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Food is good for you (and the planet): balancing 
service quality and sustainability in hospitality1

Rossella Baratta - Francesca Simeoni 

Abstract 

Purpose of the paper: Although environmental awareness is growing among 
hospitality customers, some environmental initiatives may lower personal comfort 
and overall service quality; therefore, hospitality managers need to find a balance 
between service quality and environmental preservation. The aim of the research is 
twofold: first, to investigate whether various environmentally sustainable practices 
affect customers’ behavioral intentions differently, and second, to investigate if 
customers display more positive intentions toward a specific practice that is supposed 
to enhance overall service quality (i.e. serving local food). 

Methodology: The empirical research is conducted through an online survey of 
237 respondents. Respondents were asked to rate on a 5-point Likert scale the extent to 
which different sustainable practices affect their hotel selection process, their expected 
satisfaction during the stay, and their willingness to pay a higher price. 

Results: Results show that all environmentally sustainable practices positively 
influence the hotel selection process and expected satisfaction, though to differing 
extents, but that few practices positively influence customers’ willingness to pay a 
higher price. Local food is the initiative that stimulates the most positive behavioral 
intentions across all the dimensions. 

Research limitations: The study addresses almost only Italian respondents and, 
at the moment, examines behavioral intentions rather than actual behaviors. 

Originality of the paper: The study supports the idea that environmental 
sustainability is a multidimensional concept, and that different practices have 
different effects on customers’ intentions. It adds to current knowledge that initiatives 
such as serving local food, which are also considered to enhance service quality and 
are connected to personal health, can produce a significantly more positive impact. 

Key words: environmental sustainability; hospitality; local food; service quality; 
customers’ behavioral intentions; willingness to pay 

1. Introduction

The natural environment plays a key role in tourism destinations’ 
attractiveness and competitiveness, and tourism and hospitality are now 
facing increasing challenges in terms of environmental preservation 
(Gössling, 2002). Hotels and lodging facilities are in fact both victims of and 
contributors to environmental degradation (Reid et al., 2017), and they can 
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and should actively engage in environmentally sustainable (ES) practices 
(Tencati and Pogutz, 2015). In response, several initiatives are being 
increasingly implemented by hospitality companies to limit their impact on 
the natural environment, generally related to waste management, energy 
and water saving, green purchasing, and raising customers’ awareness (e.g. 
Holcomb et al., 2012). 

Environmental concerns are also increasing among hospitality 
customers, who are now more conscious about impacts related to tourism 
activities (Verma and Chandra, 2017); previous studies have found a 
positive impact of ES initiatives on customers’ attitudes and behaviors 
in terms of hotel choice (Boley and Uysal, 2013), customer satisfaction 
(Melissen, 2013; Cucculelli and Goffi, 2016), and willingness to pay a 
premium price (Xu and Gursoy, 2015). Hence, there is evidence that 
ES initiatives may increase business competitiveness and long-term 
sustainability (Gössling et al., 2011). 

However, ES practices vary depending on how they compromise 
personal comfort and service quality, and therefore produce mixed 
effects on customers’ attitudes and behaviors. Previous literature reports 
that customers are less willing to engage in ES practices that reduce their 
personal comfort during the stay (Manaktola and Jauhari, 2007), but are 
more likely to appreciate those practices connected to quality, health, and 
personal dimensions (Iraldo et al., 2017). 

Food quality is a key component of the quality of the overall tourist 
experience. Food freshness and healthiness are important components of 
food quality (Namkung and Jang, 2007), and local food, which tends to 
be both fresh and healthy, thus meets the growing interest of customers 
in healthy lifestyles and healthy eating (Kim et al., 2013). Local food is 
perceived as safe and natural (Draper and Green, 2002), and responds to 
customers’ quest for authenticity (Sims, 2009; Cafiero et al., 2019). Local 
purchasing, and local food, is also more sustainable than processed food 
in that it reduces environmental impacts associated with transportation 
and packaging, supports the local economy, and helps the preservation 
of local cultures. Buying local also clearly reduces costs associated with 
transportation (Gössling et al., 2011; UNEP, 2015). 

In sum, among the various ES practices that can be implemented by the 
hospitality industry, serving local food represents a “win-win” for hosts, 
guests, and the natural environment. Local food is sustainable from a triple 
bottom line perspective, it may better respond to customers’ expectations 
for health and authenticity, and it can increase overall service quality. 

As customers’ behavioral intentions toward ES practices are expected 
to vary depending on how service quality and personal comfort are 
compromised, customers should display even more positive intentions 
toward hotels serving local food, given that this provides a healthier option 
relative to processed food and is considered to enhance service quality. 

Via an online survey of a sample of 237 respondents, this study aims 
to examine the impact of different ES practices commonly implemented 
by the hospitality industry on three customer behavioral intentions: hotel 
selection process, customers’ expected satisfaction during the stay, and 
customers’ willingness to pay a higher price. The research further examines 
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whether customers’ behavioral intentions are more positive toward one 
specific ES practice that does not threaten comfort or quality; that is, the 
serving of local food. 

The main findings show that all ES practices have a positive effect on 
hotel choice and customers’ expected satisfaction, though to a differing 
extent, but that few practices have a positive influence on willingness to 
pay a premium price. Local food, in particular, received the highest rating 
in the hotel selection process and in customers’ expected satisfaction, 
and stimulated greater willingness to pay a higher price than all other 
initiatives. In addition, customers’ behavioral intentions toward the ES 
initiatives varied depending on respondents’ demographic characteristics, 
including gender and education. 

These results represent an important contribution to the literature 
on environmental sustainability in the hospitality industry and highlight 
several practical implications for hospitality managers and operators, 
helping them to solve the conflict between quality and sustainability. 

The rest of the paper is organized as follows: the theoretical background 
is presented in Section 2, the methodology is explained in Section 3, the 
findings of the research are displayed in Section 4 and further discussed in 
Section 5, and the conclusions and main research implications are set out 
in Section 6.

2. Theoretical background 

Environmental sustainability is a concept involving different 
dimensions, and different kinds of ES practices can be implemented. 
Previous studies have generally categorized interventions into areas such 
as waste management, energy and water conservation, and procurement 
policy, but interventions also extend to measures such as informing 
customers about such initiatives and involving them in basic ES behaviors 
(e.g. Holcomb et al., 2012; Reid et al., 2017). According to the Green Hotels 
Association, “Green hotels are environmentally-friendly properties whose 
managers are eager to institute programs that save water, save energy and 
reduce solid waste - while saving money - to help protect our one and only 
earth” (Green Hotels Association, 2017). 

