased interest among Swedish society in food and its environmental effects, 
yet seemingly not when eating out. 

1.1 Problem background 
Schubert et al. (2010) studied restaurant customers’ attitudes in order to gain an understanding of 
their attitudes in relation to a restaurant’s “green” practices. Their study revealed an unfilled 
market, as customers do care about a restaurant practices, and would be willing to pay more, but 
a lack of information keeps customers unaware of their green initiatives. The study proposed that 
restaurants should market their social and environmental practices better, and make it more 
visible to their customers (Schubert et al., 2010). DiPietro & Partlow (2013) investigated 
consumer awareness and response towards restaurants’ CSR efforts. Whereas the results showed 
that consumers were positive towards increased levels of CSR responsibility, it also showed that 
many were uninformed of such practices. Even though awareness of CSR efforts depends on 
many factors1, DiPietro et al. conclude that “regardless, the ‘green’ message needs to be 
broadcast in order to attract supporters and establish a sustainable reputation” (DiPietro, 2013, 
253). In essence, simply seeing information might not make a customer cognitively process it, 
but if no information is available, then customers will definitely not be aware of the CSR efforts, 
whether they were cognitively processed or not.  

Consumer awareness of green practices varies, and to some extent is dependent on the 
restaurant’s actions. “Many sustainable measures are intangible and require the restaurant to 
declare their methods” (Parsa et al., 2015, 252). Some practices are more visible, such as printed 
information in the menu, or on the buffet, yet others take place ‘behind the scene’ (eco-labelled 
cleaning detergents, renewable energy used, staff working conditions, and more) and require the 
restaurant to actively inform ther customers. Jeong and Jang (2013) have found that tangible 
methods are better understood by restaurant consumers than intagible ones (Ibid., see Parsa et al., 
2015). Examples of tangible methods would be green menu options, recycling bins, and 
biodegradable take-away containers.  

In Sweden, U&We, a sustainability consultancy based in Stockholm, conducted a study where 50 
restaurants were asked how they inform their customers regarding their social and environmental 
sustainability, and most replied that their staff answers the customers’ questions. However, most 
(7 out of 10 restaurants) also stated that they received questions very rarely (unpublished, 
Johansson, 2015). Another study from the same time showed that about 75% of customers would 
like to receive information regarding a restaurant’s social and environmental sustainability 
efforts through communication on the menu, on their website or through certifications. Only 4% 
wanted to ask staff (Molin, 2013). In summary, the study showed that customers wanted to 
receive the information in writing as opposed to having to ask about it. A sizeable gap regarding 
demand and delivery of information became evident.  

The initiative “Hållbara Restauranger”2 is the first initiative in Sweden where restaurants, 
suppliers, an incorporated association and two consultants joined efforts to address the issue of 

                                                             
1 There needs to a cognitive process in order to create awareness, a process which again is 
dependent on many personal factors such as motivation, opportunity and ability (MacInnis, 1991 
see DiPietro 2013). 
2 referred to as “Sustainable Restaurants”, or “S.R.” from now on. 
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low sustainability and communication within the industry today. The gap between how 
customers want to receive information and the way it is generally delivered to them was what 
sparked the collaboration* (www, Hotell o Restaurang, 2015). Their goal has been to act as an 
example to the wider industry and the restaurants within the collaboration are attempting to 
change the current status-quo. By working on their transparency and increasing written 
communication at their restaurants, the hope is to start a positive request from their customers. 
The aim of the movement* is to change the “typical” restaurant profile, resulting in more 
sustainable businesses. 3 

1.2 Problem 
As a solution to guide consumer choice, increased information, transparency and genuineness 
have been mentioned within green marketing strategies (Mishra & Payal,2012); the assumption 
being that more information regarding the environmentally-friendly product or service will guide 
the consumer towards it (Leire & Thidell 2005, 1061). From a societal perspective, due to the 
continuously increasing food consumption and related material flows in out-of-home settings 
there is a necessity to make information more accessible and relevant to consumers. While the 
previously mentioned studies revealed that more communication from the restaurants is needed, 
the question of how increasing communication at a restaurant would affect customers is 
unexplored.  Chan & Hawkins (2010) showed that in a hospitality establishment4 staff attitude 
and knowledge are important factors for successful environmental work. In-depth research on the 
impact of CSR on stakeholders such as investors, customers and prospective employees exists 
(Brammer, Millington & Rayton 2007) but there is a lack of studies that focus on another 
essential group of stakeholders: the current employees. Raub and Blunschi highlight that staff 
awareness of the company’s CSR efforts is crucial for its success. How the increased 
communication on site affects staff is also unexplored. 
 
Though the theoretical frame for green marketing exists, many studies have also highlighted the 
fact that opposing results exists between information availability and purchase behaviour. The 
general conclusion is that consumers do not easily connect their consumption pattern to the 
environment, the so-called ‘attitude-behaviour gap’ (Young, 2008). This gap has also been 
reported in connection to corporate responsibility communication (Boulstridge & Carrigan 
2000). How this would work in a restaurant setting is unexplored. Therefore, the questions arise: 
Can increasing written communication at restaurants affect the customers’ awareness of its 
sustainability work? How does increased sustainability communication affect staff awareness? 
And why would a restaurant join an industrial collaboration in order to increase its transparency 
and communication towards customers and staff? 

1.3 Aim and research questions 
The aim of the study is to identify if customers and staff of a restaurant are more aware of its 
sustainability work after actively increasing the communication on site and online.  

The research questions are:  

                                                             
3 *For the sake of reading pleasures and in order to avoid tedious repetition, this study will refer to Sustainable 
Restaurants as an alliance, movement, network and collaboration depending on the context. 
4 In their study the focus is both on restaurants and hotels. 
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- How does actively written communication affect customer awareness of the restaurant’s 
sustainability work? 

- How does actively written communication and education affect staff awareness of the 
restaurant’s sustainability work? 

- What are the motives for small restaurant owners to join an industrial collaboration aimed 
at increasing transparency and communication towards customers and staff? 

1.4 Outline 
In this section the thesis plan is presented and explanations regarding structure are made 
wherever necessary. 
 
Chapter one gives the background to the problem as well as to the study. The impact of the 
human diet on our planet is presented, and how this trickles down to the need for a more 
sustainable restaurant industry, with the assumption of fostering a more active consumer role in 
society. The research questions are presented. Chapter two describes the method used in this 
study. First of all it gives an overview of the different steps in the research, the building of the 
theoretical framework, as well as how data was collected and analysed. It also explains certain 
decisions made behind the choice of method. 
 

Figure 1. Illustration of the outline of the study. 

Chapter three explains the theoretical framework. As stated in the introduction the umbrella topic 
is Corporate Social Responsibility. The CSR landscape is offered as a guide to analysing a 
company’s engagement. More specifically the study is narrowed down to CSR communication. 
Social marketing theory is used to describe the restaurants’ sustainability work and 
communication efforts. The communication has been identified as “nudges”. Chapter four offers 
some background to the S.R. alliance and the four restaurants within it. Chapter five presents the 
data from the customer and staff ‘Before-After’ surveys as well as from the interviews with the 
restaurant representatives of the S.R. collaboration. An analysis of the data through the 
theoretical framework follows. Chapter 7 gives a discussion on the analysis and puts the study in 
relation to other studies. Chapter 8 presents the conclusion and suggests further areas for 
research. 
  

1.Introduction 5.Empirics 
3. Literature 

review & 
Theory 

6.Analysis 7.Discussion 8.Conclusions 2.Method 4.Background 
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2 Method 
This chapter gives an overview of the choices made during the design process of the research. It 
describes how existing literature was reviewed in order to identify theories and concepts that 
would help in the analysis. When necessary it elaborates on choices made regarding the 
empirical study such as the criteria for selecting the unit of analysis. The chapter also provides 
guidance as to how data was collected and analysed as well as the process of quality assurance, 
including ethical aspects. 

2.1 Choice of research design 
Robson (2011) in his book “Real World Research” discussed three different research design 
strategies: Fixed, flexible and multi-strategy. The flexible research design has been chosen for 
this specific study for several reasons. As described below, this study is a case study and 
therefore falls under the flexible research design. Several characteristics need to be present in a 
flexible design according to Robson, such as a variety of qualitative data, and possibly some 
quantitative data as well. Findings should be presented clearly, and enough detail on how the 
data was collected should be given. Important to remember in a flexible design is also the 
“researcher-as-instrument” aspect, which refers to the fact that within qualitative studies, as 
opposed to quantitative fixed studies, the researcher cannot rely on fixed tools and instruments, 
but “to a large extent you have to do it all by yourself” (Ibid., 132). This suggests that the 
researcher has to be flexible as well, as this kind of study exerts high demands on the researcher 
while conducting the study. 

2.2 Literature review process 
Prior to any data collection, a literature review was conducted. At first the research focused on 
finding examples of sustainability communication at restaurants within journals. A few case 
studies from Australia (Higgins-Desbiolles et al.’s, 2014) and the United States (Ragas and 
Roberts, 2009) were found. However, studies, such as Schubert et al. (2010), highlight the lack 
of information restaurants give their customers regarding their “green” effort. DiPietro & 
Partlow (2013) investigated consumer awareness and response towards restaurants’ CSR efforts. 
Jeong and Jang (2013) have found that tangible methods are better understood by restaurant 
consumers than intagible ones (Ibid., see Parsa et al., 2015). Parsa et al.(2015) stated that CSR 
efforts need to be ‘declared’ by restaurants, as many of their sustainability efforts are invisible to 
the outsider. After a deeper search into the broader field of business and sustainability it became 
clear that “CSR” and “communication” and “collaboration” became the focus topic when 
conducting the literature review in order to find a suitable theoretical framework.  

Main word combinations used were: Restaurant, CSR, communication, nudging, customers, 
stakeholder, alliance, network, and collaboration. Databases used were Uppsala University 
Library from where other Databases such as Business Source Premier and Ebsco were accessed. 
Google Scholar was also used frequently. The initial literature review was conducted between 
January and mid-April. It gave insight into what existed within the field and the bibliographies in 
other academic papers provided additional literature for a widened search. Further discussions 
with my supervisor and other students gave valuable tips towards literature within CSR theory, 
nudging, and method related articles. Literature investigations were continuously carried out 
throughout the duration of the project. 
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2.3 Case study 
Ordinarily, it is said that gathering data can be performed in two ways, either through a 
quantitative approach, or qualitative approach (Johnson & Christensen 2004). The qualitative 
approach, or empirically driven study, is inductive in nature with a ‘bottom up’ approach, and the 
aim is to describe, discover and explore (Johnson & Christensen, 2004). Narrative is the main 
form of data (Bryman, 2008), and in its analysis, the aim is to find themes (Johnson & 
Christensen 2004). The final results are presented in a written report with the objective to 
provide a comprehensive understanding of the problem.  

A case study is “an empirical inquiry that investigates a contemporary phenomenon within its 
real-life context; when the boundaries between phenomenon and context are not clearly evident; 
and in which multiple sources of evidence are used” (Yin, 1984, 23). This means that several 
techniques can be used in order to collect data from several sources, with the purpose of finding 
answers to “how” and “why” questions for a specific subject. A case study typically involves a 
variety of techniques for collecting data, such as interviews, questionnaire and observations with 
qualitative or quantitative numbers, or both (Ibid.). 

In order to get the most thorough picture possible of Sustainable Restaurants communication 
efforts, both data gathering tools are used as they complement each other. Quantitative before-
after questionnaires will be used in order to perceive any change or effect on staff and customers 
after being exposed to more communication on site. “Quantitative evidence can indicate 
relationships which may not be salient to the researcher. It can also keep researchers from being 
carried away by vivid, but false impressions in qualitative data, and it can bolster findings when 
it corroborates those findings from qualitative evidence” (Robson, 2011, p.538). Afterwards, 
qualitative interviews will be conducted with each restaurant representative within the alliance, 
the purpose being to gain an insight into their communication work and their perception of the 
alliance. Together with the before-after study this will create a more accurate picture of the pilot 
study. 

2.4 Unit of analysis 
This section explains certain choices made in relation to the case study, such as the choice of 
industry, the choice of the industry collaboration, as well as the choice of trial scenes and the 
interviewed individuals. 

2.4.1 Choice of industry 
The food industry is a very large industry and covers producers, suppliers, processers, vendors 
and consumers. Millions of meals are consumed out-of-home in Sweden, and the environmental 
effects of human diets are heard everywhere. The industry has started responding in many ways 
and from many different sides, ranging from certifications to partnerships. While in recent years 
single issues, such as palm oil, over fishing and soy production have been the focus both in the 
industry and within academia, “there is an acute dearth of environmental studies within the 
restaurant industry” (Kasim & Ismail, 2012, 553). Yet, within the wider food industry they are an 
important group of players. Collectively, their daily operational activities add to the 
environmental degradation. A lack of studies regarding collaborative work for increased 
sustainability communication within the restaurants industry was noted, and this study hopes to 
fill this gap. 
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2.4.2 Choice of industry collaboration 
Industrial collaborations have formed around themes such as palm oil, soy and water, but also 
restaurant ratings and certifications are appearing spread out over the world, a few being 
Sustainable Restaurant Association in the United Kingdom, Green Restaurant Association in the 
United States, and LEAF in Canada. Whereas the previous mentioned examples are all 
certification and rating organisations, Sustainable Restaurants in Sweden is not a certification, 
but an industrial collaboration, bringing together restaurants, suppliers and labelling 
organisations as well as NGOs with the mission to change the industry. Sustainable Restaurants 
is not a certification but rather perceives itself as an actor for change which makes it an 
interesting choice of study.  

2.4.3 Choice of study site 
The selection of the study site should be done by judging its suitability in relation to the research 
question (Bhattacherjee, 2012, 95). Therefore, it is anything but random sampling, as the cases 
are purposively selected. Since the study wanted to research how active communication can 
affect staff and customers, sites had to be found where little or no communication had existed 
previously but would be implemented during the process of this study. 

 “Given the complex and embedded nature of the social reality it aspires to study, qualitative 
research usually employs small, focused samples that fit the phenomenon of interest, rather than 
large, random samples” (Bhattacherjee, 2012, 106). Focusing on a small sample allows for a 
more focused research on a specific phenomenon. In this study, four restaurants were chosen that 
had expressed interest in starting increased communication on site and online in line with their 
engagement within Sustainable Restaurants, thus the companies were chosen in relation to the 
research question. 

2.5 Data collection 
Data collected within a flexible research design serves a different purpose than within the fixed 
design. In Robson’s (2011) words “it is typically purposive or theoretical rather than seeking to 
be representative of a known population” (Ibid., 152). This means that as opposed to quantitative 
random-sampling method, the researcher within qualitative research consciously picks the cases 
of interest for the study. The data therefore cannot and will not be used in order to make 
statistical generalizations of some sort. Realistically, this study provides evidence for 
mechanisms within a certain context and hopefully it will provide answers to ‘how’ and ‘why’ 
questions. Figure 2 is an illustration of how the process of data gathering looked on a timeline. 
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Figure 2. The process of gathering data in this project. 

Before the four restaurants started their active communication on site, a paper questionnaire was 
handed out to customers and sent to staff by e-mail (available in Appendix 1 and 2). For the 
collection of customer answers the method was to visit one restaurant per day during lunch hours 
and ask helpful customers to fill out a short survey. For the collection of staff answers Survey 
Monkey was used as a tool to send out the questionnaires, which allowed for the collection of 
anonymous results. The collection of answers from staff and customers is considered as “Point 
0” on the graph. The same procedure was repeated again 8 weeks into the restaurants’ respective 
communication plans, noted as “Point 1”. Between Point 0 and Point 1, the four restaurants 
engaged in increased communication towards their customers and staff through various methods, 
described on the timeline as “Activity”. After the two months of increased sustainability 
communication, qualitative interviews with the restaurant representatives in the S.R. alliance 
were conducted ( ). The time dimension of the research is therefore a process, rather than a 
snap shot of a moment. 

