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A B S T R A C T

The restaurant business has been increasingly recognized for its ability to help mitigate many negative en-
vironmental impacts. To develop a competitive advantage, green restaurants may adopt an innovative branding
strategy. Marketing management recognizes that understanding brand attitude is critical for marketing strate-
gies. Studies have examined the relationship between brand knowledge and non-financial brand performance.
However, it remains unclear how the green restaurant brand attitude affects this relationship.

This study aims to fill this research gap by identifying the composition and structure of the brand attitude in
Taiwan’s green restaurants and examining the mediating effects of brand attitude on the relationship between
brand knowledge and brand performance. The findings of this study broaden and deepen the current knowledge
of the role of brand attitude in Taiwan’s green restaurant industry. In practice, it is suggested that green res-
taurant management should develop well-known brand knowledge to form brand attitudes and foster brand
performance.

1. Introduction

In this increasingly globalized and uncertain market, the restaurant
industry is facing tremendous competitive pressure. The consumer’s
selection decision presents a difficult situation for restaurant operators
to differentiate from seemingly the same restaurant choices. From the
marketing perspective, being “green” has been a critical factor to sur-
vive for some businesses (Schubert et al., 2010). The restaurant busi-
ness also has been increasingly recognized for its ability to help miti-
gate many negative environmental impacts (e.g., reducing solid waste
or conserving water and energy). The attention of this particular issue
of environmental and social considerations coincides with the growth
and development of green restaurants (Horovitz, 2008). Some evidence
has shown that consumers choose green products based on whether
they are less harmful to the environment (Han et al., 2009; DiPietro
et al., 2013; Kim et al., 2015; Susskind, 2014). Recent studies have also
suggested that green practices can reduce operational costs (Schubert
et al., 2010; Susskind, 2014), improve a business’ corporate image and
customer ratings (Hu et al., 2010; Namkung and Jang, 2013; Peiró-

Signes et al., 2014), increase consumers’ satisfaction, purchasing and
word-of-mouth intentions (Barber and Deale, 2014; Wu et al., 2016),
and more importantly foster the long-term success of a company’s fi-
nancial performance (Singal, 2014). Hu et al. (2010) also suggested that
it exist a growing trend that consumers gradually increase their en-
vironmental awareness towards the concept of “green” restaurants.
Therefore, it is logical to believe that green restaurants can possibly use
“green” branding as a competitive strategy to differentiate from rival-
ries in the market.

Many scholars in brand management studies (Kapferer, 2008;
Keller, 2008; Post, 2008) argued that branding has been a widely ac-
knowledged company strategy for many years. Keller (2003a,b) stated
that “branding involves the process of endowing products and services
with the advantages that accrue to building a strong brand (p. 595).” He
observed that the application of brand attitude to marketing practice
has drawn much industry attention. It is important for a business to be
evaluated any brand-related information for its customers. Besides, he
also noted that the attitude is summarized judgments of brand-related
messages. Many studies have viewed the attitude as a function of the
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consumers’ salient beliefs about a product or service and the evaluative
judgment with how good or bad of the brand (Fishbein and Ajzen,
1975; Ajzen and Fishbein, 1980). In addition, brand knowledge as a
major branding issue relates to the cognitive representation of the
brand in consumers’ minds (Peter and Olson, 2001). Heckler et al.
(2014) further argued that building brand knowledge structures to
achieve the proper positioning requires (1) creating sufficient brand
awareness leading to brand liking, and increase choice advantage
(Aaker, 1991; Keller, 2003a,b), and (2) projecting the right brand image
in the minds of target consumers to differentiate a brand from its
competitors’ (Keller et al., 2002). Recently, studies have suggested that
brand knowledge influence a company’s performance (Kayaman and
Arasli, 2007; Hsu et al., 2011). According to previous studies, brand
performance can be measured in terms of financial and non-financial
performance. Non-finance studies have measured brand performance
often in terms of brand loyalty and customer satisfaction (Ehrenberg
et al., 2004; Gundersen et al., 1996; Prasad and Dev, 2000).