Environmental concerns are a becoming a priority for both customers 
and companies (Dangelico and Vocalelli, 2017), and consumers’ behaviors 
are gradually changing toward a more sustainable orientation (Galati et 
al., 2019). This applies equally to hospitality customers (Boley and Uysal, 
2013), and tourists who are increasingly conscious of environmental 
impacts related to tourism activities (Mahachi et al., 2015; Verma and 
Chandra, 2017). However, not all customers take into account the hotel’s 
environmental policy when evaluating the overall service experience 
(Abrate et al., 2020), and not all customers accord the same importance to 
ES practices (Miao and Wei, 2013). Hence, not all ES practices produce the 
same effect on customers’ behavioral intentions, in terms of hotel selection 
process, expected satisfaction and willingness to pay a higher price, as 
discussed further below. 
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2.1 Customers’ behavioral intentions 

Environmental sustainability can have a positive effect on 
customers’ behavioral intentions and thereby increase business long-
term sustainability and competitiveness (Gössling, 2002). Although 
intentions and actual behaviors may not always correspond (Juvan and 
Dolnicar, 2014), there is evidence in previous research that environmental 
sustainability is becoming an element of influence in purchasing choice, 
and that ES behaviors may increase a hospitality company’s overall 
bookings (Boley and Uysal, 2013). With increasing environmental 
awareness, customers may prefer lodging facilities that are moving 
toward sustainability and may be more likely to stay in a hotel that adopts 
measures to minimize its environmental impacts (Mahachi et al., 2015). 
A study in the Indian context (Verma and Chandra, 2017) reveals that 
some elements of environmental sustainability (e.g., greenscaping) may 
affect the hotel selection process more than other variables (such as price 
and location). A true commitment to the environment can have a positive 
influence on hotel choice and therefore create a win-win situation for 
both the natural environment and hospitality companies (Bohdanowicz 
and Zientara, 2008). A study of a sample of Italian travelers shows that 
a reduction in energy consumption and pollution, availability of eco-
friendly transportation, promotion of local products, opportunity for 
direct contact with nature, local people, and local culture are the main 
motivations for choosing sustainable accommodation; less importance is 
accorded to any environmental certification (Fermani et al., 2016). 

Literature also suggests that environmental sustainability may not 
only lead to higher customer demand, but also to increased customer 
satisfaction during the stay (Melissen, 2013). The image of being “green,” 
if supported by an effective green marketing strategy, has been found to 
improve customers’ loyalty, trust, and satisfaction (Martínez, 2015). There 
exist market segments that place high value on ES behaviors (Sirakaya-
Turk et al., 2014), and sustainability can be perceived as a relevant part of 
overall service quality (Iraldo et al., 2017). 

Cucculelli and Goffi (2016) show that factors directly relating to 
sustainability have a positive impact on the competitiveness of small 
Italian destinations. A sustainable tourism policy, together with the quality 
of natural resources and local empowerment in the tourism sector, have 
a significant impact on destination competitiveness in terms of tourist 
satisfaction. Moreover, the study provides evidence that factors that 
closely relate to sustainability have a larger impact on competitiveness 
than indicators not directly related to sustainability. 

An overall ES supply chain may positively affect customers’ loyalty, 
satisfaction, and even willingness to pay a premium price (Xu and Gursoy, 
2015). In line with growing market pressures toward sustainability, lodging 
facilities that adopt ES behaviors may benefit from premium pricing and 
increased sales (Martínez, 2015). A study in the Spanish context shows 
that implementing ES measures can generate room prices that are higher 
by 5.15% on average  (Sánchez-Ollero et al., 2014). Willingness to pay 
increases even more with practices related to service quality and customers’ 
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personal sphere (Iraldo et al., 2017), since customers are more inclined 
to appreciate sustainability practices close to their personal dimension 
(Edwards-Jones et al., 2008).

Other studies, however, find that not all customers value ES measures 
(Abrate et al., 2020; Xu and Gursoy, 2015) and that sustainability alone does 
not always increase customer demand (Geerts, 2014). Some ES behaviors 
may even lower customer satisfaction (Haastert and Grosbois, 2010), and 
generally pro-environmental attitudes of people traveling are not the same 
as when such people are at home (Miao and Wei, 2013). Moreover, even 
when customers are concerned about sustainability and patronize hotels 
that have adopted practices aimed at reducing their impacts, they may 
not be willing to pay more (Manaktola and Jauhari, 2007). In particular, 
hospitality customers have been found to display a negative attitude toward 
ES behaviors when personal comfort and luxury are compromised (Line 
and Hanks, 2016; Miao and Wei, 2013). Quality is a key attribute to ensure 
the competitiveness and long-term survival of hospitality companies and 
should not be compromised in the pursuit of sustainability (Manaktola and 
Jauhari, 2007). Research in the Canadian small hospitality industry found 
that careless customers do not make an effort to reduce their energy and 
water consumption (Haastert and Grosbois, 2010); ES behaviors can be 
perceived as a tool aimed at cutting costs and therefore they can represent 
a threat both to service quality and overall customer satisfaction (López-
Gamero et al., 2011). 

Many studies have highlighted the important role of demographic 
characteristics in understanding customers’ attitudes, behaviors, and 
intentions. Basic characteristics such as gender, age, and education can 
have a significant impact on sustainable behavioral intentions. 

Female customers have been found to be generally more conscious 
of the need for environmental preservation (Mohai, 1992). A study in 
the hotel context showed that women are more willing to stay in a green 
hotel, to recommend it, and to pay for it (Han et al., 2011; Han et al., 2009). 
However, a study of Italian travelers provides evidence that even if women 
are generally less willing to exploit the natural environment than men, they 
are less eco-oriented when choosing accommodation (Fermani et al., 2016). 
Age-related differences have also been found to affect sustainable buying 
behaviors, and younger customers generally tend to display more green 
purchasing intentions (Evanschitzky and Wunderlich, 2006). However, 
studies related to the hotel context provide mixed results, or even show that 
age does not have any significant role in explaining customers’ sustainable 
intentions (Han et al., 2011). A study of a sample of Italian respondents 
shows that adults are generally more willing to pay extra for sustainable 
accommodation than younger travelers; however, findings related to hotel 
choice are mixed (Fermani et al., 2016). 

Finally, customers with higher levels of education tend to be more 
environmentally conscious and purchase sustainable products (Keaveney 
and Parthasarathy, 2001). However, Han et al. (2011) found that hotel 
customers’ willingness to visit a green hotel and their intentions to 
recommend it and to pay more for it are not necessarily related to education 
level. 
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In sum, in addition to demographic characteristics, customers’ 
behavioral intentions toward ES initiatives are highly dependent on the 
degree to which service quality and personal comfort are compromised; 
hospitality managers must take into account sustainability-related issues 
but at the same time meet standards for hospitality and comfort (Font et 
al., 2008). In other words, hospitality has to find a balance between service 
quality and environmental preservation (Haastert and Grosbois, 2010). 

2.2 Serving local food

The Green Restaurant Association (2007) defines green food as being 
organic and local, and highly encourages purchasing food via sustainable, 
organic and local channels. Local purchasing clearly reduces transportation 
costs (Wang et al., 2013); it also lowers environmental impacts associated 
with transportation in terms of reduced GHG emissions and packaging 
waste (Gössling et al., 2011). Products that are supplied closer to their final 
destination involve fewer environmental costs in terms of transportation, 
packaging, and cooling. Hence, the more processed a product is, the more 
energy it consumes (UNEP, 2015). 

Moreover, local food, and local purchasing in general, is a way to 
support the local economy both directly through payments and indirectly 
through the creation of jobs (UNEP, 2015), to maintain regional identities 
and support agricultural diversification (Gössling et al., 2011), and to 
foster local and sustainable development, especially in marginalized areas 
(Montanari and Staniscia, 2009). 