2.5.1 Surveys 
Surveys provide a ‘snapshot’ of the condition at a specific time (Robson 2011, 238). Even 
though, due to practical reason , they have to be collected over a time period, they should still be 
treated as if collected simultaneously (Robson 2011, 238). Sample surveying (Table 1) is the 
most used form, where the participants are considered representative of the larger population 
group.  
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A major concern, however, lies in assuring and assessing the sample’s representativeness 
(Robson, 2011, 238). There are both advantages and disadvantages to surveys as a data 
collecting technique, and whether they are either of the two depends many times on the position 
of the researcher. “Associated with surveys is a satisfyingly complex set of technological 
concerns about sampling, question-wording, answer coding etc” (Robson, 2011, 238). It is a 
method that allows for a lot of data to be gathered and is a complex undertaking. However, some 
researchers would argue the opposite. “Falsely prestigious because of their quantitative nature, 
the findings are seen as a product of largely uninvolved respondents whose answers owe more to 
some unknown mixture of politeness, boredom, desire to be seen in a good light, etc than their 
true feelings, beliefs or behaviour” (Robson, 2011, 238). The fact that it is quantitative and can 
produce a lot of data makes some researchers doubt its actual value. 

Validity issues also exist with surveys as a data collection technique. Internal validity (Robson, 
2011, 239) refers to the uncertainty of knowing if the information received from the respondents 
is valid or not. Is the sampling flawed, then it is a generalizability / external validity problem 
(Ibid.). External validity issues can also arise if one generalizes the answers from the surveys to 
people’s actual behaviour. “The lack of relation between attitude and behaviour is notorious” 
(Erwin, 2001, see Robson, 239). The attitude-behaviour gap is a consistent phenomenon amongst 
all humans.  Ensuring reliability is easier, as it requires that the same questions are given to each 
person. 

Generally, surveys are performed for a descriptive purpose (Robson, 2011, 242) and one can 
move from the descriptive to the interpretive, ie give explanations of the studied phenomenon. 
The total number of collected surveys from both staff and customers are presented in Table 1 
below. 

Table 1. Number of collected answers from customers and staff at the four restaurants 

Before 

(Point 0) 

Customer surveys 

Collected on-site between 
2nd-6th February, during lunch 

Staff surveys 

Sent out by e-mail on 23rd 
January, reminder sent 4th 
February 

Collected answers: 110 35 

After 

(Point 1)  

Customer surveys 

Collected on-site between 
24th-31st of March, during 
lunch 

Staff surveys 

Sent out by e-mail 23rd 
March, reminder sent out 3rd 
April 

Collected answers: 103 30 

 

In total 110 answers from customers and 35 answers from staff at all four restaurants were 
received from Point 0 surveys. From Point 1 measurements, 103 answers from customers and 30 
from staff were answered. Naturally, there is “problem of inbuilt and unaccounted for bias” 
(Robson, 2011, 231) within the case study data collection. The ± 30 customers per restaurant that 
filled in the questionnaire were those kind enough to say yes, too shy to say no and willing 



-- 10 -- 

enough to share their thoughts. Nothing is known about all the other guests present during lunch. 
The survey was filled out on paper on site by the customers and then transferred to a digital 
format.  

Staff email addresses were received from the restaurant representatives within the Sustainable 
Restaurant alliance. Even though reminders were sent out a week after the survey had been sent, 
not all staff members decided to participate in the surveys. An average was used in order to 
compare the different answers received. Table 2 shows how many surveys were sent out and 
received for all four restaurants for the ‘Before’ and ‘After’ study. 

Table 2. Number of sent out staff surveys and collected answers 

Restaurant Number of sent 
out surveys 

Received 
answers for 

‘Before’ study 

Received 
answers for 

‘After’ study 
Hyllan 8 5 4 
Q 5 3 1 
Teaterbaren 11 4 4 
Zócalo 107 23 21 

 

At restaurant Hyllan, eight staff members were emailed and 5 answers were received for the first 
study and 4 for the second study. 5 staff members were e-mailed at restaurant Q, and 3 
respectively only 1 answer was returned. Teaterbaren provided 11 e-mail addresses and here both 
the ‘Before’ and ‘After’ study received 4 surveys. For Zócalo the whole restaurant chain was e-
mailed as they did not do any specific communication at only one specific location, but rather 
kept their communication online and targeted all their staff for the awareness raising. Thus, 107 
staff members were emailed and 23 replied for the ‘Before’ study and 21 for the ‘After’ study. 

2.5.2 Interviews 
An interview “involves questioning or discussing issues with people. It can be a very useful 
technique for collecting data which perhaps would not be accessible using techniques such as 
observation or questionnaires” (Blaxter, Hughes & Tight 2006, 172). An understanding of the 
work done within Sustainable Restaurants was already gained while sitting in during the monthly 
steering group meetings, and by reading the memos, however, having personal one-on-one 
interviews with only the restaurant representatives allowed for more intimate discussions on how 
they felt the work was progressing, what they had planned internally at their respective 
restaurants and other outcomes perhaps not shared within the bigger group meetings. As an 
active listener it was then possible to ask follow-up questions in order to collect the whole story.  

The interviews for this study took the form of semi-structured interviews, which were conducted 
through a set of prepared questions guided by identified themes and with regular probes in order 
to receive more elaborate responses as suggested by Qu & Dumay (2011). The interviews were 
conducted in Swedish but translated into English for the purpose of this study. Since content 
analysis was the method of analysis the attempt was made to translate as accurately as possible, 
yet also to construct a coherent text. Interviews were conducted one-on-one. The questions (see 
Appendix 3) for the semi-structured interviews were asked in order to get a deeper understanding 
of the work planned and executed at the various locations, as well as to gain insight into the 
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collaboration, and other outcomes from this project. The answers provided a supplement to the 
overall picture of the alliance and its impact on stakeholders. 

The interviewees (see Table 3) were the individuals that represent the individual restaurant 
within the steering group of the alliance. Several of the restaurants had several representatives, 
but the aim was 

 to interview the person that had been most involved and could provide most insight. The aim of 
the study was explained prior to the interview, and each interviewee had expressed a personal 
interet in sharing their thoughts. 

Table 3. The interview process 

Restaurant Interviewee Position Interview 
date 

Transcript 
sent out 

Validation 
received 

Zócalo M. Sigurjónsdóttir Owner 24/03/15 30/03/15 14/04/15 
Teaterbaren M. Tjärnstig Operative manager 25/03/15 30/03/15 30/04/15 
Hyllan P. Engberg Head master 26/03/15 06/03/15 06/04/15 
Q C. Himmelberg Head of unit 31/03/15 06/03/15 10/04/15 

The interviews were conducted in March 2015. The conversations were recorded, transcribed 
and translated into English and thereafter send to the interviewee for validation.  

2.5.3 Document studies and observation 
The restaurants were visited while conducting the customer questionnaires and this provided 
insight into their written communication on site. In order to supplement the customer and staff 
questionnaires and the interviews, meeting notes from the monthly S.R. group meetings were 
studied and individual websites, individual social media channels as well as the common sites for 
the alliance was reviewed. As such, the interviews were used as a complement to the information 
retrieved from these sources. As the study ran over several months an “audit trail” was kept, as 
recommended by Robson (2011). This means that activities and raw data were collected in a 
notebook including notes taken when visiting restaurants and talking to customers, as well as 
relevant photos from the communication (see Appendix 4).  

2.5.4 Data analysis 
The collected answers from the customer and staff surveys were transferred to Excel in order to 
facilitate comparison from the two collection times. The data serve as illustrations and not as 
proof of the validity of the discussion on social marketing and CSR communication.  As a result, 
no statistical analysis of the data is given.  

In order to analyse the interviews, content analysis was used as an analytical method. Content 
analysis is a method used to narrow words into categories (Elo, et al., 2007). Content analysis 
can be performed either in an inductive or deductive way. If previous knowledge of the topic is 
lacking or fragmented, then the inductive approach is recommended, as the categories are formed 
from the data. Therefore, data moves from specific to general, from a certain example to a 
general statement. The deductive method is useful when previous knowledge exists and the 
study’s purpose is to test a theory, and therefore it moves from the general to the specific. Both 
approaches have a similar preparation phase (Ibid.). 

This study took an inductive approach, thus after the preparation phase which focused on 
choosing the unit of analysis and data collection phase, the organising phase was commenced. 
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Here data was analysed through open coding notes, headings and common themes were marked 
in the text. These were then transferred to coding sheets, where categories were created freely. 
After this, the categories were grouped into headings. “The purpose of creating categories is to 
provide a means of describing the phenomenon, to increase understanding and to generate 
knowledge” (Elo, 2007, 111). The categories formed became the building blocks for describing 
the phenomenon studied. Next was the abstraction phase which meant “formulating a general 
description of the research topic through generating categories, using content-characteristic 
words” (Ibid.). Thus, the categories formed helped in describing the research topic. 

2.6 Choice of a theoretical framework 
Choosing a theoretical framework to support ones research is an important step and influences 
significantly the analysis of the results. This study is interested in many different parts: the 
industry collaboration as a starting point for the communication, and then the effect of the 
communication on customers and staff. Thus several models and theories had to be found.  

In order to focus on collaboration as a CSR approach for stakeholder engagement and to analyse 
the empirical findings, the following theories, models and concepts were used and are further 
described in chapter 3:   

- McElhaney’s (2008) CSR landscape for the framing of the movement 

- Social marketing theory for affecting customers 

- Nudging as a framework for classifying the communication efforts 

- Employee awareness  as a necessity for successful CSR activities within the restaurant industry 

2.7 Quality assurance and ethical considerations  
Steps have been taken in order to ensure validity, as case studies are generally more under 
scrutiny when it comes to scientific validity. As such, there are both technical methods and 
ethical considerations that need to be followed to produce a reliable study. Researchers such as 
Dale (1993), Kvale (1996) and Robson (2011) offer valuable tips and techniques for qualitative 
case studies. Riege (2003) through her literature review offers an in-depth list of techniques in 
order to lift the scientific quality of case studies. Table 4 below is a summary and adaptation of 
her main ideas, and clearly states how certain techniques were applied in this study.  
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Table 4: Case study techniques for quality assurance  

Case study design tests Techniques examples Use in  study  
Construct validity Use multiple sources of 

evidence 
Use of surveys with customers 
and staff, semi-structured 
interviews with restaurant 
representatives 

Establish chain of evidence Transcription of interviews 
and secondary data 
documentation 

Have key informants review 
information 

Transcripts sent to 
interviewees for written 
validation 

Internal validity Display of illustrations and 
diagrams in the data analysis 
phase to assist explanation 

Conceptual model build from 
theoretical literature review 
used in analysis 

Do explanation-building Done throughout study 
Assure internal coherence of 
findings and concepts are 
systematically related 

Same frameworks applied 
throughout data 

External validity Define scope and boundaries 
of the research  

Done in chapter 2.8. 

Reliability  Give full account of theories 
and ideas 

Done in chapter 3 

Record observations and 
actions as concrete as possible 

Interviews were  audio 
recorded and carefully 
translated into English, other 
observations photographed or 
noted down  

Use peer review/examination Study sent for examination 
and opposition delivered by 
peer 

 

 In order to construct validity, data triangulation, which means using different methods to collect 
data were used in this study. Observation, meeting notes, and interviews, i.e. the methods 
described above, were used to study the alliance (see Table 4). By using several methods of data 
collection, risks were limited. However, as Robson (2011) notes, this can also open up 
disagreements between different sources. As opposed to fixed design where validity has to be 
ensured before the research, in flexible design this is mostly done once the research is underway. 
This includes returning materials, such as transcripts, accounts and interpretations to respondents 
in order to prevent research bias. All transcripts were sent to the interviewees for validation.  

Ethical considerations had to be accounted for in this study. According to Dey (1993) there are 
three areas where the possibility of abuse can arise: Fabricating evidence, discounting evidence 
or misinterpreting evidence (Ibid., 228).  



-- 14 -- 

There  are several ethical consideration when it comes to the choice of study, which in this case 
is a qualitative case study. First of all, as replicating results externally is problematic this leads to 
the results to be seen as ‘truths’ (Dey, 1993, 229). Thus, in order to create internal validity and 
facilitate internal replication by the reader, the whole process needs to be desribed clearly and 
how certain conclusions were reached, as such the methods need to be described conspicuously.  

Knowing what is of relevance and not is also important. “The trouble is, of course, that we tend 
to see what we want to see, and hear what we want to hear” (Dey, 1993, 230). By having to 
decide between what is relevant and not, one leaps the risk of omitting evidence. Therefore, 
establishing clear borders of ones study is essential. 

When it comes to reliability of the study, there is a risk of misinterpreting what has been 
observed. How can an ‘objective’ account be given, when one can never really know what really 
happened ? A researcher has own interpretations, which are subjective. Therefore, Dey claims 
that one interpretation s as good as any. The difference, however, lies in that the story told by the 
data has to be able to be claimed as valid. “A valid account is one which can be defended as 
sound because it is well-grounded conceptually and empirically. If it doesn’t make sense, then it 
cannot be valid. If it fails to account for the data, then it cannot be valid” (Dey, 1993, 236). It is 
important that both data-gathering, concepts and conclusions are well explained and the reader 
can follow the researcher’s thoughts, as only then can accounts be claimed as valid (see Table 4). 

 Three areas mentioned by Kvale (1996) which are concerned with ethics: confidentiality, 
informed consent and consequences. Due to the nature of this study confidentiality was not really 
possible as specific restaurants were discussed and visited. However, the purpose of the study 
was explained to every interviewee and they agreed to particpate without anonymity. Any 
comments received regarding the transcripts were respected and incorporated. In order to 
guarantee staff anonymity the surveys were sent out through Survey Monkey which enabled the 
anonymous collection of answers. Customers were not required to give any more detailed 
information other than gender and age.  

2.8 Delimitations 
In order to be able to present a more concise study within the given time frame, certain 
delimitations had to be set. Therefore, empirically, this study decided to only focus on the 
restaurants within the Sustainable Restaurants collaboration, leaving out the suppliers, NGOs and 
other members from the study. 

Methodologically the focus remained on lunch guests for collecting data, with the conscious 
decision that this is a different clientele than dinner guests. Gaining a broader customer analysis 
through sampling at different times of the day would most likely have produced different 
answers. Furthermore, in order to collect data from staff and customers, the survey method was 
used. Naturally, interviews would have been preferred as they would have produced a more in 
depth understanding of the phenomenon studied. However, the initial lack of response from staff 
to participate in interviews made the survey the best choice. Communication with staff was only 
through sending out the interviews by e-mail. Furthermore, all of Zócalo’s staff from their eight 
restaurants participated in this study. Since they did not have any targeted communication at just 
one restaurant but rather decided that communication would take place online and sustainability 
activities (recycling station, energy efficient lighting, staff education) would be implemented at 
all restaurants this was not a big concern. It actually provided Zócalo with a clearer overview of 
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their staff situation. For restaurant Q only one staff member replied to the ‘After’ study. All 
results are given as a percentage in order to be comparable, however, to what extent they are 
representative for restaurant Q’s staff in this case is questionable. Since the sample of employees 
was chosen by the restaurant representatives through the provision of staff e-mails, only certain 
people could be contacted in some establishments, and not the whole range of staff was reached. 

A theoretical delimitation was made with regards to multi-stakeholder collaboration analysis of 
Sustainable Restaurants. The main focus was the restaurants and their communication efforts, 
therefore not all members of the alliance were included in this study.  Furthermore, from the 
MOA framework it was decided to only focus on the opportunity and ability aspects and leave 
out the personal motivations as these are based on many other factors.  

The fact that the research for this study is performed simultaneously as the communications 
project at the restaurants can be seen as a constraint that serves a practical delimitation. The press 
event for the official outing of the alliance was scheduled on April 15th, which was only 6 weeks 
before the official presentation of this research. However, perhaps this can also be seen as a 
strength. This study is being conducted right there “in the moment”, with a possibility of 
catching early signs. 

  



-- 16 -- 

3 Literature review and a theoretical framework 
The research strategy consists not only of the selection of systematic actions for data collection 
and analysis in terms of methods but also in the definition of a guiding framework in terms of 
theory. This chapter explores the current literature related to the research topic and highlights 
relevant theories, concepts and models on corporate social responsibility, communication and 
social marketing, as well as nudging. Afterwards a conceptual model is formed which is the basis 
for the empirical analysis. 

3.1 Sustainable Development 
The Brundtland Report from 1987 is often named as the start of the use of the term “sustainable 
development” and for making it a key concern among all sectors of life. The Club of Rome’s 
earlier publication “Limits to Growth” (1972), raised awareness to the fact that economic growth 
cannot continue indefinitely, and that in fact it is tied to the natural resources found on Earth. 
Together they have started a paradigm shift, a necessary transformation of the view of how the 
natural environment is being used. As highlighted in the introduction, the impact humanity has 
on natural resources becomes very evident in relation to food as a resource. “The fish used in fish 
sticks was originally cod, then haddock, then red fish, and lately pacific Pollock. Fish is 
whatever’s left in the ocean” (Bryson, 2004, 285). Food crises of this magnitude are a real threat, 
and the industry started responding with labels, organizations, certifications and industry 
collaborations. Certifications abound and are supervised and implemented by organisations: 
Organic, MSC / ASC, Fairtrade, Roundtable on Sustainable Palm Oil (RSPO), responsible soy, 
just to name a few. Movements have originated within society, of which perhaps the most 
famous is the Slow Food movement, which emphasizes taste education, defending biodiversity 
and the support of small-scale farming. Industry movements have formed around themes such as 
palm oil, soy and water, but also restaurant ratings and certifications are appearing, such as 
Sustainable Restaurant Association in the United Kingdom, Green Restaurant Association in the 
United States, and L.E.A.F. in Canada. Whereas the previous mentioned organisations are all 
certifications and ratings, Sustainable Restaurants in Sweden is not a certification, but an 
industry collaboration, bringing together restaurants, suppliers and labelling organisations as well 
as public and NGOs with the mission to change the industry.  

Sustainable development within the business sector has been framed by the triple-bottom line 
theory developed by Elkington in 1994. The notion is that a company cannot be considered 
successful, if one of the three bottom lines, economic, social or environmental is being neglected. 

3.2 Corporate social responsibility (CSR) 
Dahlsrud (2008) found 37 different definitions for corporate social responsibility (CSR) through 
an Internet search. Yet, even if there is no single accepted definition of what CSR entails, this 
only becomes case in point that many deem it important and that it is a concept applicable for 
many businesses and different settings. He concluded that all the different definitions evolved 
into five dimensions: The environmental, social, economic, stakeholder, and voluntariness 
dimension. He argued that the businesses’ challenges therefore do not lie in the definition of 
CSR but rather in analysing how CSR can be socially constructed in a specific corporate and 
social context. There is a large number of terms that are used to capture corporate efforts towards 
sustainable development; CSR, Corporate Responsibility (CR), Corporate Citizenship (CC) are 
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just a few examples (McElhaney, 2008). Yet these terms all share the same idea of being 
voluntary actions embracing environmental and social issues into a corporate operation. For the 
sake of consistency, this study only refers to it as CSR. 

Two definitions seemed especially fitting for this specific paper. The first one defined CSR as “a 
concept whereby companies integrate social and environmental concerns in their business 
operations and in their interactions with their stakeholders on a voluntary basis” (Commission of 
the European Communities, 2001,6). This definition fit the study due to several key words: It 
clearly highlighted that social and environmental issues are as much part of overall business 
running as they are in relation to its stakeholders. This is also the message of Sustainable 
Restaurants. Furthermore, it says that it should be on a voluntary basis which is where the S.R. 
alliance’s thoughts are as well. 

The other definition was from O’Connor and Meister (2008, 49). They defined CSR as 
“corporate engagement in social responsible behaviours in response to societal demands, the 
desires of influential publics, and the ability of such activities to increase competitiveness and 
stock performance. Socially responsible behaviour is synchronized with the economic, ethical 
and moral expectations of society at a given point in time. CSR is largely voluntary and is 
considered closely linked to an organization’s ability to maintain legitimacy”. The reason why 
this definition was chosen is because it mentioned societal demands which is also how the 
alliance started when they realised a certain demand was not being met. It also discussed the 
desire of influential publics, and that implied to first of all be more transparent towards once 
customers and to engage in closer communication. The reason why both definitions are 
mentioned here is because they complement each other: the environmental aspect is missing 
from the second one, whereas the first one does not mention transparency and communication 
towards one’s customers. 

As with the definitions for CSR, the same is true for CSR theories. There is no grand theory for 
CSR but rather a scattered landscape of terms and models that fit different needs. Garriga and 
Melé (2004) studied the vastness of the field in order to ‘map the territory’ and provided some 
clarity. They showed that the theories could be divided into four main categories, namely 
instrumental, political, integrative and value-driven theories. Instrumental theories see the 
company as “an instrument for wealth creation” and thus all its activities, including social ones, 
are pursued for that goal only. Political theories discuss the power that companies possess and 
how this is used in the political realm. The integrative theories focus on corporate integration of 
social demands, as they rely on society for growth. The last category argues that ethically, 
companies must include social responsibilities. What this showed was the need for a theory 
within business and society that integrates all four dimensions. Other researchers have argued 
that the real stake for any business is their legitimacy. Legitimacy is considered as “a resource to 
guarantee the corporation’s continued existence” (Palazzo and Scherer, 2006, 72). As restaurants 
are increasingly losing trust from the general public there is an enhanced risk to their legitimacy. 
CSR therefore becomes important in business management because, apart from being connected 
to good business, it also has the effect of enhanced brand value, better reputation and, if well 
executed, it can become its competitive advantage. 

McElhaney (2008) showed how CSR can create value for both a company and society at large. 
Furthermore she described how the different steps can be seen as a maturation process, where the 
first contact with CSR mostly is through philanthropy and successively becomes more 
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integrative, to the point where company actions sum up to changing the industry. Figure 3 below 
maps out the different stages of a company’s engagement within the CSR field. 

 

Figure 3. The Corporate Social Responsibility landscape (reproduced McElhaney, 2008, 22). 

The illustration above visualizes the extent of CSR actions, ranging from the individual company 
focus to include a worldwide scope. On the company level the main focus is to run a good 
business. A step above, on the community level, the focus turns to being a responsible 
neighbour, with missions such as reducing waste, emissions and giving something back to the 
community. At the industry level the focus shifts towards influencing other actors by the power 
of example, and transforming the industry by building coalitions. Therefore, collaborations are 
seen as a way of changing the status-quo in an industry, as by collaborating, new codes of 
conducts are developed, and the individual companies, as a new collective, influence the industry 
by example. It is thus both the work performed at the individual restaurants as well as within the 
collaboration that matters.  At the world level a company will transform other industries as well 
and take responsibility for its global reach and interdependencies (McElhaney, 2008).  

Trust is crucial in the restaurant sector as the customer cannot verify the information presented 
by the restaurant. The information asymmetry is very obvious hence communication becomes 
the restaurants’ most important tool. Pivato et al. (2008) reach the conclusion that “the more a 
company is committed to developing a broad CSR policy, and the more it is able to correctly 
communicate this to stakeholders, the more customers reward its concrete actions through 
specific behaviours” (Ibid., 10). In essence, if a restaurant succeeds in communicating with their 
clients it will increase customer loyalty and sales. As CSR is becoming more important even to 
small and medium enterprises such as restaurants, so has communication of CSR, both internally 
and externally (Marais, 2012). Communicating CSR can be done in order to lift corporate 
legitimacy for an identified stakeholder group. 
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After having analysed the different aspects of CSR, from definition to theory and 
communication, the role of stakeholder thinking is introduced, as it is a central part within the 
CSR discourse and communication thereof. 

3.2.1 Stakeholder thinking  
The stakeholder concept was made popular in 1984 through Freeman’s famous definition, still in 
use today: “Any group or individual who can affect or is affected by the achievement of the 
organization’s objective” (Freeman, 1984, 46). Other definitions have arisen since, but whatever 
the exact definition of a stakeholder entails, the firm is at the centre (Mitchell et al., 1997). 
Stakeholder is thus a wide concept which can include persons, groups, organisations, institutions, 
societies, and even the natural environment (Mitchell et al., 1997, 855). 

The concept of CSR has altered the use of stakeholder theory in the management literature. 
“Today’s CSR issues have become more unpredictable, changing and including, for example 
child labour, GMOs, hormones, unions assembly rights, sweatshops etc., which in practice are 
concerns across many if not all industries” (Morsing & Schultz, 2006, 323). By not knowing how 
the coffee is produced, a restaurant might potentially be encouraging child labour in the 
production country, by buying conventional meat it might potentially be encouraging the 
excessive use of antibiotics on the animal farm. Cronin (2011) notes that “stakeholder theory 
meshes well with the triple bottom line paradigm of doing business without harming the planet 
or people as both propose considering the range of potential ramifications of environmentally 
related decisions” (Ibid., 160). This means the triple bottom line theory gets strengthened 
furthermore when combined with the stakeholder theory as the main focus here is to think 
beyond just financial performance. 

The stakeholder relationship is described to contain “interactive, mutually engaged and 
responsive relationships that establish the very context of modern business, and create the 
groundwork for transparency and accountability” (Andriof et al., 2002). Therefore dialogue, 
collaboration and participation are at the heart of stakeholder theory. Brammer, Millington & 
Rayton (2007) highlight that a very important stakeholder group is the corporation’s own staff, 
as they are crucial for the success of the CSR work.  

3.2.2 Staff awareness 
Raub and Blunschi’s (2014) study provided support to the idea that employees should be made 
aware of a companies CSR actions. Even though their study was based on a hotel chain, the 
attributes within this kind of company are similar to restaurants, both being service providers. 
They found that awareness of CSR activities had a positive effect on staff job satisfaction, 
engagement, personal initiative and that CSR awareness had a negative effect on emotional 
exhaustion, a common feature within the service industry (Ibid., 12). Working in the service 
industry has been noted to be emotionally challenging (Grandey, Dickter & Sin 2004) due to the 
variety of customer demands, but this stress on emotions might be lessened if the work is 
considered meaningful.  

Wrzesniewski and Dutton’s research on job design argued that the characteristics of a job 
position is flexible and they are actively shaped by the jobholders as they shape their own 
perceptions of these characteristics. What drives this is the search for meaning in work (Raub & 
Blunschi, 2014, 11). While Raub and Blunschi suggest that employee engagement in 
organisational CSR is a mechanism for increasing ‘meaning in work’, they also stress that this is 
not a necessary condition. “Rather, what is critical is that employees are aware of the 
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organization’s engagement in CSR activities” (Ibid.,11). Awareness of CSR activities positively 
relates to the employees’ perceived meaning in work. Are staff members aware of their work 
place’s CSR initiatives, then they recognise that they together with their restaurant make a real 
difference for people and for the environment. Raub and Blunschi’s work showed that if a 
restaurant engaged in CSR activities and informed their staff about it, “they can reap substantial 
benefits in terms of improved job attitudes and greater engagement in discretionary work 
behaviours” (Raub, Blunschi, 2014, 16). Their study clearly showed that it is the staff awareness 
that drives results.  

3.3 Communication 
When it comes to CSR communication and stakeholders Morsing and Schultz (2006) have 
described three strategies companies take vis-à-vis their stakeholders: Stakeholder information 
strategy, stakeholder response strategy, and stakeholder involvement strategy. Stakeholder 
information strategy is when a company releases information with the purpose of informing the 
public as objectively as possible. This strategy is widely used by governments, NGOs and 
businesses, with the aim of “giving sense” to its audiences (Morsing & Schultz, 2006, 327). 

Stakeholder response strategy means that communication flows both ways between the public 
and the company, yet asymmetrically. “Communication is perceived as feedback in terms of 
finding out what the public will accept and tolerate” (Morsing & Schultz, 2006, 328). The 
company will not change as a result of the responses, but rather try to change public attitude. 
Stakeholder involvement strategy is a continuous dialogue with the stakeholders, where 
persuasion can come from both the stakeholder and the company. This strategy pushes the idea 
of stakeholder relationships to the extreme. 

A pure stakeholder information strategy has a double edge. Informing ones public about its CSR 
strategies is a way to prepare against legitimacy problems faced in the future; something any 
company can face at some point. However, CSR communication can also provoke legitimacy 
problems if at some point there is a stakeholder concern regarding its legitimacy. In that case its 
CSR communication will likely be interpreted as a cover up, which will then reinforce 
stakeholder scepticism.  

Regardless of where a company is situated in the CSR field and which communication method it 
uses towards its stakeholders it must be communicated in a trustworthy way without sounding 
like ‘green washing’, otherwise it could harm the business. Marketing is a very effective tool in 
order to communicate and create one’s brand.  

3.3.1 Marketing 
Although traditionally seen as the culprit method used by businesses to create today’s 
unsustainable consumption pattern, marketing can also play a central problem-solving role as 
marketing influences behaviour (Gordon, et al., 2011, 144). “When harnessed responsibly 
marketing can encourage us to recycle, reuse, buy Fairtrade, eat healthily, drink sensibly, save 
energy and support good causes” (Gordon, et al., 2011, 144).  Marketing has become very 
central to society at large, and functions as a promoter of economic developing for every country 
in the world. At the moment, marketing does what marketing does best; encourage sales, 
encourage consumption and profit making. It is not viewed as a tool to deliver sustainability, and 
so its potential for this aim is often overlooked. Yet several theories within marketing could 
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contribute towards an overall sustainable marketing strategy, namely social marketing and 
critical marketing (Gordon et al., 2011). Social marketing is of special interest for this study. 

3.3.2 Difference between green marketing and social marketing 
Green marketing helps to develop and market services and products that are more sustainable. 
Peattie (1995) described it as “the holistic management process responsible for identifying, 
anticipating, and satisfying the requirements of customers and society, in a profitable and 
sustainable way (Ibid., 1995, see Gordon et al., 2011, 147). However, the emphasis is on the 
commercial world; no special attention is given to individual consumer behaviour. In a nutshell, 
companies can produce more sustainable products and genuinely want to contribute to 
sustainability, but if consumers do not change their own behaviour to be more sustainable then 
little will be accomplished. A hybrid car is certainly more sustainable than a petrol car, but this is 
negligible if society’s driving pattern is increased with the belief that this behaviour does not 
have an impact on the environment. 