Local purchasing and local food therefore contribute to sustainability 
from a triple bottom line perspective, supporting the economic, social, 
and environmental dimensions of sustainability. Several studies show 
that customers quite often associate organic food with environmental 
preservation and that customers’ positive attitudes toward the environment 
have a strong influence on organic food decision-making process (De 
Magistris and Gracia, 2008; Seegebarth et al., 2016). 

Moreover, local food is also associated with the visitors’ demand 
for quality, health, and authenticity. Some ES practices, in fact, can be 
perceived as a relevant part of overall service quality, and this is especially 
true for those practices that enhance luxury and comfort, that focus on 
health-related dimensions (Iraldo et al., 2017), or that are very close to the 
customers’ personal sphere, such as organic food, seasonal food, or food 
from small and local producers (Edwards-Jones et al., 2008). 

Food quality has obvious implications for customer satisfaction and 
food freshness and healthiness are important components of the overall 
food quality (Namkung and Jang, 2007). It is also consistent with the 
growing interest of customers in healthy lifestyles and healthy eating (Kim 
et al., 2013). Local food is generally considered safe and natural (Draper 
and Green, 2002), and may provide a healthier option than processed and 
preserved food (UNEP, 2015). A research on a sample of Italian consumers 
(De Magistris and Gracia, 2008) provides evidence that having a healthy 
lifestyle and following a healthy and balanced diet are among the major 
predictors of organic food buying. Fresh and healthy food (i.e. local food) 
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can make a difference to customer satisfaction, provide superior value to 
customers, and even contribute to the formation of revisit intentions (Kim 
et al. 2013). A study in the US reports that almost all customers would 
pay more to eat in a green restaurant (Schubert et al., 2010). Research on 
the Italian wine market shows that customers are willing to pay more for 
“natural,” i.e. organic and local, wine (Galati et al., 2019); further, Italian 
customers are willing to pay more for local and organic olive oil as well 
(Perito et al., 2019). Moreover, a study on culinary tourism in central and 
southern Italy provides evidence that tourists interested in local wine and 
gastronomy generally show good levels of spending capacity (Montanari 
and Staniscia, 2009). 

Promoting high-quality local food is also one possible way to achieve 
differentiation and attract customers that are interested in the typical 
traits of a destination (Woodland and Acott, 2007). Locally distinctive 
food contributes to the creation of a destination image (Cohen and Avieli, 
2004); the possibility of enjoying a genuine gastronomic experience may 
represent a strong motivation for selecting a specific tourist destination 
and food has long played and still plays a key role in attracting tourists to 
Italy (Hjalager and Corigliano, 2000; Karim and Chi, 2010). 

Moreover, local food is associated with service quality since it responds 
to the customers’ quest for authenticity (Sims, 2009), and local and authentic 
food is considered to better represent and preserve a destination’s local 
culture. Italy is acknowledged worldwide for the richness of its gastronomy 
(Cucculelli and Goffi, 2016), and culinary tourism has grown considerably 
in the recent years, becoming one of the most dynamic segments of the 
Italian tourism (Ferrari and Gilli, 2015). Wine and cuisine represent an 
important part of the local Italian culture, and Italy’s destination image 
is strongly connected to gastronomic values (Karim and Chi, 2010). 
In a study on destination image held by US travelers, Italy was mostly 
associated with “food, cuisine, pasta, wine” (Baloglu and Mangaloglu, 
2001). In a recent study on tourism destinations imagery, Italy was ranked 
as top preferred food destination by a sample of more than 1000 European 
and Asian tourists (Cardoso et al., 2020). Local gastronomy and local food, 
as vital expressions of local culture and traditions, should thus be used to 
promote tourism and foster local development, especially in smaller tourist 
destinations (Cafiero et al., 2019). 

The same demographic characteristics that affect customers’ attitudes 
and intentions toward sustainability may also affect their behavioral 
intentions toward local and organic food. Healthier eating and organic food 
are generally associated with “femininity” (Shin and Mattila, 2019), and, in 
a recent study on green restaurants, gender exerted a significant moderating 
effect on visit intentions (Moon, 2021). However, in the same study, age 
showed mixed results: although older respondents had a higher intention 
to visit green restaurants, they experienced lower levels of satisfaction than 
younger respondents (Moon, 2021). The vast majority of studies on organic 
purchase behaviors however agrees that more educated customers are more 
willing to purchase organic food (Dimitri and Dettman, 2011). A choice 
experiment on Italian consumers’ attitudes toward organic food shows that 
the most educated respondents significantly prefer organic apples, while 
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again age shows inconsistent results (Ceschi et al., 2018). Italian tourists 
interested in high quality food and wine generally display medium-high 
levels of education and spending capacity (Montanari and Staniscia, 2009). 
Last, in a study of the Italian wine market, younger customers and those 
with a lower level of education were more willing to pay for natural wine 
(Galati et al., 2019); however, education was relatively high for the majority 
of respondents.

In sum, serving local food provides advantages for both hosts and 
guests; since it has a positive impact from a triple bottom line perspective, 
it may better respond to customer expectations for health and authenticity, 
and it may increase the overall service quality. In addition to demographic 
characteristics, customers’ behavioral intentions toward ES practices 
are expected to vary according to the impact of each practice on quality 
and personal comfort. Customers therefore are expected to display more 
positive intentions toward the specific practice of serving local food, as 
it provides a healthier option to processed food and is considered an 
important component of service quality. 

This study aims to examine the impact of different ES practices, 
including local food, commonly implemented by the hospitality industry, 
and provide support for the following hypotheses: 

Hypothesis 1: Different ES practices in the hospitality industry 
have a different impact on hotel selection process, customers’ expected 
satisfaction, and customers’ willingness to pay a higher price.

Hypothesis 2: Serving local food has a positive influence on hotel 
selection process, customers’ expected satisfaction, and customers’ 
willingness to pay a higher price. 

3. Methodology

3.1 Measures 

A questionnaire was developed to test the research hypotheses. 
Previously validated measures for (a) hotel selection process, (b) customers’ 
expected satisfaction, and (c) customers’ willingness to pay a premium 
price were adapted from prior studies on customers’ pro-environmental 
attitudes in the hospitality industry (Line and Hanks, 2016; Martínez, 
2015; Xu and Gursoy, 2015). 

Various ES practices were derived from the existing literature (e.g. 
Reid et al., 2017; Holcomb et al., 2012); in particular, 10 practices dealing 
with different dimensions of sustainability and that require a different 
level of compromise in terms of personal comfort were included in the 
questionnaire: two practices related to waste management (separate 
collection of waste and refillable soap and shampoo dispensers), two 
practices related to water conservation (rainwater recycling and a towel 
reuse program), two practices related to energy conservation (energy 
saving through LED lighting and renewable sources of energy), two 
practices dealing with customer involvement (informing customers about 
an environmental policy and involving customers in basic ES initiatives), 
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and two practices related to sustainable purchasing (eco-friendly detergents 
and local food). 

Finally, the respondents’ demographic information was collected, 
including age, gender, city and country of origin, profession, income, 
education, frequency of traveling, and motivations for traveling.