Social marketing wants to encourage green behaviour within consumers, and in essence is about 
marketing social change. “Like commercial marketing it is still concerned with changing human 
behaviour; but rather than looking to increase market share, consumption or profits, it is about 
changing people’s behaviour for the benefit of society as a whole” (Gordon et al., 2011, 149). 
What it aims for is that people change their behaviour related to social, health or sustainable 
issues. Consumer orientation, which means engagement, motivation and empowerment of 
individuals or within communities is an essential feature of social marketing. (McKenzie-Mohr, 
1999, see Gordon et al., 2011, 149). Yet, even if the aim of social marketing is to contribute to 
social good, some might see this as ‘social engineering’ and will oppose its use. This critique is 
being echoed by the critics of nudging, who see its paternalistic tones as an issue (Sudgen, 2009). 

3.4 Social Marketing 
An alternative strategy when it comes to marketing for sustainability is social marketing. First 
introduced by Kotler & Zaltman (1971)they describe it as a way of using marketing principles 
and techniques to advance a social idea, cause or behaviour. Kotler et al. (2002) define it as “the 
use of marketing principles and techniques to influence a target audience to voluntarily accept, 
reject, modify or abandon a behaviour for the benefit of individuals, groups or society as a whole 
(Ibid., 394). Social marketing wants to go beyond changing peoples attitudes towards changing 
their actual behaviour (Peattie & Peattie, 2009). 

However, positive public attitudes towards sustainability are not mirrored by actual sustainable 
consumption and behaviour. Four out of five Scandinavian citizens worry about the environment, 
but the ones stating they purchase green products regularly are only 10-15%. The actual market 
in Sweden is still only at 3.6% (Ekoweb, 2013). The ‘attitude-behaviour gap’ within sustainable 
consumption can be explained by social dilemma theory, value orientations, construal level and 
‘multiple selves’ theories (Trijp & Fischer 2011). In order to overcome this gap, social marketing 
is a method that uses commercial marketing techniques in order to favour sustainability. “Social 
marketing of sustainability is based on the voluntary increase in consumer motivation, 
opportunity and ability towards behaving sustainably” (Trijp & Fischer, 2011, 73) By affecting 
these three aspects, social marketing hopes to affect customer intention and ultimatey behaviour 
(see Figure 4). Thus, a company’s increased exposure of information could affect a customer’s 
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cognitive process regarding sustainability, as long as information is meaningful and sensible to 
the user. 

Consumer demand can be an effective driver for sustainable development, whether it is for a 
product or for a service. A Boston Consulting Group study comprised of 9000 consumers in 9 
countries showed that green and ethical issues have become significant considerations for 
consumers, and is influencing where we shop and what we buy (Manget, Roche & Munnich 
2009). Social marketing is a relevant framework to mobilize the relevant consumer demand. 
Dann (2010) described it as “the adaptation and adoption of commercial marketing activities, 
institutions and processes as a means to induce behavioural change in a targeted audience on a 
temporary or permanent basis to achieve a social goal” (Dann 2010, 151). Thus, social marketing 
becomes a way to stimulate change. Figure 4 below illustrates how social marketing aims at 
changing consumer intentions and influence them towards being more sustainable.  

 

 

 

 

 

 

 

 

 

 

Figure 4. MOA framework aimed at promoting sustainable consumption as by Trijp and 
Fischer (2011, 83). 

The pictured motivation-opportunity-ability (MOA) framework was first proposed by Ölander 
and Thøgeren (1995). By including the factors “ability” and “opportunity” into Ajzen’s Theory 
of Planned Behaviour (the theory behind the “motivation” factor), they improved the theory 
explaining consumer behaviour within marketing. Even if rather abstract, it delivers a powerful 
structure on the knowledge of how mobilisation for sustainable products and services can be 
achieved. There are three ways to mobilize consumer demand, as described by Trijp & Fischer 
(2011): Enhancing motivation (e.g. through sustainable value activation and social norms), 
strenghtening ability (through information and action perspectives), and facilitating opportunity 
(through ensuring availability and accessibility of sustainable supply). Each one consists of a 
way to facilitate customer intention which leads to behaviour.  

Since motivation is weak (as described by the attitude-behaviour gap), the demand has to be 
supported by the supply side (opportunity). Futhermore, highlighting consumer ability through 
information is an essential step in furthering demand for sustainable consumption. As concluded 
by Trijp & Fischer (2011) the social marketing perspective “has shown that consumers’ 
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sustainable action can be promoted through ‘nudging’ the consumer towards more sustainable 
choices” (Ibid., 93). As such, nudging is a communication tool which can help reaching this goal. 

3.4.1 Nudging 
The term “nudge” in relation to behaviour change was for the first time termed by Thaler and 
Sunstein in their book “Nudge” (2008). They described it as “…any aspect of the choice 
architecture that alters people’s behaviour in a predictable way without forbidding any options or 
significantly changing their economic incentives. To count as a mere nudge, the intervention 
must be easy and cheap to avoid. Nudges are not mandates” (Ibid., 2008, 8). The authors’ point 
is that a nudge guides people to better choices, as judged by themselves, without being restricted 
in their choices. Nudging tools rely on what Thaler and Sunstein term “choice architecture”. The 
architecture has to offer change possibilities either in the environment or infrastructure that 
guides individual choice, to the extent that decisions are made automatically. Choice architecture 
also means that information is simplified and defaults are offered to make people better off. 
Nudges never try to change a person’s value systems, but instead to enable behaviours and 
decisions that are good on an individual and societal level.  

Nudging is a relatively new way to influence behaviour in a sustainable direction without 
changing people’s values. Examples include, but are not limited to: simplifying and framing 
complex information (ex. energy labelling, displays), changes to the physical environment so 
that preferable options are more convenient for people (ex. change layouts and functions, 
showing steps and signs, give reminders and warnings of different kinds to individuals) and use 
social norms (provide information about what others are doing) (Mont, 2014, 8). 

Nudging can be a worthwhile tool to encourage different behaviour within a certain context. Yet, 
as highlighted by Mont, nudging should not be seen as the solution, but rather as a useful tool to 
help design initiatives and improve its effectiveness as well as the speed of the implementation. 
Specifically she mentions ‘green’ nudges as an interesting tool to be used together with other 
instruments for behaviour change (Ibid., 69). 

Nobel prize winner Daniel Kahneman (2011) explains the human behaviour through two systems 
of thinking: System 1, which is quick, automatic and intuitive, and System 2, which is slow, 
deliberate and conscious. Whereas System 1 decides over our daily routines and the tasks we 
perform almost automatically, like brushing our teeth and cycling, System 2 requires a much 
greater mental effort. System 2 relies on a multi-criteria analysis, like when buying a house. 
Food consumption is an action so habitualised that it is termed to be an unreflective process 
(Gronow & Warde 2001). For this reason it becomes attractive for nudging. Mont discussed the 
suitability of restaurants and other ‘out-of-home consumption places’, such as canteens and 
workplaces regarding nudging.  

Nudging can be achieved through four different mechanisms, as shown in Table 4: simplification 
and framing of information, changes to the physical environment, changes to the default policy, 
or the use of social norms (Mont, 2012). Nudging does not just depend on the amount or 
accessibility of information provided but also how the information is presented is important. This 
is described as the simplification and framing of the information (Mont, 2012). Simplification 
depends on both the straightforward nature of the information but also the context in which it is 
presented. John et al (2013) described a “nudge is about giving information and social cues so as 
to help people do positive things for themselves in society” (Ibid., 9). It therefore matters that the 
information is easy to understand and at a time when this information is of use. So-called 
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signifiers (information provided within a certain context to make other information more 
noticeable) will help in these settings. An example was studied by Kalnikaite et al (2013) within 
supermarkets, which showed that decisions made were based on very limited amount of factors, 
namely price and health (Kalnikaite et al., 2013). Framing is “the conscious phrasing of 
information in a way that activates certain values and attitudes of individuals” (Mont, 2012, 23). 
This entails that some parts of a reality are chosen over others, and made more noticeable 
through the text, in order to evoke a certain feeling. Framing involves both selection and salience 
of information (Entman, 1993). An example of framed information are descriptive labels or food 
labelling showing the environmental or social impact of a product.  

Another nudging mechanism is to make changes to the physical environment. This is especially 
successful in low-involvement decision-making situations, such as where food is available on a 
buffet table, or where items are placed in a store (see Table 4). Many studies regarding recycling 
system show that design, set-up, as well as availability and convenience are important factors for 
their success (John et al., 2013, Oskamp et al., 1996, Park & Berry, 2013 in Mont, 2012, 26). 

Defaults, i.e. the action that happens when people do not take action, is another situation that is 
prone to nudging. “People often take the path of least resistance, prefer not to act unless they 
have to and procrastinate” (Mont, 2012, 26). An example of such a default situation would be the 
organ donation programs in different countries; where citizens automatically are enrolled in these 
programs, participation is much higher than if consent is not presumed (Johnson & Goldstein, 
see Mont, 2012, 26). Similarily changes to default options include the positioning of products. 
Whereas there are studies regarding this from the retail industry, few studies regarding pro-
sustainable nudging exist (Mont, 2012, 48). 

The last nudging mechanims is the use of social norms, ie. to inform consumers about other 
people’s behaviour or about the ideal-type behaviour (Mont, 2012, 51). “Since humans are social 
beings, social norms are a strong force that influences human behaviour (Mont, 2012, 27). 
Cialdini et al. (1990) proved that reminding the human about the norm will increase the 
likelihood of following it as well. This nudging mechanism also connects to the first nudging 
mechanism described, framing. Information can be formulated in such a way that it triggers 
values and atttitudes, thus both mechanisms can be found together.  

Table 4 below summarizes the above nudging mechanisms described, how they might be applied 
in relation to food consumption, as well as delivers certain examples of when they are used, if 
such examples could be found.  
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Table 4. Nudge mechanisms and their usage within food consumption (Adopted from Mont, 
2012) 

Nudge 
mechanisms 

used 

Applications 
to food 

consumption 

Explanation and/or example 

Simplification 
and framing 

of 
information 

Provide 
simplified 

information 
and signifiers 

Kalnikaite et al (2013): studies from  supermarkets, very 
limited number of factors affect decision-making, so these can 
be modified depending on choice context. 
 
Van Gilder Cooke, (2012) : Swedish burger chain Max 
introduced carbon labels; witnessed 16% sales increase of 
burgers with lower carbon footprint.  
 
Fox et al. (2015) Menu design impacts food consumption: by 
splitting ‘unhealthy’ desserts from ‘healthy’ options, the latter 
was increased. 
 
Kalnikaite et al (2013) also did a study where they introduced a 
simplified information system to indicate good, neutral and bad 
product choices (in a supermarket). About 72% of purchased 
products presented lower mean food mileages than without 
such indicators.  

Changes to 
the physical 
environment 

Change 
visibility and 
accessibility 

Influence size 

Many studies exist on how to influence consumers in 
restaurants to chose healthier options, they range from access to 
unhealthy food, visibility and smell, as well as plate size and its 
effect on food waste (Wansink, 2004). 

Changes to 
default option 

Positioning 
of product 

choice 

Studies from the retail sector exist (Nordfält, 2007), where 
certain visual areas (‘eye height’) were important variables.  

Use of social 
norms 

Provide 
information 

about others’ 
behaviour 
and ideal-

type 
behaviour 

Kallbekken and Sælen (2012): By encouraging customers 
through written information to return to buffet many times, 
food waste could be lowered by about 20%.  

 

As shown by the above table, the four ways to nudge peoples’ behaviour in regards to food 
consumption are plentiful and have been studied in order to determine their effectiveness. It 
seems that nudging is a valuable addition to the social marketing framework as both are aimed at 
affecting behaviour, possibly with reflection as an outcome. 
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3.4.2 Weaknesses of nudging 
The most obvious weakness is related to the human itself. It is very difficult to foresee how 
different individuals will be affected by the same nudge, as the human being changes its 
behaviour based on many different factor. Devising a successful nudging strategy would 
therefore require a high degree of understanding regarding decision-making, and what worked 
with one group might at a different time not work with another group of individuals. An example 
is that the information ‘low-fat’ triggered certain consumers – the overweight ones – to overeat 
on snacks (Wansink and Chandon, 2006). Another criticism is that nudging is too focused on 
Kahneman’s description of System 1 thinking and not addressing System 2 (Stoker, 2012). 
Especially when it comes to consumption this becomes relevant, as changing society towards 
pro-sustainable values demands conscious choices from the consumer as well. This is something 
highlighted by social marketing as well. Consumers cannot be tricked into sustainability. Nudges 
can help on the way, but will not deliver the results alone (Mont, 2012, 31). 

3.5 Summary of the chapter – a conceptual framework 
Chapter three explored the topic starting with sustainable development, continued to CSR and 
the subsequent stakeholder thinking, which is linked to awareness raising among current 
employees and customers. Communication being the restaurant’s most important tool to reach 
customer’s and staff, thus social marketing theory is presented as the framework for analysing 
how restaurants are addressing this. Nudging is presented as the communication tool used. 
Figure 5 below shows how the conceptual framework for this study was built. 

 
 

 

 
 

Figure 5. A mind map of the theoretical framework for this study. 

Corporate social responsibility (CSR) is the business response within sustainable development, 
and here McElhaney’s landscape will serve as a model to analyse Sustainable Restaurant’s as a 
collaboration. Social marketing theory is used to evaluate the restaurants’ communication efforts 
in order to reach their customers and staff through nudging. The theory is that staff awareness is 
important for the success of CSR actions. Both customer awareness and staff awareness link 
back to the overall goal go sustainable development.   

Social marketing theory 

 

Corporate Social Responsibility (CSR) 

Staff awareness 

 

CSR 
landscape 

(McElhaney, 
2008) 

Customer awareness 

 

Sustainable 
Development 

Nudging 
(Raub & 

Blunschi, 2014) 



-- 27 -- 

4 Background for the empirical study 
This chapter first of all gives an introduction to the wider industry in Sweden, with regards to 
sustainability issues. It then presents the collaboration initiative in more depth and lastly gives a  
description of the four restaurants as well as their previous stated CSR efforts.  

4.1 The restaurant industry 
The industry has seen an vast growth over the last ten years with 25% more restaurants, but what 
has triggered this increase is not very clear, according to Scandinavian Companies and Market 
(www, 2013). Furthermore, even though it is a booming market, with a sales increase of over 
50%, the industry remains one of very small margins. 

The R&D Fund of the Swedish Tourism and Hospitality Industry (BFUF) released a report in 
2013 entitled “Sweden’s most attractive industry”, where they asked employees, leaders, 
recruitment and employer branding about the future trends (BFUF, 2012). What they found is 
that the common perception of the industry is “a short-term, temporary workplace, with poorly 
defined career paths” (BFUF, 2013, 4). Furthermore, the study also showed that even though 
more than half of Sweden’s teenagers are interested in a career in the industry, this interest 
rapidly falls as the youngsters hit their twenties. The reasons are related to “the impression that 
the industry offers poor job security and a lot of stress” (Ibid.). The overall impression that the 
sector is run by irresponsible and unreliable employers is another negative aspect. Both Visita – 
the Swedish hospitality industry and HRF – the Hotel and Restaurant Union, agree that the 
industry faces challenges and needs to increase its attractiveness. The study lists some 
suggestions to achieve this: “strategic chain management (in terms of skills development 
opportunities, for example), cooperation across the industry, and, not least, commitment and 
drive at management level” (Ibid., 6). 

The study also highlights that investing in existing employees is important, if employees are to 
see the industry as a viable career choice, and thus skills and career development opportunities 
should be more common. Also, collaboration and cooperation within the industry should be 
enhanced, as well as improving the work environment and reducing the amount of stress. The 
report states that “Many young people are concerned that the industry is stressful, that the work 
environment is poor and that job security is perceived as worse than in other industries” (BFUF, 
2013, 6). The industry therefore is generally an attractive choice for many, but has serious 
disadvantages when asking future employees. 