The final questionnaire is comprised of four sections. Section 1, “The 
reservation,” deals with hotel choice: respondents are asked to imagine that 
they have to make a reservation at a hotel, or another kind of lodging facility, 
and to rate their level of agreement on a 5-point Likert scale in selecting 
accommodation that implements one of the 10 previously identified ES 
behaviors. In Section 2, “The stay,” respondents have to rate their expected 
satisfaction during the stay in the accommodation that implements one 
of the 10 ES behaviors. In Section 3, “The bill,” they have to rate their 
willingness to pay a 5% premium for staying in an accommodation that 
implements one of the 10 ES behaviors. In the last section, respondents 
are asked for their demographic information and to leave any additional 
suggestions or observations, as recommended by the literature (Bell, 2006).

A pilot test was conducted prior to the full survey, to adjust the survey 
instrument and incorporate suggestions from respondents. One of the main 
purposes of a pilot test is to ensure that respondents face no problem when 
answering the questions (Saunders et al., 2009). In this case, the original 
ordering of questions was adjusted to make it clearer to respondents; 
in particular, instead of grouping questions according to the type of ES 
behavior, questions are grouped into three steps in a logical order from the 
respondents’ point of view (i.e. the reservation, the stay, and the bill). 

3.2 Sample and data collection

The final questionnaire was created with the aid of the LimeSurvey 
platform and distributed online through social networks, mostly Facebook. 
A non-probabilistic convenience sampling technique was adopted 
(Saunders et al., 2009), and a link to the survey was posted on several 
Italian Facebook pages related to travel, tourism, and hospitality. Over the 
two-month period of the survey (July-August 2018), 328 questionnaires 
were returned, including 91 incomplete questionnaires. The final sample 
size is therefore comprised of 237 usable questionnaires. 

Descriptive statistics were calculated for each item, including mean, 
median, and standard error. Subsequently, t-tests were performed to 
compare differences between respondent subsamples. Last, an exploratory 
factor analysis was conducted. All data analysis was performed with the aid 
of SPSS statistical software. 

Of the 237 final sample respondents, most were women (70%); the 
average age was 40 years, spanning a minimum of 19 years and a maximum 
of 78 years. The large majority of respondents were Italian (95%), with 3% 
coming from northern European countries and 2% from eastern European 
countries, though all resided in Italy. With respect to professional status, 
51% were employees, 18% were self-employees, 14% were students, 7% 
were retired, 4% were managers, 4% were unemployed, 1% performed 
household work, and 1% performed other jobs. The majority of the 
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respondents (69%) defined their income as average, 14% as above average, 
14% as below average, and 3% preferred not to answer this question. 
Regarding educational levels, 34% had a master’s degree, 32% a high school 
diploma, 17% a PhD, 12% a bachelor’s degree, 2% a postgraduate degree, 
2% an education level lower than high school, and 1% another kind of 
degree. 

With respect to frequency of traveling, 24% traveled 1-5 nights per year, 
28% 6-10 nights per year, 20% 11-15 nights per year, and 28% more than 15 
nights per year. The majority of the respondents (84%) generally traveled 
for leisure, while 16% traveled for business. A positive, weak correlation 
(+0.364) was found between frequency of travel and reasons for travel, 
suggesting that respondents who traveled for business reasons generally 
traveled more often than those who traveled for holidays. 

4. Results

All ES practices have a positive influence on the hotel selection process, 
since they all obtained an average rating higher than 3.00, which is the 
median value. However, ratings range from 3.47 for having a towel reuse 
program to 4.72 for preferring local food to the processed option, indicating 
that different ES practices exert a different level of influence on the hotel 
selection process. Very similar trends emerge for customers’ expected 
satisfaction during the stay: again, all ES practices are rated higher than 
3.00 on average, and, again, ratings range from 3.64 for having a towel reuse 
program to 4.73 for preferring local food. These results support the idea 
that customers’ expected satisfaction varies with different ES behaviors. 

With respect to customers’ willingness to pay a higher price to stay 
in green accommodation, variability in ratings increases: preferring local 
food to the processed option remains the most influential ES practice, with 
an average rating of 4.10, and the towel reuse program again receives the 
lowest rating, that in this case is even below the median value (2.75). These 
results suggest that some ES behaviors may exert a negative influence on 
customers’ willingness to pay a premium price. These results are in line 
with previous studies reporting a gap between environmental concerns 
and willingness to pay extra for ES services (Manaktola and Jauhari, 2007).

The mean, median, and standard deviation for each ES practice in the 
hotel selection process, customers’ expected satisfaction, and customers’ 
willingness to pay a premium price are reported in Tables 1, 2, and 3 
respectively. 

An independent sample t-test was performed to assess the differences 
between men and women. This analysis technique takes into account the 
standard error of the estimates of the means for each group; therefore, the 
different sample size between men and women was not a concern. Results 
indicate that women hold more favorable behavioral intentions toward 
almost all ES behaviors at a 0.05 level of significance, as shown in Table 
4. Choosing a hotel where separate collection is in place and paying extra 
for a towel reuse program were the only ES behaviors where no significant 
difference between men and women emerged. 
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Tab. 1: Hotel selection - Descriptive statistics

Variable Mean Median SD
Towel reuse program 3.47 4 1.42
Involving customers 3.79 4 1.18
Refillable dispensers 3.87 4 1.22
Informing customers 4.22 5 0.96
Rainwater recycling 4.30 5 1.02
Energy saving 4.30 5 0.95
Separate collection of waste 4.32 5 0.98
Eco-friendly detergents 4.41 5 0.86
Renewable sources of energy 4.46 5 0.84
Local food 4.72 5 0.69

			 
Source: our elaboration on SPSS 

Tab. 2: Customers’ expected satisfaction - Descriptive statistics

Variable Mean Median SD
Towel reuse program 3.64 4 1.39
Refillable dispensers 4.00 4 1.19
Involving customers 4.08 4 1.05
Informing customers 4.23 5 0.99
Rainwater recycling 4.49 5 0.82
Energy saving 4.49 5 0.85
Eco-friendly detergents 4.57 5 0.77
Separate collection of waste 4.59 5 0.77
Renewable sources of energy 4.59 5 0.76
Local food 4.73 5 0.70

 			 
Source: our elaboration on SPSS 

Tab. 3: Willingness to pay a premium - Descriptive statistics

Variable Mean Median SD
Towel reuse program 2.75 3 1.44
Informing customers 2.79 3 1.42
Involving customers 3.03 3 1.37
Refillable dispensers 3.03 3 1.39
Separate collection of waste 3.10 3 1.43
Energy saving 3.13 3 1.34
Rainwater recycling 3.14 3 1.37
Renewable sources of energy 3.43 4 1.34
Eco-friendly detergents 3.50 4 1.39
Local food 4.10 5 1.23

Source: our elaboration on SPSS 
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Tab. 4: Gender t-test

Variable Gender N Mean SD SD in 
Mean

P-value 
(2-tailed)