4.2 Sustainable Restaurants – the collaboration project 
“Activity, not level – that is what Sustainable Restaurants is all about” (Johansson, pers.com, 2015). 

Sustainable restaurants was a project started a little less than two years ago by two consultants at 
the Stockholm-based consultancy, U&We. Personally engaged with sustainability questions 
through their work, they felt increasingly let down when eating out due to the lack of information 
from restaurants (Johansson, pers. com, 2015). Furthermore, the low standards of the industry 
had been highlighted in the media (Lundell, 2013). Also, more attention has been brought to the 
poor standards of restaurants through the investigative book “Saltad Nota: Om Matfusket – från 
gatukök till gourmetkrog” by Mats-Eric Nilsson (2013), where he illustrates how restaurants, 
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even the high-end ones, trick their customers. He has become a known voice in the food 
business, his books selling in the hundred thousands. 

During spring 2014 the initial group of restaurants and suppliers as well as the Swedish organic 
standard producer was put together. The collaboration was comprised of Arlandagymnasiets 
restaurant school, Diskteknik, Högskolerestauranger, KRAV, Lantmännen, Löfbergs, 
Mässrestauranger, Saltå Kvarn, U&We and Zócalo.  

Apart from getting to know each other and develop a sense of group dynamic, during the autumn 
and winter of 2014 the collaboration had five skills development workshops on the topics: What 
is a sustainable restaurant?; Food, environment and society; Economy and labels, 
Communication; Tool box for sustainable restaurants. There was also an extra workshop just for 
the restaurants where they devised their own communication plans for their respective 
restaurants to be implemented in the spring. Furthermore, a situation assessment was carried out 
at the four respective restaurants during the fall in order to determine what areas could be of 
interest for the restaurant to get engaged in when it comes to sustainability. A tool box modelled 
on ISO26000 was the result after the workshops which is an open online tool accessible for 
anyone. The tool box comprises five areas, namely food, economics, environment and climate, 
social and communication. Here, information, knowledge, tools and tips are shared that are 
applicable for any restaurant that wants to become more sustainable and needs some help on the 
way.  

4.3 The restaurants 
Before presenting the data in the subsequent chapter, a quick introduction of each restaurant 
(Hyllan, Q, Teaterbaren and Zócalo) is presented in alphabetical order. In each case, background 
information and previous stated CSR actions found online are summarized.  
4.3.1 Restaurang Hyllan 
Arlandagymnasiet is a public school situated within Sigtuna municipality. One of their study 
programmes is the “restaurant and food” programmes. As such, the school also hosts its own 
restaurant “Hyllan” (the shelf) where students from the programme have the opportunity to 
practice in reality what they are taught. Thus, it is not a “typical” restaurant that has fully 
qualified staff and regular opening hours. It is difficult to estimate how many guests they have 
per week, as it can range anywhere between 20 and 100 customers (Engberg, pers.com, 2015). 
Most customers are other students, teachers as well as people from the municipality that know 
the opening hours of the restaurant. As a public school belonging to Sigtuna municipality, the 
school also falls under the municipality’s sustainability vision.  

4.3.2 Restaurang Q 
Restaurant Q belongs to Högskolerestauranger AB (College restaurants corp.) and is Sweden’s 
largest supplier of restaurants, cafés, and catering at universities and colleges, with 45 
restaurants, cafés and stores around the country. It was established in 1970 and is a student 
owned company, its largest owner being Stockholm University’s student union. 

Q is situated at Stockholm university campus, and hosts around 400-450 lunch guests every day, 
and about 50 coffee guests. They follow the academic year with closed activity over summer and 
boasts over quite a regular clientele (Himmelberg, pers. com, 2015). 
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On their website Högskolerestauranger writes that working with CSR for them is a given. They 
serve only organic and Fairtrade labelled coffee. At 30 tons a year, this turns into a sizeable 
amount of pesticides and insecticides saved – 1,2 million cans yearly. All fish served is eco-
labelled and shortly all fruits sold will be organic. Furthermore they offer an array of KRAV- 
and Fairtrade-labelled products such as take-away lunches, carrots, chocolate, nuts and drinks. 
They also only use  eco-labelled cleaning products “We are influencing the shopping behaviours 
of future grown ups and have to take responsibility for the products we sell” (www, 
Högskolerestauranger, 2015).  

Their CSR work is continuously improved, among others by increasing their range of organic 
products, with the aim of having 25% by the end of 2015 (www, Högskolerestauranger, 2015). 
They also focus their efforts on recycling and waste reduction. They measure the kitchen’s and 
the customers’ food waste. In line with their CSR policy they also contribute to charity. Two 
projects they are engaged in are “Musikhjälpen”, a radio show raising money for different causes 
each year, and “Rosa bandet”, a campaign against breast cancer.  

4.3.3 Teaterbaren  
Teaterbaren is located in Kulturhuset (culture house) in central Stockholm and belongs to the 
family-owned Mässrestauranger, owned by the sisters Maria Stridh and Kerstin Johansson and 
their mother Karin Johansson. What started with a self-service has over the last 50 years grown 
to a concern with restaurants, banquet activities, and conferences in well-known establishments 
in Sweden. They are known for their big banquets, hosting several thousand guests, which they 
host together with Stockholmsmässan, the largest meeting place in the Nordic region. At 
Teaterbaren they serve around 400-500 lunches per day, and on days where there are theatre 
shows in the house they can have up to 3000 guests (Tjärnstig, pers. com., 2015). 

On Mässrestauranger’s website under CSR they name several projects that they are supporting, 
such as the Big Sister Project by Tjejzonen and the Bocuse d’Or (www, Mässrestauranger, 
2015).  They also have a fund where they provide scholarships for further education within the 
restaurant industry for students. On their website they also host a whole different section where 
they discuss their active environmental work. Here, they describe that this is partly due to their 
corporate values but also their staff’s personal commitment. They only serve organic and 
Fairtrade-labelled coffee, and with almost a million cups served per year, this enables them to 
substantially lower their environmental footprint. They are the largest restaurant company in 
Sweden that is certified by Svanen (the Nordic Ecolabel). This means that they have to fulfil 
criteria within 5 key areas: food and drink, chemical products and supplies, energy and water, 
waste and transports, as well as goals for continuous environmental work. For them this means 
that apart from only serving organic and Fairtrade-labelled coffee and tea, they also only serve 
organic milk at all their restaurants. According to Mässrestauranger, their supplies 2/3 are 
recyclable and compostable. All their office paper is Nordic Ecolabel certified, and 90% of their 
cleaning articles are eco-labelled (Ibid). 

At Teaterbaren’s own website they repeat most of the information from their mother company, 
albeit in different words. Furthermore, they have a “food philosophy” link, where they describe 
their endeavour to be as organic and local as possible, as well as seasonal when permissible. 
They serve a big variety of organic drinks, both with and without alcohol. They furthermore 
emphasize their recycling, composting of food waste, and their strive for lowering their energy 
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consumption. “Organic consciousness gives better quality and the provision for a better 
environment in the future” (www.) 

4.3.4 Zócalo 
Zócalo is a tex-mex fast food chain with currently 8 restaurants in Sweden, out of which 6 are in 
Stockholm. Relatively new, it was awarded with the “Fast Food Awards” in 2013. Originally 
owned by the Icelandic couple Einar Örn Einarsson and Margrét Rós Sigurjónsdóttir, Zócalo is 
now a franchise model. Zócalo serves around 8000 meals per week (Sigurjónsdóttir, pers. com, 
2015).  

Zócalo has a new concept named “Ärlig Meny” and “Ärlig Nota” (Honest Meny and Honest 
Check) where the customer gets a detailed list of every ingredient that is included in the 
purchased meals. Zócalo has reviewed their ingredients list and has removed all E-numbers as 
well as added sugars. They only have wind energy at their restaurants.  
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5 The empirical study  
As a first part, this chapter presents the empirical findings from the interviews as well as from 
secondary sources such as meeting notes, observation notes, restaurant webpages and social 
media. The second part then presents the results from the customer and staff questionnaires.  

As stated by social marketing theory, ‘opportunity’ has to be increased in order for customers to 
be able to make more environmentally-friendly choices. Two ways to increase customer 
opportunity is through CSR activities as well as through ensuring the availability and 
accessibility of sustainable supply. New CSR actions since joining S.R. at each restaurant are 
presented first, and afterwards their communication efforts in terms of nudges, as well as the 
findings regarding the collaboration is presented. As two months did not give time for all 
planned activities to realise, the ones that took place under the time span of this study are marked 
in bold, whereas future communication plans are kept in italic.  

5.1 Hyllan 
The following chapter first outlines Hyllan’s CSR activities, and then their communication 
efforts, with a closer description of nudges found. Afterwards, a description of Hyllan’s approach 
to Sustainable Restaurants is outlined. 

5.1.1 CSR 
As can be seen in Table 5, restaurant Hyllan participated in S.R. because it was an opportunity 
“to visualise sustainability for my teachers and for the school” (Engberg, pers. com, 2015). As 
such, even though ordinarily only the restaurant programme was to be affected by the new 
activity, the idea was raised that sustainability is relevant to all the other programmes as well, 
thus a “Sustainability Day” with the whole school should be organised. During their increased 
communication on site, Hyllan had a “sustainability menu” for a week (see Appendix 4.4.). As a 
result of S.R., the restaurant program and its restaurant embarked on the mission to become 
KRAV-certified, which would ensure that they always have at least 15 ingredients or 25% of 
total ingredients be organic in their kitchen. Table 5 below summarizes the restaurants actions in 
order to further opportunity.  

Table 5. CSR activities at Restaurant Hyllan and efforts for ensuring availability and 
accessibility of sustainable supply 

CSR activities - Participation in Sustainable 
Restaurants  

- Planned “Sustainability Day” with 
whole school 

- “Sustainability menu” 
- Process of instigating sustainability 

prize for schools 
Ensuring availability and accessibility of 

sustainable supply 
- In the process of KRAV-labelling the 

restaurant 
 



-- 32 -- 

5.1.2 Communication 
In order to reach out to staff and customers, nudging became the restaurant’s main tool in order 
to communicate their sustainability efforts. Table 6 below lists the different nudging mechanism 
that are available with an explanation and how this nudge was applied in the restaurant. Since 
Hyllan is a school restaurant some of their nudges became relevant for teaching purposes as well. 

Table 6. Nudge mechanisms used by restaurant Hyllan in order to communicate sustainability 
efforts to guests and staff 

Nudge 
mechanism 
planned or 

used 

 
Explanation 

 
Application in restaurant 

 
Application in 

school 

Simplification 
and framing 
information 

Provide simplified 
information and 

signifiers 

-“Ekokvitto” Eco-receipt at 
cashier (Appendix 4.4.) 

 
-Organic menu highlighting 

KRAV and Organic for a 
whole week + “hen” –. 

(Appendix 4.4) 

“Råvarubok” (Also 
applicable for 

restaurant) 
 
 

Changes to the 
physical 

environment 

Change visibility 
and accessibility 

  

Changes to 
default option 

Positioning of 
product choice 

KRAV-certification  

Use of social 
norms 

Provide 
information about 
others’ behaviour 

and ideal-type 
behaviour 

  

 

In order to provide simplified information and signifiers to customers and staff, three nudges 
were performed in the restaurant. On the counter stood an “eco-receipt” which highlighted the 
benefits of serving Fairtrade and organic coffee (Appendix 4.4). Another nudge was the 
‘sustainability menu’, which apart from highlighting the participation within Sustainable 
Restaurants, put focus the focus on organic ingredients and KRAV-labelled ingredients, as well 
as other sustainability themed ingredients such as cock5.  In order to improve the transparency 
towards customers and guests, an “ingredients book” was started. The idea is that the book which 
is available on the counter contains all the recipes with an exact ingredients lists of the dishes 
that are cooked in the restaurant that day. This is of value both for pedagogical reasons when 
teaching future cooks about transparency towards customers as well as for ensuring transparency 
within the restaurant. Customers can see what they have been eating. Several copies are available 

                                                             
5 During the S.R. workshops during the fall, food waste was one of the issues discussed within the collaboration. As 
such, awareness was raised to the fact that about 1 million hens are burnt in Sweden each year after they stop laying 
eggs. Having highlighted this incredible food waste, some of the restaurants felt encouraged that they could serve 
hen instead of chicken. 
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in case a customer would like recreate the dish at home. The changed default option in this case 
is the restaurant’s KRAV-certification, as it puts a minimum level of organic products that need 
to be available at all times. This would ensure that customers eat some organic products as well 
as being legally allowed to communicate this to customers. 

5.1.3 Sustainable Restaurants collaboration 
The representative from Arlandagymnasiet within S.R. has highlighted the effect the 
collaboration has on the students who are taught by a teacher that is participating in Sustainable 
Restaurants: “Mariann works with the adult students from KOMVUX, and you can see the 
difference it makes to have an engaged teacher, that is passionate about these issues. She is also 
working on KRAV-certification, so these students are really picking up on the issues and asking 
questions, which is awesome to see” (Engberg, pers. com, 2015). 

Becoming KRAV-certified was a direct result of the collaboration with Sustainable Restaurants. 
In general, the collaboration has been mentioned as a catalysator for their communication. “After 
the steering meetings with S.R. I have so many more ideas of what we could do at the school” 
(Engberg, pers. com, 2015).  

A result is also that the headmaster was asked to write for the municipality’s environmental 
accounts (“Miljöbokslut) “one page that deals almost entirely with Sustainable Restaurants” 
(Engberg, pers. com, 2015). This would mean greated exposure for the school as well as for their 
work done. Hyllan’s representative within S.R. has described the collaboration as “a project that 
helps restaurants to start communicating with and to their customers” (Enbgerg, pers. com, 
2015). 

5.2 Restaurant Q 
This chapter describes Q’s CSR activities, and afterwards their communication efforts, also with 
a focus on nudges. Then, the approach to Sustainable Restaurants is outlined. 

5.2.1 CSR 
Table 7 below summarizes restaurant Q’s CSR efforts as well as accessibility and availability of 
supply in order to target customer opportunity as highlighted by the MOA framework within 
social marketing.  

Table 7. CSR activities at Restaurant Q and efforts for ensuring availability and accessibility 
of sustainable supply 

CSR activities - Participation in Sustainable 
Restaurants 

- Happening on campus regarding 
becoming KRAV-certified before 
summer starts in order to raise 
awareness among customers 

Ensuring availability and accessibility of 
sustainable supply 

- KRAV-certification for end 2015 
beginning of 2016 
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Restaurant Q decided to participate in Sustainable Restaurants because “we want to have a 
commitment to the environment and we do care. We might not qualify for Svanen-
certification,(…) but maybe it doesn’t matter if we get Eco-label certified or not, as long as we 
have a active commitment to the environment” (Himmelberg, pers.com, 2015). Furthermore, the 
representative with S.R. mentioned “I think that our restaurant should dedicate time and effort 
towards building a true environmental commitment” (Himmelberg, pers.com, 2015).  
Högskolerestauranger AB also decided to become KRAV-certified, which would be ensuring 
easy accessibility of organic products to their customers and an easy communication of their 
effort through the KRAV label. In order to highlight this new label, awareness raising would be 
done on campus. 

5.2.2 Communication 
Restaurant Q either implemented or has planned several different nudging mechanism in order to 
communicate their sustainability efforts to their staff and customers. Table 8 below describes 
how the mechanisms are applied in the restaurant.  