Choose_local food M
F

72
165

4.56
4.79

.977

.512
.115
.040

.015

Choose_rainwater recycling M
F

72
165

3.86
4.48

1.248
.838

.147

.065
.000

Choose_energy saving M
F

72
165

3.92
4.47

1.148
.793

.135

.062
.000

Choose_informing customers M
F

72
165

3.92
4.35

1.110
.860

.131

.067
.004

Choose_towel reuse program M
F

72
165

3.00
3.68

1.511
1.334

.178

.104
.001

Choose_involving customers M
F

72
165

3.33
3.99

1.233
1.099

.145

.086
.000

Choose_refillable dispenser M
F

72
165

3.43
4.07

1.392
1.083

.164

.084
.000

Choose_renewable sources of energy M
F

72
165

4.10
4.62

1.077
.647

.127

.050
.000

Choose_eco-friendly detergents M
F

72
165

4.03
4.58

1.061
.691

.125

.054
.000

Satisfied_separate collection of waste M
F

72
165

4.33
4.70

1.007
.609

.119

.047
.001

Satisfied_local food M
F

72
165

4.57
4.81

.962

.528
.113
.041

.016

Satisfied_rainwtaer recycling M
F

72
165

4.14
4.65

1.039
.652

.122

.051
.000

Satisfied_energy saving M
F

72
165

4.10
4.65

1.128
.631

.133

.049
.000

Satisfied_informing customers M
F

72
165

3.81
4.42

1.171
.849

.138

.066
.000

Satisfied_towel reuse program M
F

72
165

3.25
3.81

1.441
1.342

.170

.104
.006

Satisfied_involving customers M
F

72
165

3.63
4.27

1.156
.939

.136

.073
.000

Satisfied_refillable dispensers M
F

72
165

3.71
4.12

1.326
1.109

.156

.086
.014

Satisfied_renewable sources of energy M
F

72
165

4.31
4.72

.973

.611
.115
.048

.000

Satisfied_eco-friendly detergents M
F

72
165

4.32
4.68

.990

.613
.117
.048

.001

Pay_separate collection of waste M
F

72
165

2.74
3.26

1.463
1.396

.172

.109
.011

Pay_local food M
F

72
165

3.85
4.21

1.440
1.114

.170

.087
.036

Pay_rainwater recycling M
F

72
165

2.69
3.33

1.380
1.327

.163

.103
.001

Pay_energy saving M
F

72
165

2.67
3.33

1.384
1.274

.163

.099
.001

Pay_informing customers M
F

72
165

2.36
2.98

1.335
1.416

.157

.110
.002

Pay_involving customers 	 M
F

72
165

2.65
3.20

1.436
1.303

.169

.101
.006

Pay_refillable dispenser M
F

72
165

2.65
3.19

1.396
1.355

.164

.105
.007

Pay_renewable sources of energy M
F

72
165

2.90
3.67

1.416
1.246

.167

.097
.000

Pay_eco-friendly detergents M
F

72
165

3.03
3.70

1.510
1.279

.178

.100
.000

					   
Source: our elaboration on SPSS 
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Another independent sample t-test was performed to assess the 
differences between subsamples with different levels of education. For the 
purposes of this analysis, the education level was split into two groups: 
those with at least a bachelor’s degree (156 respondents) and those with a 
high school diploma or below (81 respondents). 

Results indicate that people with a higher level of education display 
more favorable behavioral intentions toward items related to local food at a 
0.05 level of significance. Moreover, they are more likely to choose a hotel 
where customers are informed about ES behaviors that are in place and are 
more likely to be satisfied with refillable dispensers and renewable sources 
of energy. These findings are reported in Table 5. 

Tab. 5: Education t-test

Variable Education N Mean SD SD in 
Mean

P-value
(2-tailed)

Choose_local food Higher
Lower

156
81

4.79
4.58

.553

.893
.044
.099

.024

Choose_informing customers Higher
Lower

156
81

4.31
4.02

.878
1.084

.070

.120
.028

Satisfied_local food Higher
Lower

156
81

4.81
4.58

.566

.878
.045
.098

.014

Satisfied_refillable dispensers Higher
Lower

156
81

4.13
3.73

1.060
1.379

.085

.153
.012

Satisfied_renewable sources of 
energy

Higher
Lower

156
81

4.69
4.41

.597

.985
.048
.109

.006

Pay_local food Higher
Lower

156
81

4.22
3.86

1.145
1.358

.092

.151
.032

			 
Source: our elaboration on SPSS 

With respect to the age of respondents, no significant differences were 
found. 

Last, an exploratory factor analysis was conducted, using the principal 
components method to extract factors. The ES behaviors displayed 
significantly different average ratings across all three dimensions 
investigated in this study: local-food-related behaviors always displayed the 
highest ratings, behaviors that lower personal comfort, such as the towel 
reuse program, received the lowest rating, while more “neutral” behaviors 
were for the most part rated as average. In any case, all ES behaviors received 
the lowest rating in the willingness to pay dimension. Both the Kaiser-
Meyer-Olkin and Barlett’s test of sphericity were satisfactory, supporting 
the appropriateness of factor analysis; the final rotated Varimax solutions 
displayed four factors, as reported in Table 6. 
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Tab. 6: Exploratory factor analysis

Factors Loadings Cronbach’s alpha
Factor 1: Neutral behaviors 0.948
Choose_separate collection of waste 0.754
Choose_rainwater recycling 0.750
Choose_energy saving 0.776
Choose_informing customers 0.674
Choose_renewable sources of energy 0.812
Choose_eco-friendly detergent 0.781
Satisfied_separate collection of waste 0.702
Satisfied_rainwater recycling 0.762
Satisfied_energy saving 0.781
Satisfied_informing customers 0.624
Satisfied_involving customers 0.538
Satisfied_renewable sources of energy 0.778
Satisfied_eco-friendly detergent 0.758
Factor 2: Willingness to pay 0.959
Pay_separate collection of waste 0.805
Pay_rainwater recycling 0.855
Pay_energy saving 0.871
Pay_informing customers 0.809
Pay_towel reuse program 0.726
Pay_involving customers 0.873
Pay_refillable dispenser 0.805
Pay_renewable sources of energy 0.824
Pay_eco-friendly detergent 0.821
Factor 3: Low comfort behaviors 0.859
Choose_towel reuse program 0.776
Choose_involving customers 0.541
Choose_refillable dispenser 0.510
Satisfied_towel reuse program 0.822
Satisfied_refillable dispenser 0.563
Factor 4: Local food 0.762
Choose_local food 0.830
Satisfied_local food 0.864
Pay_local food 0.692
Cronbach’s alpha of the total scale 0.956
% Variance explained: 71.178
KMO: 0.913
Bartlett: 7071.223
Significance: 0.000

	   		
Source: our elaboration on SPSS 

5. Discussion

Results of this study provide support for Hypothesis 1, since they 
show that different ES practices do not display the same influence on 
customers’ behavioral intentions. In particular, all ES practices have a 
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positive influence on the hotel selection process and customers’ expected 
satisfaction, though to differing extents, but not all ES practices positively 
affect customers’ willingness to pay a higher price. 

The exploratory factor analysis also supports the existence of four 
different types of ES behaviors; namely, neutral behaviors, on payment 
behaviors, low comfort behaviors, and food-related behaviors. These 
findings thus provide evidence that environmental sustainability is a 
multidimensional concept and that initiatives that lower personal comfort 
produce different effects on customers’ behavioral intentions than more 
neutral initiatives and those related to food. 

Considering the variability in ratings across dimensions and the results 
of the factor analysis, these findings are also in line with previous research 
related to the gap between customers’ attitudes (such as hotel choice and 
expected satisfaction) and willingness to pay (Manaktola and Jauhari, 
2007). Moreover, results are in line with previous studies stressing the 
importance of finding a balance between environmental preservation and 
service quality (Font et al., 2008; Haastert and Grosbois, 2010; Iraldo et al. 
2017). 