Table 8. Nudge mechanisms used by restaurant Q in order to communicate sustainability 
efforts to guests 

Nudge mechanism 
planned or used 

Explanation Application in restaurant 

 
 
 

Simplification and 
framing information 

 
 
 

Provide simplified 
information and 

signifiers 

- Organic ingredient of the day – 
written on blackboard (Appendix 
4.2) 

- Communicate food waste efforts 
- Organic and Fairtrade-coffee 

communicated at coffee station, 
on cup & poster on wall 

- Table information regarding 
social responsibility through 
coffee (Appendix 4.2) 

Changes to the physical 
environment 

Change visibility and 
accessibility 

- ‘Environment-station’ instead of 
‘dish area’ 
 

Changes to default 
option 

Positioning of product 
choice 

- Plastic cup covers moved to door 
entrance 

Use of social norms Provide information 
about others’ 

behaviour and ideal-
type behaviour 

- Use hen for coque-au-vin and 
communicate it in relation to food 
waste 
 

 

In order to simplify the information for their stakeholders, for two weeks they bought one 
different organic ingredient and communicated this through the blackboard hanging by the 
ordering stations (see Appendix 4.2). Since restaurant Q also measures the food waste from their 
customers as well from the kitchen, the plan is to start communicating this towards the customer 
as well, however, at the point of writing it was still unsure which form this would take. The 
restaurant also had a poster with information regarding the organic and Fairtrade coffee that they 
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serve, and what this entails for both farmer and environment. This was also communicated on the 
coffee machine where customers helped themselves, and table information relating coffee and 
their social responsibility was put on all the tables (Appendix 4.2).  

A wish to make a change to the visibility by changing the physical environment was also 
highlighted as a possible plan for the future. “An ‘environment-station’ instead of a ‘dish area’. 
People should really feel like it matters where their leftovers and waste goes. Get an ecological 
cycle-feel to it, because it has to be fun, otherwise people won’t do it. It shouldn’t just look like a 
place where you leave your dishes” (Himmelberg, pers.com.). 

One of the staff members also nudged the customers through a change in the default option. He 
had noticed that customers would take plastic cup covers for their coffee cups, even if they 
would drink their coffee in the restaurant. His idea was to move the lids away from the paper 
cups and coffee machine and put them next to the door, so that they would be available for 
people leaving the restaurant but not so easily for the ones staying. This was recorded to have 
lowered the use of plastic lids substantially. 

Since Restaurant Q has a returning menu every six weeks, the plan is to substitute the chicken 
usually found in their coq-au-vin for hen, and communicate food waste simultaneously. As such, 
nudging would be applied since they are providing information on ideal behaviour instead of 
how the current situation is in Sweden.  

5.2.3 Sustainable Restaurants collaboration 
As a result of S.R., the representative of Q said that “We dare to actually communicate to our 
guests now” (Himmelberg, pers.com, 2015). The collaboration had impacted them in a positive 
way, and provided insight into their work. “We are more proud, once you start receiving more of 
an insight into how other restaurants are working, you realize that we actually do something 
already” (Ibid.). The previous lack of communication also became very notable, as highlighted 
by Q’s representative. “WHY have we not talked to our customers before? Why have we been so 
scared that anything we say would be interpreted the wrong way?” (Himmelberg, pers. com, 
2015). She describes S.R. as “a network for improving the environmental work done within the 
restaurant industry (Ibid.). The increasing level of trust within the collaboration was also noted. 
“The meetings get more and more creative the more we meet, and you dare to simply share your 
thoughts. Now we can more openly share serious concerns without feeling that we might be 
judged by our shortcomings, or that my personal thoughts will reflect on the business I 
represent” (Ibid.). In summary, it is “The realization that this [Sustainable Restaurants] actually 
works” (Ibid.). 

5.3 Teaterbaren 
This chapter explains Teaterbaren’s CSR activities and their communication efforts in terms of 
nudges. Then, the approach to Sustainable Restaurants is drawn. 
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5.3.1 CSR 
In Table 9 below, Teaterbaren’s CSR activities are summarized. 

Table 9. CSR activities at Teaterbaren and efforts for ensuring availability and accessibility of 
sustainable supply 

CSR activities - Participation in Sustainable Restaurants 
- Implementation of new standards of the 
Nordic-Ecolabel for hotels and restaurants 

Ensuring availability and accessibility of 
sustainable supply 

- Nordic Ecolabel-certified since before the 
start of Sustainable Restaurants 

 

Participating in Sustainable Restaurants helped when thinking about how to position themselves 
for an application to take over a new restaurant within ‘Kulturhuset’. “When we took over a new 
restaurant in January, we proactively told what we stand for and what we do differently 
compared to the previous restaurateur. We highlighted important aspects such as our 
environmental approach, our Svanen work, our attitude towards these issues and here S.R. came 
into play in the sense that it helped us think about our work and the conditions we can put on our 
suppliers, both with Fairtrade and with Schysta Villkor, and we think it is important for the 
whole industry to take an active stand here” (Tjärnstig, pers.com, 2015). Teaterbaren was 
Nordic-Eco labelled before joining S.R. and will implement their new standards. 

5.3.2 Communication 
Teaterbaren communicated 12 different messages towards their customers (Appendix 4.1). 
Below their nudge mechanism are summarized in a table.  

Table 10. Nudge mechanisms used by Teatebaren in order to communicate sustainability 
efforts to guests 

Nudge mechanism 
planned or used 

Explanation Application in restaurant 

Simplification and 
framing information 

Provide simplified 
information and signifiers 

- 12 individual messages spread 
throughout restaurants regarding union 
agreement, organic & Fairtrade coffee, 
waste recycling, chemicals, vegetarian 
food, fish) 

Changes to the 
physical 

environment 

Change visibility and 
accessibility 

 
“   “  “ 

Changes to default 
option 

Positioning of product 
choice 

 

Use of social norms Provide information about 
others’ behaviour and 
ideal-type behaviour 

“   “   “ 

As much of Teaterbaren’s sustainability work takes place “behind the scene”, such as their 
extensive recycling (over thirty different fractions) and their eco-labelled cleaning products, 
Teaterbaren had to proactively tell their customers about them by providing simplified 
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information. They did this through printing 12 different messages inspired by the S.R. tool box 
and placed them throughout the restaurant (see Appendix 4.1). These messages also fall under 
the nudge mechanism of using social norms (see Table 10), as they are highlighting their ideal 
behaviour, and under changes to the physical environment, as the messages could be read form 
anywhere within the restaurant. 

5.3.3 Sustainable Restaurants collaboration 
The reasons for joining S.R. were “our CEO felt that we needed an upgrade as to how we run the 
whole business and saw this as an opportunity to be a part of something and affect from the 
beginning” (Tjärnstig, pers.com, 2015). He describes Sustainable Restaurants as “a process, 
where you define certain targets, but they are not your final goal. It is enclosed through a 
common vision and a set framework. One needs to adapt Sustainable Restaurants to one’s own 
business. It is your possibility to make the world a little better, to put a new perspective on 
things, an increased view on this business that does not just include food, price and taste, but that 
adds to something bigger.” Rather than prescribing how a restaurant should embrace 
sustainability, the collaboration’s main purpose is to provide the common vision that needs to be 
adapted by every restaurant individually. Teaterbaren’s representative further highlights S.R. 
mission: “How the restaurant industry performs compared to other industries is an important 
question, and our industry is underperforming. This is where I like Sustainable Restaurants’ 
approach, it takes a holistic look at the industry, and doesn’t just focus on organic ingredients. 
KRAV has a certain approach, so does Svanen, but we want to do something bigger than that” 
(Tjärnstig, pers.com, 2015). The aim of the collaboration is not to just to increase the amount of 
organic ingredients, or the use of eco-labelled cleaning detergents, but it wants to highlight all of 
these issues relevant for the industry’s sustainability work, in connection to good business. S.R. 
believes that all sustainability initiatives need to have a guest focus and should not lower the 
experience of dining at a certain restaurant. 
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5.4 Zócalo 
This chapter explains Zócalo’s CSR activities, and afterwards the communication efforts in 
terms of nudges. Lastly, the restaurant’s relation to Sustainable Restaurants is described. 

5.4.1 CSR 
Zócalo’s representative highlighted several CSR activities in order to enhance customer 
opportunity, as outlined in Table 11 below. 

Table 11. CSR activities at Zócalo and efforts for ensuring availability and accessibility of 
sustainable supply 

CSR activities - On social media channel customers 
were asked for ideas on how the 
restaurant could improve their 
sustainability work 

- Education with staff  + CEO speech 
to staff 

- Handbook for future franchise 
concept with chapter on 
sustainability 

- Food waste to biogas 
- CSR position within company 
- Sustainability vision in staff handbooks 

for new employees 
Ensuring availability and accessibility of 
sustainable supply 

- “will start putting pressure on our 
suppliers, so we can have more organic 
ingredients for our restaurants” 

- “With the start of our new brunch 
we want to have it as organic as 
possible” 

 

In order to engage their customers in their sustainability work, social media  was used as a 
medium to reach out to their customers, and inform them about their plans as well as ask what 
the customers would like to see more of in regards to sustainability. Several different techniques 
were used in order to raise awareness among staff, such as an education session, a speech given 
by the CEO at a celebration, as well as a sustainability vision to be included in all staff 
handbooks given to new employees. Furthermore, new recycling stations are being designed so 
that food waste, burnable, and aluminium can be thrown away separately by the customers. Food 
waste will be picked up by the city in order to be used as biogas. As the business model has been 
changed to a franchise model, the need for having a CSR responsible within the company has 
been deemed indispensable, as more restaurants will mean closer supervision. In order to ensure 
that customers will have access to sustainable supply, the representative of Zócalo mentioned 
that they will work closer with their suppliers in order to increase the amount of organic 
ingredients served at their restaurants. 
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5.4.2 Communication 
Even though the owners of Zócalo manage to implement all of their nudges within the time span 
of this study, they still have plans to make use of several of the mechanisms, as summarized by 
the Table below. 

Table 12. Nudge mechanisms used by Zócalo in order to communicate sustainability efforts to 
guests 

Nudge mechanism 
planned or used 

Explanation Application in restaurant 

Simplification and 
framing information 

Provide simplified 
information and signifiers 

Vegetarian menu 
“Food waste to biogas”-sign 

Changes to the 
physical 

environment 

Change visibility and 
accessibility 

 
Recycling station in restaurant 

Changes to default 
option 

Positioning of product 
choice 

Limiting beef to only one dish – make 
customers consciously ask for beef 

Use of social norms Provide information about 
others’ behaviour and 
ideal-type behaviour 

Show work with VISITA and renewable 
energies used at restaurants more 

 

In order to highlight to their customers that they have a wide array of vegetarian options 
available, a separate vegetarian menu was printed which makes ordering vegetarian easier than 
having to proactively ask if they have vegetarian options as well. Once their food waste will be 
collected Zócalo plans to have signs showing customers that it goes to biogas. They also want to 
make new recycling stations which will enable customers to separate their trash. In order to 
nudge customers into choosing more sustainable options, the reverse of the vegetarian menu 
could be applied when it comes to beef. “We are thinking about taking away beef from all of our 
dishes except one, as beef has the highest impact on the environment. So making people 
consciously decide whether they want to have beef (Sigurjónsdóttir, pers. com, 2015). By 
removing it from all options except one, presumably less beef will be consumed. Again this 
would not inhibit customers from choosing beef, they would just have to ask about it in a more 
conscious way. The representative from Zócalo has also said that S.R. has opened their eyes to 
how they could use social norm nudges regarding their work with the union and their renewable 
energy in more ways. “We have understood that the work we do with VISITA, and that we have 
renewable energy at all of our restaurants, that this is information we should not just keep to 
ourselves” (Ibid.). 

5.4.3 Sustainable Restaurants collaboration 
The representative from Zócalo mentioned that it has contributed to a change among how the 
four members of the “steering group” (owner, CEO, operations manager and head cook) talk and 
make decisions. “Before, sustainability was at the bottom of their priority list but now they are 
really hooked on this, their mentality has changed to be ‘this is something we must do’ 
”(Sigurjónsdóttir, pers. com). Furthermore, S.R. is mentioned as good project to help find one’s 
niche. “It (Sustainable Restaurants) has helped us to get the focus. I want to head a fast food 
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chain that is serious about these issues” (Sigurjónsdóttir, pers. com, 2015). The collaboration has 
managed to create a space where common problems can be discussed: “The more meetings we 
have, the more focused we have become. People are committed to help find solutions for other 
members’ problems” “There is an arena that exists now to discuss problems faced together and 
to try and find solutions together” (Ibid.). She describes SR as “a network that tries to encourage 
companies within the restaurant industry to be more sustainable and to share knowledge 
internally as well as externally. It is about encouraging and sharing knowledge and to get 
answers to your own questions” (Ibid.). 

 The tool box has created a way for the restaurant to share their thoughts on CSR with their 
employees. “The tool box is really good. It is so smart to share with the restaurant staff. They 
understand what we mean when we show it to them”. Overall, S.R. is mentioned as a valuable 
collaboration for the restaurant to be in: “We will continue being a part of S.R. I really enjoy 
being in the steering group for the alliance” (Sigurjónsdóttir, pers.com, 2015). 

5.5 Results from customer ‘Before-After’ surveys 
This chapter will present the results from the Point 0 and Point 1 surveys that were collected 
amongst customers from the four restaurants. Except for one restaurant  (Mässrestauranger) there 
was no constant new communication visible when the second round of surveys were done. There 
had been temporary campaigns and a lot was in the planning process, but no visual change could 
be perceived at the restaurants during the second visit. Also, two restaurants (Q and Hyllan) had 
started communication prior to the handing out of the first survey which most likely affected the 
results of the first survey.  

In 2 out of 4 restaurants, customers were not more aware of the restaurant’s environmental and 
social sustainability after the increased communication on site (Appendix 5). In 1 restaurant 
customers’ awareness regarding their sustainability work had been raised, and in the other the 
level of awareness was approximately the same, but also with one customer highlighting its 
sustainability work as the reason for choosing to eat at the restaurant in the first place.  

As presented in Figure 7 on the next page, 3 out of 4 restaurants revealed that their customers 
were more satisfied with the information they received from the restaurant regarding their 
environmental and social sustainability than before the information campaign.  
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Figure 6. Customer satisfaction of information received from restaurants ex-ante and ex-post 
communication efforts. 

Figure 6 gives a summary of customers’ level of satisfaction of the information received from 
the restaurants before and after increased communication. Zócalo did not have any new 
communication on site before or after the surveys. Hyllan and Q which have a more regular 
clientele than any of the other restaurants scored higher in the ‘After’ study. Teaterbaren’s 12 
messages could be a contribution to the raise in satisfaction.   

The question “Regarding restaurants, how important is environmental and social sustainability 
for you in general? (1= not at all; 5= very important?)” received an overall rating average from 
all four restaurants of 3.78 (Appendix 6). Therefore it seems that overall, customers find 
sustainability an important factor at restaurants. 

Customers were also asked to write what they would like to know more about regarding the 
restaurant’s sustainability work. These answers are summarized  in Table 13. 
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Table 13. Answers given by consumers 

What they do 
9 

Origin of 
9 

Don’t know 
8 

Nothing 
8 

Organic 
5 

Chemicals 
2 
 

Vegetarian/vegan 
2 

Worker’s 
rights 
2 

Development 
within 
company 
2 

Additives 
1 

What can I 
do? 
1 
 

Fairtrade 
1 

Healthy 
1 

CO2 per 
dish 
1 

It’s good 
liked this 
1 

Food 
waste 
1 

Why are you 
better than 
your 
competitors? 
1 

MSC-fish 
1 

 

Table 13 shows that ‘what the restaurants do’ and ‘origin of’ ingredients received most votes, 
along with ‘don’t know’, alternativly ‘nothing’. Furthermore, about 35% customers decided to 
skip this question. Reasons for this could be lack of time, interest or knowledge. Noticeable is 
also the high number of customers who wrote that they would like to hear more about their 
efforts in general, perhaps an indication of a need for clearer communication. Also, several 
customers gave back the questionnaire saying they could not fill out this question as they did not 
now anything about the restaurant’s sustainability work. Thus it became clear that the question 
was most likely misiniterpreted by many, as it was supposed to record what aspects in general 
customers are most interested in. However, from the overall collection of answers one sees that 
food-related topics, such as origin of ingredients is what customers connect to a restaurant’s 
sustainability work.  

5.6 Results from staff ‘Before-After’ surveys 
At 2 out of 4 restaurants 100% of the received staff responses revealed that they were aware of 
the restaurant’s environmental and social responsibility before the communication started. The 
other two showed an increase in awareness after two months of increased communication. At 
one of those two restaurants there had been a conscious decision to inform staff of the 
restaurant’s sustainability work during the two months of extensive communication. A noticeable 
change of awareness could be seen at this restaurant: Whereas previously about 39% were aware 
of their work place’s sustainability efforts, afterwards around 63% replied “yes” (Appendix 7). 
For 2 out of 4 restaurants’ staff also showed an increase choosing “communication towards 
guests” as one of the restaurant’s goals. Regarding the staff’s ranking of the importance of their 
work’s place sustainability efforts, all four restaurants received lower results in the ‘After’ 
survey. However, overall sustainability was ranked as important, with an average rating of 3.99 
amongst all staff members (see Appendix 8). 

Staff satisfaction of the information they receive from their employer regarding sustainability at 
the restaurant: 3 out of 4 restaurants ranked higher staff satisfaction of information received in 
the ‘After’ study. Figure 7 below illustrates this. 
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Figure 7. Staff satisfaction of information received. 

Figure 7 shows that the staff level of satisfaction regarding the information they receive from 
their employer regarding the restaurant’s sustainability work was higher in the ‘After’ survey. 
One also sees that a restaurant which communicated more, such as Teaterbaren, received a quite 
high satisfaction level (4/5). However, it is also surprising that Zócalo which managed to raise 
awareness to about 63%  form the previous 39% received a relatively low satisfaction level. 

At 2 out of 4 restaurants, staff ranked their comfort level regarding answering customers’ 
questions as higher after the increased communication on site, as shown in Figure 8 on the next 
page. 

 

Figure 8. Staff comfort level of answering questions asked by customers regarding the 
restaurant’s sustainability effort or the foods environmental and sustainability impact. 

Figure 8 shows that both Teaterbaren and Zócalo, who had increased their communication on 
site, respectively had informed their staff more about their sustainability efforts could raise their 
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staff’s comfort level in answering customers’ questions regarding their sustainability work. Both 
Q and Hyllan, which did not have more communication on site after the second survey and had 
not made any attempt of sharing knowledge with staff saw a decrease in staff’s level of comfort 
regarding this issue.  

Around 15-25% of staff answered that they felt there had been an increase in questions from 
customers after their increased communication efforts (see Appendix 9). 
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6 Analysis 
This chapter applies the theoretical framework presented in chapter 3 in order to analyse the 
findings from the previous chapter. McElhaney’s CSR landscape is used in order to structure the 
analysis of the collaboration project, with focus on industry and community level, as these are 
the levels that empirical examples were found on. Then social marketing will be discussed in 
relation to customer and staff awareness of the sustainability efforts at the restaurants. 

6.1 CSR landscape and industry collaboration 
McElhaney’s (2008) model on the Corporate Social Responsibility landscape (page 15) showed 
the different levels a company can be engaged in CSR and how to create value for company and 
stakeholders. By applying this model to the current study the current CSR strategies of 
Sustainable Restaurants is analysed and connections are drawn to industry collaborations.   

Community level 

At the community level, McElhaney (2008) states that the focus is on ‘giving something back’, 
by providing access to tools/products, and on ‘being a good neighbour’, with the example of 
‘reducing waste, consumption and emissions’. Sustainable Restaurants, through their 
collaboration, have devised a tool box which they aim to share with the industry in order to 
highlight how sustainability can be achieved within restaurants. One of the goals of S.R. is 
transparency and thus a tool box was built with information and examples of how sustainability 
within restaurants would work. Their vision was to keep it open, online, and accessible for 
everyone to use. Of the 5 work areas this tool box addresses, the reduction of waste (as in food, 
material, and pollution) has a big focus. Furthermore, the restaurant representatives described 
S.R. as a “network for sharing knowledge internally and externally”(Sigurjónsdóttir, pers. com, 
2015), “through a common vision and a set framework” (Tjärnstig, pers. com, 2015), “improve 
the environmental work done within the restaurant industry” (Himmelberg, pers. com, 2015) and 
“helping restaurants to start communicating to their customers” (Engberg, pers.com, 2015). 

Industry level 

At the industry level, McElhaney (2008) emphasizes that companies should ‘Be a beacon for 
others’ by ‘influencing the industry indirectly, through example’. Whereas the vision of 
Sustainable Restaurants is to transform the whole industry eventually, the starting focus is to be 
an example and enable others to join the collaboration. As stated by one of the participating 
members “We see this as an on-going process that we think will mean something for the whole 
industry and we want to be a part of it, (not because we think it will change us, frankly)” 
(Tjärnstig, pers.com, 2015).  
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Figure 9. McElhaney’s (2008) landscape with  marking Sustainable Restaurants’ efforts. 

Collaboration 

Nidumolu et al. (2014) discussed the optimal collaboration framework and highlighted seven 
‘next practices’ necessary for successful sustainability collaborations, which included, among 
other, “to start with a small, committed group, to link self-interest to shared interest, to 
encourage productive competition, and above, to build and maintain trust” (Nidumolu et al., 
2014, 4). 

The initial participating members have been highlighted by several restaurants as one of the 
reasons for why they decided to join the collaboration. As an industrial collaboration model, 
including both suppliers such as Diskteknik, Saltå Kvarn, Löfbergs, Lantmännen, and the organic 
certification KRAV. 

Sustainable Restaurants furthermore stressed that only actions good for business are good for the 
collaboration. Their aim is to show that sustainability fits with the running of a good restaurant. 
They call the concept ‘gästen i centrum’ (‘focus on the customer’), meaning that no actions 
should in any way make the eating experience at the restaurant less enjoyable, as this ultimately 
would mean bad business. “This is why I liked Sustainable Restaurants so much, because it is 
centred on having a guest perspective” (Tjärnstig, pers.com, 2015). 

However, competition is not present within S.R. This raises the question whether the lack of 
competition inhibit their work on transparency. Nidumolu et al. (2014) highlighted how the 
Apparel Coalition’s Higgs Index pushed the sustainability work forward, as those with lower 
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scores wanted to improve and the ones with higher marks kept their focus in order to remain at 
the top. It also helped with the transparency, a central factor for growing collaborations. S.R has 
highlighted that it is not a ranking or certification organ, but rather a help for starting the process. 
While this as an endeavour is noteworthy, the future might demand that a sort of Index is 
developed in order to keep up the work and focus on transparency. Social responsibility refers to 
a number of actions taken by an organisation. One of the principles of sustainable development 
and social responsibility is that of communication. Transparency towards customers and other 
stakeholders is a key point here. Sustainable Restaurants’ aim is to be transparent towards their 
customers, and while transparency means showing both good and bad, most information 
presented seems to focus on the positive. Nidumolu et al. (2014) have argued that score keeping 
leads to transparency, yet S.R. has claimed that it sees itself as a process towards getting started, 
and not as a score keeper to determine what level a restaurant is at.  

The next practice of building trust as mentioned by Nidumolu et al. (2014) is imperative 
especially within business collaboration. As they technically are competitors, the fact that they 
have decided to engage in a collaboration will only remain successful if trust can be maintained 
within the collaboration. The members have mentioned that the meetings within S.R. have 
spurred many ideas, and that there is an air of ‘helping each other’ with problems faced. 

6.2 Social marketing and customer and staff awareness 
“Prior research indicated that motivation, opportunity and ability to process information drive 
consumer response to information in the marketplace” (MacInnis et al. (1991) see Parsa et al. 
2015, 252). Motivation, opportunity and ability are the three factors upon which the behaviour 
change and subsequent social marketing framework is built. By focusing on opportunity and 
ability, the restaurants’ efforts within Sustainable Restaurants will be analysed.  

Given the weak consumer motivation (apparent through the attitude-behaviour gap), the 
consumer side needs backing from the supply side. Opportunity for a customer is dependent on 
the environment. In order to facilitate opportunity for customers, restaurants have to ensure 
availability and accessibility of sustainable supply. Therefore, which ingredients a  restaurants 
decides to purchase, as well as to which price these are made available to the customer are 
important factors. Opportunity can be promoted either through CSR initiatives and/or at the point 
of purchase. 

Out of the four restaurants participating , two decided to become KRAV-certified, whilst a third 
is considering it for a later time. One of the two that started with the certification stated that this 
was because of Sustainable Restaurants; the other being unsure to what extent S.R. was the 
trigger said that it had definitely affected the decision. Representative from Zócalo mentioned 
that for their new brunch concept the goal is to make it as organic as possible. Furthermore she 
named that they wanted to start putting more pressure on their supplier, “to see how we can work 
together on having more organic ingredients in our restaurants” (Sigurjónsdóttir, pers. com, 
2015).  

By ensuring that organic ingredients will become more available to the customers through 
conscious purchasing of ingredients is a clear example of how opportunity can be facilitated. By 
highlighting this through a certification and/or communication on site can have an effect on the 
customers’ intention. 
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Strengthening ability is important when enticing consumer demand towards sustainable 
behaviour, as consumer actions rely heavily on information provided. This information can take 
the form of nudges.  

Examples of information given by the restaurants in form of nudges: Highlighting what effects 
organic coffee has on the farmer, environment and consumer is an example here, a complete 
vegetarian menu, as well as information prints regarding sustainability. One of Sustainable 
Restaurants’ goals is to complement what happens on the supply-side with actions from the 
demand-side so that individuals can make better decisions for themselves and society at large. 
Social marketing has the aim of changing human behaviour (Gordon et al., 2011). As such, 
telling customers what organic coffee means in terms of environment will impact their System 1 
thinking. Most likely after eating the customers would have taken a cup of coffee regardless, 
however it might influence their future behaviour; they might purchase organic coffee next time 
at the supermarket or might ask the next restaurant they visit if the coffee is organic if no such 
information is provided. However, “CSR initiatives will affect consumer response only to the 
extent that they cognitively process that which is being offered to them” (Parsa et al. 2015, 252). 
Thus, a restaurant providing information does not guarantee that there has been a cognitive 
process, as this again is dependent on many personal motivational factors. 

Figure 10 below shows the motivation-opportunity-ability (MOA) framework with the included 
points from the analysis. 

 

 

 

 

 

 

 

 

 

 

Figure 10. Social marketing framework with examples of restaurants’ efforts within 
opportunity and ability in order to affect customer intention. 

This figure shows the previously discussed MOA-framework within social marketing. It shows 
how the restaurant’s within Sustainable Restaurants are trying to affect consumer choice through 
improving: 
� Opportunity; by focusing on CSR efforts and affecting their point of purchases as well as 
� Ability; by the provision of information, labels and logos. 

Social marketing thus does affect a customer’s MOA, as it increases exposure to information 
which can have an effect on the customer’s cognitive process, which again is needed for 
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awareness. However, certain limitations can be seen through the application of this theory as 
well, as it does not take in socialization, habit and other important aspects when it comes to 
marketing fast consumer goods. By strictly applying the MOA framework, the human consumer 
is seen as a rational ‘economic man’, which on many occasions has been proven to not be the 
case. This is what makes nudging an attractive tool for changing behaviour, as it focuses on 
changing the environment and inducing sustainable actions without the necessary attitude 
change. 

Below the recorded effects from the conducted study are analysed.  

6.2.1 Effect on customers 
Although customers were still highly unaware of the restaurant’s sustainability work after 
increasing communication, Teaterbaren which had actively communicated through twelve 
different messages was able to raise consumer awareness somewhat. 

Restaurant Q, although they had table information regarding social sustainability at almost every 
table did not manage to score higher consumer awareness. Reasons could be several, but it points 
to that perception is not the same as awareness, as this requires a cognitive process. Simply 
seeing information does not mean processing, remembering, or understanding. The table 
information was present already during the ‘Before’ study, and while handing out the 
questionnaires I could see how many picked up the information in order to study it further. This 
might have influenced the results of the ‘Before’ study. Therefore the ‘After’ study was done 
outside of the restaurant, asking customers to fill out the survey once they had left the 
establishment. The difference in answers between the two studies is negligible, and no increase 
in awareness could be noted for the ‘After’ study, therefore it can be discounted that customers 
were “made aware” by the survey. 

However, an increase in customer satisfaction regarding the information they did receive was 
recorded in 3 out of 4 restaurants. This can be understood as customers being pleased with seeing 
increased information coming from the restaurant side. This connects to the fact that on average, 
customers voted sustainability at restaurants to be important (3.87 out of 5). Therefore, the 
conclusion is that if customers regard sustainability as an important factor at restaurants, they are 
more pleased with more information regarding a restaurant’s sustainability work. 

Although not a big increase, 15-25% of staff replied that they had noted an increase in questions 
from customers since the start of communication on site. More questions shows that customers 
feel that they can engage in these discussions, as the restaurant has proactively started the 
conversation by putting out information.  

6.2.2 Effect on staff 
Raub and Blunschi (2014) highlighted the fact that staff awareness is essential for CSR success. 
As such, 2 out of 4 restaurants already recorded a 100% awareness amongst the questioned staff 
regarding the restaurant’s sustainability work. At Teaterbaren there had not been any knowledge 
sharing with staff after joining S.R., as the restaurant felt that its work with the Nordic Eco-label 
was more concrete in that respect. The new communication on site has been seen as positive by 
the staff (Tjärnstig, pers.com, 2015).  

Restaurant Hyllan’s representative commented that “sustainability related questions are brought 
up at internal meetings, even by less involved teachers, such as the use of 1-time use articles, like 
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napkins, and I am sure that is because of our work with Sustainable Restaurants and KRAV 
(certification). At management meetings quite often we have sustainability-related discussions, 
so it has become a ‘given topic’ amongst almost all of us” (Engberg, pers. com, 2015).  

The other two restaurants (Q and Zócalo) noted an increase in staff awareness regarding these 
issues. The representative from Restaurant Q, although they did not have any formal knowledge 
sharing or educational session with their staff commented that “Before certain things were done 
because Gustaf had said so, now it has transformed to be more of a “This is how we work”-
attitude. For example, we don’t just know what our food waste costs us because we measure it, 
but we also contribute to a better environment with our work” (Himmelberg, pers.com, 2015). A 
big increase was noticeable amongst Zócalo staff where an education session and information 
from the CEO had taken place during the two months of communication. Whereas previously 
39.1% of staff said they knew about the restaurant’s sustainability work, 63.2% answered 
positively the second time around (Appendix 7). At 2 other restaurants, ‘communication towards 
guest’ received higher rankings in the ‘After’ study.  