In addition, in line with previous research (Han et al., 2011), t-tests 
demonstrated that women generally display more favorable behavioral 
intentions than men for almost all the ES initiatives investigated in this 
study; respondents who held at least a bachelor’s degree were also more 
likely to appreciate initiatives related to local food, together with other 
more neutral initiatives (i.e. informing customers and providing refillable 
dispensers and renewable sources of energy). Consistent with previous 
research (Han et al., 2011; Ceschi et al., 2018), results related to age 
differences were not significant. 

Hypothesis 2 is also supported by the results, showing that among the 
different ES initiatives, serving local food has the most positive influence 
on the hotel selection process, customers’ expected satisfaction during the 
stay, and customers’ willingness to pay a higher price. Local food is, in 
fact, the only specific ES practice that has a mean value higher than 4 and 
a median value equal to 5 across all customer behavioral intentions, and 
all items related to food, including willingness to pay extra, belong to the 
same factor. In line with previous studies (Montanari and Staniscia, 2009: 
Dimitri and Dettman, 2011; Moon, 2021), women with higher education 
levels are more likely to show positive behavioral intentions toward local 
food. 

This finding may be explained not just in terms of customers’ growing 
concerns about social and environmental sustainability (Boley and Uysal, 
2013; Cucculelli and Goffi, 2016), but by the increasing attention to healthy 
food and healthy lifestyles (Kim et al., 2013), by visitors’ demand for 
authenticity (Sims, 2009; Cafiero et al., 2019), and by the perception that 
quality food is a key component of overall destination image (Cardoso et 
al., 2020) and service quality (Namkung and Jang, 2007). 

Regardless of the explanation, this result is of crucial importance from a 
triple bottom line perspective, since it confirms that local food can provide 
advantages for both hosts and guests, and for the natural environment 
(Gössling et al., 2011; Wang et al., 2013; UNEP, 2015; UNEP, 2005): local 
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food, which has a relatively small environmental impact in terms of 
GHG emissions, a positive economic impact for businesses by reducing 
costs of transportation, and a positive social impact by supporting local 
economies, is also an initiative that positively affects customers’ hotel 
selection process, customers’ expected satisfaction during the stay, and 
even customers’ willingness to pay a premium price. 

6. Conclusions

The aim of this research was to investigate whether different ES 
practices generally adopted by the hospitality industry produce different 
effects on customers’ behavioral intentions in terms of hotel selection 
process, expected satisfaction during the stay, and willingness to pay a 
higher price. In particular, the research aimed to examine the effect of 
different ES practices depending on how service quality and personal 
comfort are compromised, and the particular effect of an ES practice that 
is highly connected to customer health and represents a key component of 
overall service quality; namely, local food. 

Both hypotheses of the study are supported by the results, implying 
that environmental sustainability involves different dimensions and that 
the ES initiatives that better contribute to overall service quality (i.e. local 
food) are better able to stimulate positive customer behavioral intentions 
across all the dimensions analyzed in the current research: hotel choice, 
expected satisfaction, and willingness to pay more. 

In addition, results show that there may be different behavioral 
intentions toward ES initiatives depending on travelers’ demographic 
characteristics, such as gender and education levels. 

The research adds to previous literature on sustainability and customers’ 
behavioral intentions in the hospitality industry by highlighting specific 
dimensions of environmental sustainability, rather than treating it as a 
single, and sometimes quite abstract, notion. 

In addition, the findings provide further support to previous literature 
by stressing the importance of meeting hospitality and comfort standards 
while taking into account environment-related issues, and ultimately, 
finding a balance between service quality and environmental preservation 
(Font et al., 2008; Haastert and Grosbois, 2010). In line with previous 
research (Cucculelli and Goffi, 2016), this study strengthens the idea that 
ES initiatives can create a “win-win” for both the natural environment and 
hospitality companies’ competitiveness. 

Moreover, results provide important practical implications for 
hospitality managers. First and foremost, results suggest that all ES behaviors 
should be emphasized by corporate marketing and communication 
strategies, since they all positively affect the hotel selection process and 
overall expected customer satisfaction. However, according to the results, 
it is possible to assess priorities for different ES behaviors, as addressing all 
possible behaviors would be a difficult task for hospitality operators, and 
indeed, some ES practices may lead to more positive results than others. 

Moreover, with respect to customers’ willingness to pay a higher 
price, a company’s preference for local and organic food should definitely 
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be encouraged and promoted-a finding that is also in line with previous 
studies (Montanari and Staniscia, 2009: Iraldo et al., 2017; Cafiero et al., 
2019). This research argues clearly that serving local food can serve as a 
means to increase both hospitality companies’ competitiveness and long-
term sustainability. 

Customers’ sociodemographic characteristics such as gender 
and education should also be taken into account when developing 
communication and promotion strategies for green hotels. Hospitality 
managers should in any case reassure customers of the quality of the 
service being provided (Line and Hanks, 2016), try to make the physical 
environment more conducive to sustainability (Miao and Wei, 2013), and 
integrate these kinds of practices into a consistent and coherent marketing 
strategy, so that customers become more aware of the value that these ES 
behaviors represent for the natural environment, and understand that they 
are not merely a way to allow companies to cut costs. 

A limitation of the study is that it addresses almost only Italian 
respondents, thus preventing the possibility of making comparisons 
across different cultures and nationalities. This is particularly significant as 
previous research has found that nationality can play a significant role in 
eco-behaviors and intentions (Fermani et al., 2016), and on organic food-
related choices (Seegebarth et al., 2016). Further research should enlarge 
the sample to include respondents from other countries, especially from 
northern European countries, who have been found to display greater 
awareness of environmental preservation. Enlarging the sample may allow 
the derivation of market segmentation based on customer nationality. 
Another important limitation of the research is that only customers’ 
behavioral intentions are investigated, while there is often a gap between 
intentions and actual behaviors (Juvan and Dolnicar, 2014). Further 
research may provide insights into real customer behaviors. 

References 

ABRATE G., PERA R., QUINTON S. (2020), “Last AND least: when hotel guests 
do not care about environmental policies”, Sinergie Italian Journal of 
Management, vol. 38, n. 1, pp. 33-53. 

BALOGLU S., MANGALOGLU M. (2001), “Tourism destination images of Turkey, 
Egypt, Greece, and Italy as perceived by US-based tour operators and travel 
agents”, Tourism Management, vol. 22, n. 1, pp. 1-9.

BELL J. (2006), Doing your research project: a guide for first-time researchers in 
education, health and social science (4th ed), Maidenhead, Berkshire, 
England: Open University Press.

BOHDANOWICZ P., ZIENTARA P. (2008), “Corporate social responsibility in 
hospitality: Issues and implications. A case study of Scandic”, Scandinavian 
Journal of Hospitality and Tourism, vol. 8, n. 4, pp. 271-293. 

BOLEY B.B., UYSAL M. (2013), “Competitive synergy through practicing triple 
bottom line sustainability: Evidence from three hospitality case studies”, 
Tourism and Hospitality Research, vol. 13, n. 4, pp. 226-238. 

Rossella Baratta 
Francesca Simeoni
Food is good for you (and 
the planet): Balancing 
service quality and 
sustainability in hospitality 



sinergie
italian journal of management 
Vol. 39, Issue 1, 2021

210

CAFIERO C., PALLADINO M., MARCIANÒ C., ROMEO G. (2019), “Traditional 
agri-food products as a leverage to motivate tourists. A meta-analysis 
of tourism-information websites”, Journal of Place Management and 
Development, vol. 13, n. 2, pp. 195-214. 

CARDOSO L., VILA N.A., DE ARAÚJO A.F., DIAS F. (2020), “Food tourism 
destinations’ imagery processing model”, British Food Journal, vol. 11, n. 
6, pp. 1833 - 1847. 

CESCHI S., CANAVARI M., CASTELLINI A. (2018), “Consumer’s Preference 
and Willingness to Pay for Apple Attributes: A Choice Experiment in 
Large Retail Outlets in Bologna (Italy)”, Journal of International Food & 
Agribusiness Marketing, vol. 30, n. 4, pp. 305-322. 

COHEN E., AVIELI N. (2004), “Food in tourism: attraction and impediment”, 
Annals of Tourism Research, vol. 31, n. 4, pp. 755-778.

CUCCULELLI M., GOFFI G. (2016), “Does sustainability enhance tourism 
destination competitiveness? Evidence from Italian Destinations of 
Excellence”, Journal of Cleaner Production, vol. 111, January, pp. 370-382.

DANGELICO R.M., VOCALELLI D. (2017), “Green Marketing: an analysis of 
definitions, strategy steps, and tools through a systematic review of the 
literature”, Journal of Cleaner Production, vol. 165, November, pp. 1263-
1279.

DE MAGISTRIS T., GRACIA A. (2008), “The decision to buy organic food 
products in southern Italy”, British Food Journal, vol. 110, n. 9, pp. 929-947.

DIMITRI C., DETTMANN R.L. (2012), “Organic food consumers: what do we 
really know about them?”, British Food Journal, vol. 114, n. 8, pp. 1157-
1183. 

DRAPER A., GREEN J. (2002), “Food safety and consumers: constructions of 
choice and risk”, Social Policy and Administration, vol. 36, n. 6, pp. 610-625. 

EDWARDS-JONES G., CANALS L.M., HOUNSOME N., TRUNINGER M., 
KOERBER G., HOUNSOME B., CROSS P., YORK E., HOSPIDO A., 
PLASSMANN K., HARRIS I., EDWARDS R., DAY G., TOMOS D., 
COWELL S., JONES D. (2008), “Testing the assertion that ‘local food is 
best’: the challenges of an evidence based approach”, Trends in Food Science 
and Technology, vol. 19, n. 5, pp. 265-274.

EVANSCHITZKY H., WUNDERLICH M. (2006), “An examination of moderator 
effects: the four stage loyalty model”, Journal of Service Research, vol. 8 n. 
4, pp. 330-345.

FERMANI A., CRESPI I., STARA F. (2016), “Sustainable hospitality and tourism at 
different ages: Women’s and men’s attitudes in Italy”, Research in Hospitality 
Management, vol. 6, n. 1, pp. 83-92. 

FERRARI S., GILLI M. (2015), “Authenticity and experience in sustainable food 
tourism”, in The Routledge Handbook of Sustainable Food, Beverage and 
Gastronomy, Sloan P., Legrand W., London, UK: Routledge, pp. 315-325.

FONT X., TAPPER R., SCHWARTZ K., KORNILAKI M. (2008), “Sustainable 
supply chain management in tourism”, Business Strategy and the 
Environment, vol. 17, n. 4, pp. 260-271.

GALATI A., SCHIFANI G., CRESCIMANNO M., MIGLIORE G. (2019), 
“Natural wine” consumers and interest in label information: An analysis 
of willingness to pay in a new Italian wine market segment”, Journal of 
Cleaner Production, vol. 227, August, pp. 405-413.



211

GEERTS W. (2014), “Environmental certification schemes: HOTEL managers’ 
views and perceptions”, International Journal of Hospitality Management, 
vol. 39, May, pp. 87-96. 

GREEN HOTEL ASSOCIATION (2017), What are Green Hotels?, Available at: 
www.greenhotels.com/whatare.htm Accessed on: July 2018.

GREEN RESTAURANT ASSOCIATION (2007), Environmental Guidelines, 
Available at: www.dinegreen.com/twelvesteps.asp Accessed on: July 2018.

GÖSSLING S. (2002), “Global environmental consequences of tourism”, Global 
Environmental Change, vol. 12, n. 4, pp. 283-302. 

GÖSSLING S, GARROD B., AALL C., HILLE J., PEETERS P. (2011), “Food 
management in tourism: reducing tourism’s carbon “foodprint””, Tourism 
Management, vol. 32, n. 3, pp. 534-543. 

HAASTERT M.V., GROSBOIS D.D. (2010), “Environmental Initiatives in Bed and 
Breakfast Establishments in Canada: Scope and Major Challenges with 
Implementation”, Tourism and Hospitality Planning and Development, vol. 
7, n. 2, pp. 179-193. 

HAN H., HSU L.T.J., LEE J.S. (2009), “Empirical investigation of the roles of 
attitudes toward green behaviors, overall image, gender, and age in hotel 
customers’ eco-friendly decision-making process”, International Journal of 
Hospitality Management, vol. 28, n. 4, pp. 519-528. 

HAN H., HSU L.T.J., LEE J.S., SHEU C. (2011), “Are lodging customers ready to 
go green? An examination of attitudes, demographics, and eco-friendly 
intentions”, International Journal of Hospitality Management, vol. 30, n. 2, 
pp. 345-355.

HJALAGER A., CORIGLIANO M.A. (2000), “Food for tourists-determinants of an 
image”, International Journal of Tourism Research, vol. 2, n. 4, pp. 281-293.

HOLCOMB J.L., UPCHURCH R.S., OKUMUS F. (2012), “Corporate social 
responsibility: what are top hotel companies reporting?”, International 
Journal of Contemporary Hospitality Management, vol. 19, n. 6, pp. 461-475. 

IRALDO F., TESTA F., LANZINI P., BATTAGLIA M. (2017), “Greening 
competitiveness for hotels and restaurants”, Journal of Small Business and 
Enterprise Development, vol. 24, n. 3, pp. 607-628 

JUVAN E., DOLNICAR S. (2014), “The attitude-behaviour gap in sustainable 
tourism”, Annals of Tourism Research, vol. 48, n. C, pp. 76-95.

KARIM S.A., CHI C.G.Q. (2020), “Culinary tourism as a destination attraction: an 
empirical examination of destinations’ good image”, Journal of Hospitality 
Marketing and Management, vol. 19, n. 6, pp. 531-555.

KEAVENEY S.M., PARTHASARATHY M. (2001), “Customer switching behavior 
in online services: an exploratory study of the role of selected attitudinal, 
behavioral, and demographic factors”, Journal of Academy of Marketing 
Science, vol. 29, n. 4, pp. 374-390.

KIM H.J., PARK J., KIM M., RYU K. (2013), “Does perceived restaurant food 
healthiness matter? Its influence on value, satisfaction and revisit intentions 
in restaurant operations in South Korea”, International Journal of Hospitality 
Management, vol. 33, n. 1, pp. 397-405. 