Overall, importance of sustainability at the restaurant received the ranking ‘important’. As 
mentioned by the Chan & Hawkins (2010) “it is important for employees to identify their 
employer’s principles and practices that reflect the beliefs of them, as it is hard to retain staff 
who are unable to take pride in their employer’s actions” (Green Hotelier, 2003, see Chan & 
Hawkins, 2010, 642). Therefore, presumably, if restaurants communicate the work they do 
within sustainability, and workers deem this as important, there should be an increase in staff 
satisfaction at work.  

An increase in the comfort level regarding the answering of questions could also be noted 
(Figure 8). The two restaurants where staff felt more comfortable during the second survey were 
Teaterbaren where there had been active communication effort on site with the 12 messages, as 
well as Zócalo where there had been an education session with staff. 
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7 Discussion 
This chapter will focus on discussing the analysis in relation to other studies and trends. The 
research questions are brought up again in order to serve as a structure for this discussion. 

The research questions are:  

- How does actively written communication affect customer awareness of the restaurant’s 
sustainability work? 

- How does actively written communication and education affect staff awareness of the 
restaurant’s sustainability work? 

- Why are small restaurant owners joining an industrial collaboration aimed at increasing 
transparency and communication towards customers and staff? 

7.1 Customer awareness 
Albeit the efforts by the restaurants are noteworthy, the issue of attitude-behaviour gap is 
difficult to deal with. Trying to raise awareness through campaigns, and assuming that lack of 
information is the cause for the ‘attitude-behaviour’ gap would most likely not change anything. 
There are many examples where more information does not lead to different behaviour. The 
negative effect of smoking are virtually known to everybody, yet a sizable portion of the world 
smokes. On a related topic four out of five Scandinavian citizens worry about the environment, 
but the ones stating they purchase green products regularly are only 10-15%, with Sweden’s 
market share being only 3.6% (Ekoweb, 2013, 26). The problem, it seems, lies with the 
perception of the human being. Most campaigns and policies devised for advancing 
sustainability rely on the “rational behaviour model, according to which people are rational 
utility maximisers with perfect information processing capacity” (Mont, 2012, 9). This means 
that the human being has an unlimited capacity to absorb and interpret information, and that 
choices made are always based on careful deliberation. That this is not the case has been proven 
both in the psychology and economics field. More often than not are the choices made based on 
habit, and not deliberate at all.   

Change without communication is a lost opportunity. Q stopped letting customers sort their own 
food waste, because it was not done adequately enough for it to go to composting. An 
interviewed customer left a note on the survey “Before we had to sort away our dishes and food 
leftovers ourselves, but now we just put away the tray, and the staff needs to do it. I guess it 
serves some environmental purpose but I don’t know how/what.” 

All of the interviewed restaurant representative had the perception that customers do not share 
their positive thoughts. “Customers arrive, read the message, but don’t rush forward to tell us 
that they have seen them or what they think about it. But somehow, somewhere I do feel it has 
improved the situation a little bit. (Tjärnstig, pers. com, 2015) “When we shared the news that 
we had vegan cheese, it was like all hell broke out and people were praising us like never before. 
So it is interesting what catches peoples attention. But it has been a positive response from 
customers, they like that we are a part of S.R., nobody has come with a negative response” 
(Sigurjónsdóttir, pers.com, 2015). 
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7.2 Staff awareness 
Raub & Blunschi’s (2014) study revealed that for a hospitality service which engages in CSR 
efforts and makes its employees aware of this can prove to be beneficial both in terms of 
improved work attitudes as well as work behaviours (Ibid., 2014, 15). This finding is important 
when put in light with how CSR is usually discussed, namely as being good for investors, future 
clients and attracting future employees. According to Raub & Blunschi, this would constitute a 
missed opportunity, as their study suggest that it is the  “employees’ awareness of these initatives 
that drives results” (Ibid., 15). Thus for Sustainable Restaurants this could be an interesting 
argument point. As highlighted it might be difficult to receive comments and feedback from 
customers, thus, if this remains the main focus of their communication efforts, perhaps the 
initiative will lose its driving force. If they integrate staff as the important driver for this to 
succeed, they might have a new successful CSR plan for restaurants.  

Through their study Raub & Blunschi (2014) also revealed that employee awareness is likelier to 
be higher if the CSR initiatives have a direct impact on their work environment. The examples 
they discuss is the promotion of locally sourced foods, or energy conservation through smart 
technology, rather than focusing on the sponsoring of projects in countries far away. As such, by 
highlighting the importance of organic and fairtrade coffee and the significance thereof, as well 
as their use of eco-labelled chemicals in the kitchen, and their work for reducing food waste, one 
sees that S.R. has the right approach.  

How the CSR initiatives are communicated is also important : “to identify with and derive 
meaning from CSR initiatives, employees need to be able to understand why a company is 
engaging in the chosen intiative and how this initiative is contributing to the welfare of others” 
(Ibid., 16). An insufficient example of communication highlighted by the researchers would be to 
inform the employees of the support to a charity through the monthly newsletter. As highlighted 
by Chan & Hawkins (2010) education and training are important for succeeding with 
environmental efforts within the hospitality industry. Therefore, it seems important that the 
restaurants include their staff in the future of their sustainability work. A suggestion to increase 
awareness of CSR efforts among staff would be to ‘allow for  active participation of employees’ 
(Raub & Blunschi, 2014, 16).  

The studies discussed above link to the BFUF study (2013) on the Swedish restaurant industry, 
and the challenges it faces in the future. This study also emphasized the importance of focusing 
on the current employees if they are to remain within the industry and for future employees to 
see it as a viable career choice. 

7.3 Social marketing and nudging 
Even though this study has used social marketing and nudging for the same purposes, namely  
for changing customers views and ultimately behaviour, some studies might argue that these are 
not compatible. Whereas social marketing is a way to stimulate change, some might argue that 
nudging does not, as it does not try to change human values. Some criticise the nudging theory to 
rely too much on System 1 thinking (Stoker, 2012) whereas social marketing requires the 
conscious and cognitive process to happen as well. Especially when it comes to consumption it is 
a valid argument, as here the suggestion is that society needs to undergo long-term changes, 
supported by a deliberative process, debates within society and conscious decisions. However, 
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these need to be in combination with the intuitive and automatic behaviour as well. Sustainable 
Restaurants ultimately want their customers to be aware as well as do.  

Most researchers agree that the focus on action is important in nudging; it is not so much 
providing information but rather creating the incentives to alter a behaviour. However, some 
researchers also described nudging as “giving information so to help people do positive things 
for themselves and society (John et al. 2013). Likewise, framing nudges do have that effect on 
customers. However, as shown in the analysis, just presenting information might not actually 
make the customer aware, as a deeper cognitive process is necessary for this. Therefore, it is the 
information together with the actions, so the change of the default options that will most likely 
have the biggest effect. An example: becoming KRAV-certified together with the information of 
why this is important, the so-called “walk-the-talk” method is bound to have the biggest effect. 
Regardless, the limitations of any tool or method trying to change people’s behaviour should be 
remembered, as human behaviour is indeed very complex. Consumers cannot be tricked into 
sustainability. Nudges can help on the way, but will not deliver the results by itself (Mont, 2012, 
31). 

Lastly, a point needs to be made regarding the different types of communication. Naturally, the 
effect of written communication will depend on the type of communication. What was 
communicated, and in what form, plays a big role. If the communication was more formal and 
highly objective, or informal, more of a narrative and personal is of essence. 

7.4 Limitations 
This study, as all other research, has several limitations. First of all, as it is a case study, its 
findings cannot be generalized to a broader population. Had the case study been approached 
differently it most likely would have produced different results also, as discussed in the 
delimitations (chapter 3).  

Certain limitations also exist with the nature of self-reporting, of which interviewing and 
questionnaires form part. As such, the biggest limitations lies with the way respondents feel and 
behave. Self-reported answers might not necessarily reflect the whole truth, as answers might be 
exaggerated, or other factors affect the results, such as how the person was feeling on that day. 

  



-- 54 -- 

8 Conclusions 
The aim of the study was to identify in what way customers and staff of a restaurant are more 
aware of its sustainability work after actively increasing the written communication on site and 
online. The questions asked were simply if increasing written communication at restaurants 
affect the customers’ awareness of the restaurant’s green efforts and if the same is true for the 
staff members. By analysing restaurant’s nudging effects, this study wanted to see whether a 
change could be perceived among these two important restaurant stakeholder groups. Although 
results varied depending on which stakeholder group was analysed and depending on which 
communication they had been exposed to, this study is a good foundation for further research to 
be done within this area. The study also wanted to analyse the implications that an industrial 
collaboration aimed at increasing sustainability and communication towards customers would 
play for restaurants.  The analysis of Sustainable Restaurants as a collaboration effort for 
increased communication at restaurants proved to be an effective setting to get small and 
medium-sized restaurants to start active communication towards their guests and employees. It is 
an important step in order to continue the trend of sustainable food consumption. “One initiative 
cannot save the world, but a comprehensive approach of small and modest steps across many 
stages in the product development and marketing chain can mobilize the consumption of 
sustainable products” (Trijp & Fischer, 2011, 93). The fact that restaurants are becoming 
engaged in this development is therefore recommendable.  

In order to get more reliable data on customer and staff knowledge and behaviour, a suggestion 
would be to test the surveys previously in order to establish that they really measure what they 
intend to. Data collection through surveys is a complex tool, as conditions for answering, 
understanding of questions, and other factors have a big impact on the data received. 

In pursuance of advancing knowledge within a field, studies recommend replication with focus 
on advancing the study, rather than cloning of the existing study (Easley, Madden & Dunn 2000 ; 
Evanschitzky et al., 2007). While customer attitude is an important start, it des not by itself 
predict behaviour. In that spirit, incorporating Ajzen’s (1985) Theory of Planned Behaviour, 
which includes aspects of social norms (among others) would be a useful framework for future 
research. 

This study would benefit from being extended into different directions. Raub & Blunschi (2014) 
shows that staff awareness of CSR can have a positive impact on work performance, it would 
therefore be interesting to investigate whether this is the same for the restaurants in this study. 
Increasing the time in between the ‘Before-After’ studies would allow for deeper enquiries to be 
made both within the effect on staff and customers. Research by (Tudor, Barr & Gilg 2007) 
shows that behaviour from home can be transferred onto the work space. Thus it would be 
interesting to see whether the inverse relationship is also valid; if learnt sustainability at work 
(recycling, purchase of organic products, eco-labelled cleaning detergents) would produce the 
same behaviour at home after these social marketing interventions. 

This study only focused on sampling answers from participating restaurants’ staff and customers. 
However, the study could also have been approached by making a comparative study between 
restaurants engaged in S.R. and restaurants not engaged in this kind of communication. Future 
replications should aim at a comparison between S.R. restaurants and ‘outsiders’.  
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Appendices 

Appendix 1 : Staff questionnaire for ‘Before-After’ surveys 
1. Have you heard about restaurant X’s environmental and social sustainability work? 

Yes/no 
2. Within what area/s does restaurant X work with environmental and social sustainability? 

Food/environment/communication towards guests/social/economics (several answers 
possible) 

3. How important is the restaurant’s sustainability work for you? 1=not at all; 5=very 
important 

4. How satisfied are you with the information you receive from the restaurant regarding 
their sustainability work? 1=not at all; 5=very satisfied 

5. Roughly how often do customers ask you about the restaurant’s environmental and social 
sustainability work and/or about the food’s environmental or sustainability impact? 
Basically never/several times per year/several times per month/several times per 
week/several times a day 

6. How comfortable do you feel in answering customer’s questions regarding the 
restaurant’s environmental and social sustainability work or regarding the food’s 
environmental or sustainability impact? 1=not at all; 5=very comfortable 

7. Please put a cross for sex and age category.  

(additional question for ‘After’ survey) 

8. Have you noticed any change in customer questions regarding the restaurant’s 
sustainability work after an increased communication on site? Yes/no/I am not in contact 
with customers 
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Appendix 2: Customer questionnaire for ‘Before-After’ surveys: 
Before 

1. Have you heard about restaurant X’s environmental and social sustainability work? 
Yes/no/That’s the reason I came 

2. How satisfied are you with the information you receive from restaurant X regarding their 
environmental and social sustainability work? 1=not at all; 5=very satisfied 

3. What do you think restaurants in general should take into consideration regarding the 
running of their business? Organic/healthy food/chemicals in kitchen and dish 
area/’schysta villkor for workers/food waste (several answers possible) 

4. How important is environmental and social sustainability for you at restaurants in 
general? 1=not at all; 5=very important 

5. What would you like to know more about regarding restaurant X’s environmental and 
social sustainability work? Blank answering space 

6. Why did you choose to eat at restaurant X? Blank answering space 
7. What would make you come and eat here more often? Blank answering space 
8. Please put a cross for sex and age group 

After 
1. Have you heard about restaurant X’s environmental and social sustainability work? 

Yes/no/That’s the reason I came 
2. How satisfied are you with the information you receive from restaurant X regarding their 

environmental and social sustainability work? 1=not at all; 5=very satisfied 
3. What do you think restaurants in general should take into consideration regarding the 

running of their business? Organic/healthy food/chemicals in kitchen and dish 
area/’schysta villkor for workers/food waste (several answers possible) 

4. Was environmental and social sustainability one of the reasons you chose to eat here 
today? Yes/no 

5. How well does restaurant X fulfil your need of knowing about their environmental and 
social sustainability work? 1=not at all; 5=very well; I don’t care about 

6. Please put a cross for sex and age group 
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Appendix 3: Interview guide  
How many customers do you have per day? 

How many employees? 

How did Sustainable Restaurants start for your restaurant? 

Who contacted you, and why did you decide to participate? 

What has happened since you are a part of Sustainable Restaurants? 

What activities have you planned? 

Tell me a little bit about what your restaurant has done after joining Sustainable Restaurants? 

Can you describe a regular day at the office? 

What have you noticed at the restaurant since SR? Has anything unexpected happened? 

Have you noticed any change among the staff? 

Any reaction from the consumer side? 

Can you give me a concrete example? 

How would you describe SR? What does it mean to you? 

Who are you? What is your job?  
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Appendix 4: Example of communication at the restaurants 
4.1.Teaterbaren 
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4.2. Restaurant Q: 
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4.3. Zócalo (online): 

 

 

 

4.4.Restaurant Hyllan 
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Appendix 5: Graphs customer awareness: 
Graph 1. 

 

Graph 2. 
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Graph 3. 

 

Graph 4. 
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Appendix 6. Customers response regarding the importance of 
sustainability at restaurants 

 

Hyllan =3.80 Teaterbaren=3.76  Q=3.59   Zócalo=3.97 
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Appendix 7: Staff awareness of restaurant’s sustainability work 
 Before Response count After Response count 
 Yes No  Yes No  
Zócalo staff 39.1% 60.9% 9 14 63.2% 36.8% 12 17 
Q staff 66.7% 33.3% 2 1 100% 0.0% 1 0 
Hyllan staff 100% 0 5 0 100% 0 4 0 
Teaterbaren 100% 0% 4 0 100% 0% 4 4 

  



-- 71 -- 

Appendix 8: Staff ranking of importance of restaurant’s 
sustainability work 
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Appendix 9: Staff answers to: “Roughly how often do customers 
ask you about the restaurant’s environmental and social 
sustainability work and/or about the food’s environmental or 
sustainability impact?“  
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Appendix 10. 
Staff answer to “Have you noticed a change in customer questions regarding the restaurant’s 
sustainability work after increased communication?  

Answer 
Restaurant  

 

Yes No No customer contact 

Hyllan 25% 0% 75% 
Teaterbaren 25% 75% 0% 
Zócalo 15% 70% 15% 
Q 0% 100% 0% 

 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 