LINE N.D., HANKS L. (2016), “The effects of environmental and luxury beliefs on 
intention to patronize green hotels: the moderating effect of destination 
image”, Journal of Sustainable Tourism, vol. 24, n. 6, pp. 904-925. 

Rossella Baratta 
Francesca Simeoni
Food is good for you (and 
the planet): Balancing 
service quality and 
sustainability in hospitality 



sinergie
italian journal of management 
Vol. 39, Issue 1, 2021

212

LÓPEZ-GAMERO M.D., CLAVER-CORTÉS E., MOLINA-AZORÍN J.F. (2011), 
“Environmental perception, management, and competitive opportunity in 
Spanish hotels”, Cornell Hospitality Quarterly, vol. 52, n. 4, pp. 480-500. 

MAHACHI D., MOKGALO L.L., PANSIRI J. (2015), “Exploitation of Renewable 
Energy in the Hospitality Sector: Case Studies of Gaborone Sun and the 
Cumberland Hotel in Botswana”, International Journal of Hospitality and 
Tourism Administration, vol. 16, n. 4, pp. 331-354. 

MANAKTOLA K., JAUHARI V. (2007), “Exploring consumer attitude and 
behaviour towards green practices in the lodging industry in India”, 
International Journal of Contemporary Hospitality Management, vol. 19, n. 
5, pp. 364-377.

MARTÍNEZ P. (2015), “Customer loyalty: exploring its antecedents from a green 
marketing perspective”, International Journal of Contemporary Hospitality 
Management, vol. 27, n. 5, pp. 896-917. 

MELISSEN F. (2013), “Sustainable hospitality: A meaningful notion?”, Journal of 
Sustainable Tourism, vol. 21, n. 6, pp. 810-824. 

MIAO L., WEI W. (2013), “Consumers’ Pro-Environmental Behavior and Its 
Determinants in the Lodging Segment”, Journal of Hospitality and Tourism 
Research, vol. 40, n. 3, pp. 319-338. 

MOHAI P. (1992), “Men, women, and the environment: an examination of the 
gender gap in environmental concern and activism”, Social Natural 
Resources, vol. 5, n. 1, pp. 1-19. 

MOON S. (2021), “Investigating beliefs, attitudes, and intentions regarding green 
restaurant patronage: An application of the extended theory of planned 
behavior with moderating effects of gender and age”, International Journal 
of Hospitality Management, vol. 92, January, 102727. 

MONTANARI A., STANISCIA B. (2009), “Culinary Tourism as a Tool for Regional 
Re-equilibrium”, European Planning Studies, vol. 17, n. 10, pp. 1463-1483. 

NAMKUNG Y., JANG S. (2007), “Does food quality really matter in restaurants? 
Its impact on customer satisfaction and behavioral intentions”, Journal of 
Hospitality and Tourism Research, vol. 31, n. 3, pp. 387-410.

PERITO M.A., SACCHETTI G., DI MATTIA C.D., CHIODO E., PITTIA P., 
SAGUY I.S., COHEN E. (2019), “Buy local! Familiarity and preferences 
for extra virgin olive oil of Italian consumers”, Journal of Food Products 
Marketing, vol. 25, n. 4, pp. 1-16. 

REID S., JOHNSTON N., PATIAR A. (2017), “Coastal resorts setting the pace: 
An evaluation of sustainable hotel practices”, Journal of Hospitality and 
Tourism Management, vol. 33, December, pp. 11-22. 

SAUNDERS M.N.K., LEWIS P., THORNHILL A. (2009), Research methods for 
business students (5th ed), New York: Prentice Hall.

SÁNCHEZ-OLLERO J.L., GARCÍA-POZO A., MARCHANTE-MERA A. 
(2014), “How Does Respect for the Environment Affect Final Prices in 
the Hospitality Sector? A Hedonic Pricing Approach”, Cornell Hospitality 
Quarterly, vol. 55, n. 1, pp. 31-39. 

SCHUBERT F., KANDAMPULLY J., SOLNET D., KRALJ A. (2010), “Exploring 
consumer perceptions of green restaurants in the US”, Tourism and 
Hospitality Research, vol. 10, n. 4, pp. 286-300.

SEEGEBARTH B., BEHRENS S.H., KLARMANN C., HENNIGS N., SCRIBNER, 
L.L. (2016), “Customer value perception of organic food: cultural 
differences and cross-national segments”, British Food Journal, vol. 118, n. 
2, pp. 396-411.



213

SHIN J., MATTILA A.S. (2019), “When organic food choices shape subsequent food 
choices: the interplay of gender and health consciousness”, International 
Journal of Hospitality Management, vol. 76, January, pp. 94-101.

SIMS R. (2009), “Food, place and authenticity: local food and the sustainable 
tourism experience”, Journal of Sustainable Tourism, vol.17, n. 3, pp. 321-
336.

SIRAKAYA-TURK E., BALOGLU S., MERCADO H.U. (2014), “The Efficacy of 
Sustainability Values in Predicting Travelers’ Choices for Sustainable 
Hospitality Businesses”, Cornell Hospitality Quarterly, vol. 55, n. 1, pp. 115-
126. 

TENCATI A., POGUTZ S. (2015), “Recognizing the limits: sustainable 
development, corporate sustainability and the need for innovative business 
paradigms”, Sinergie, Italian Journal of Management, vol. 33, n. 96, pp. 37-
55. 

UNITED NATIONS ENVIRONMENTAL PROGRAMME (2015), Responsible 
Food Purchasing - Four steps towards sustainability for the hospitality sector, 
United Nations Publications.

UNITED NATIONS ENVIRONMENTAL PROGRAMME, WORLD TOURISM 
ORGANIZATION (2005), Making Tourism More Sustainable. A Guide for 
Policy Makers, United Nations Publications. 

VERMA V.K., CHANDRA B. (2017), “Sustainability and customers’ hotel choice 
behaviour: a choice-based conjoint analysis approach”, Environment, 
Development and Sustainability, vol. 9, n. 1, pp. 1-17. 

WANG Y., CHEN S., LEE Y., TSAI C. (2013), “Developing green management 
standards for restaurants: An application of green supply chain 
management”, International Journal of Hospitality Management, vol. 34, pp. 
263-273. 

WOODLAND M., ACOTT T. (2007),” Sustainability and local tourism branding 
in England’s South Downs”, Journal of Sustainable Tourism, vol. 15, n. 6, 
pp. 715-734.

XU X., GURSOY D. (2015), “Influence of sustainable hospitality supply chain 
management on customers’ attitudes and behaviors”, International Journal 
of Hospitality Management, vol. 49, August, pp. 105-116.

Academic or professional position and contacts

Rossella Baratta 
Research Fellow of Management
University of Verona - Italy
e-mail: rossella.baratta@univr.it

Francesca Simeoni 
Associate Professor of Management
University of Verona - Italy
e-mail: francesca.simeoni@univr.it

sinergie
italian journal of management

ISSN 0393-5108 
DOI 10.7433/s114.2021.11

pp. 193-213

Rossella Baratta 
Francesca Simeoni
Food is good for you (and 
the planet): Balancing 
service quality and 
sustainability in hospitality 