Given the documented relationships between brand knowledge and
customers’ brand attitude, brand image and brand awareness may be
the most crucial two factors in determining brand attitude (Simon,
1970; Hoyer and Brown, 1990; Keller, 2003a,b; Darling, 1981; Dobni
and Zinkhan, 1990; Kotler, 1996; Dean, 2002). In addition, research has
identified that greater cognitive processing of attitude-relevant in-
formation increases the possibility that these attitudes can affect cus-
tomer behaviors (Chaiken et al., 1989; Petty and Cacioppo, 1986; Fazio
et al., 1989). While the link between brand knowledge and brand
performance has been established in the general marketing literature,
several significant research gaps have been evident: first, fewer em-
pirical studies focusing on the brand attitude were conducted in Tai-
wan’s green restaurants; Second, how the green restaurant brand atti-
tude may affect brand knowledge and non-financial brand performance
was not investigated; and third, whether the green restaurant brand
attitude plays a role in the relationship between brand knowledge and
non-financial brand performance remains unknown.

To address the research gaps stated above, the main research pur-
poses of this study were to propose and to empirically test a model that
integrates the green restaurant brand attitude, brand knowledge, and
non-financial performance. Specifically, this study was to investigate
the mediating effect of brand attitude on the relationship between
brand knowledge and non-financial brand performance in the im-
mensely competitive restaurant market, with a focus on green restau-
rants.

2. Literature review

2.1. Green restaurants

Jang et al. (2011) defined a “green restaurant” as a restaurant with a
new or renovated design and operated in an environmentally friendly
and energy-efficient manner, as well as offers the option of locally
grown or organic food on the menu. A green restaurant is connected to
the different perspectives in which three Rs (reduce, reuse, and recycle)
and two Es (energy and efficiency) must be satisfied (Gilg et al., 2005).
A considerable number of studies have examined the effects of en-
vironmental knowledge on the ability to understand the impact on the
ecosystem in a society. For example, some studies identified that res-
taurants can engage in minimizing their carbon footprint and reduce
harm to the environment (DiPietro and Gregory, 2012; Schubert et al.,
2010). Many green restaurants have widely adopted practices including
using locally-grown and organic food, offering healthy menus, biody-
namic and sustainable wines, employing energy- and water-efficiency
equipment, forbidding disposable cups and to-go containers, recycling
and disposing of cooking oils, reducing pollution and training em-
ployees with green conceptions (Gázquez-Abad et al., 2015; Schubert
et al., 2010). Laroche et al. (2001) argued that consumers with better
environmental knowledge are more willing to pay a premium price for

green products. In addition, Hu et al. (2010) stated that green food and
green practices are important factors that influence patronage decisions
of green restaurant customers.

2.2. Brand knowledge

Keller (2003a,b) suggested that “brand knowledge can be defined in
terms of the personal meaning about a brand stored in the consumer
memory, that is, all descriptive and evaluative brand-related informa-
tion” (p. 586). A number of researchers have examined the organization
of consumer memory and claimed that brand knowledge structure is
organized by attributes or by brands, as well as the effects of different
information-processing factors, e.g., consumer goals or brand famil-
iarity (Bettman, 1979; Johnson and Russo, 1984; Olson, 1977). Keller
(2003a,b) suggested that different kinds of information be linked to a
brand and these different kinds of information can be defined as some
of the key dimensions of brand knowledge (such as brand awareness or
brand image).

2.3. Brand awareness

Aaker (1991) claimed that brand awareness is the perception of
potential customers to recognize or recall that a brand is a component
of a specified product category. He also asserted that awareness can be
generally increased from no awareness to recognition to recall to top-of-
mind. According to Keller (2003a), brand awareness comprises con-
sumer responses evoked by brand-related situations or circumstances.
Keller (2003b) suggested that brand awareness be a category identified
and needs satisfied by the brand. Previous research had stated that
brand awareness places the brand in the consideration set and increases
choice advantage (Aaker, 1991; Keller, 2003a). An empirical study has
also shown that brand awareness affects future brand choices and
market share (Srinivasan et al., 2005). In addition, Dick and Basu
(1994) suggested that brand awareness should link to “behavioral
loyalty” when involvement is low with strong internalization. For green
hotel companies, establishing brand awareness is essential to attracting
pro-environmental customers who are willing to purchase a green
lodging product (Han, 2015). A recent green restaurant study by Hu
et al. (2010) also found that customers’ brand awareness of restaurant
green practices is a significant determinant of the intention to patronize
green restaurants.

2.4. Brand image

Kapferer (1992) also pointed out that customers produce an image
through a combination of projective signals. Therefore, brand image is
a result of a customer acquiring, interpreting, and explaining a brand
signal. Doyle (1989) observed that a brand’s image encourages custo-
mers to perceive attributes and firmly connect them with the brand.
Major factual (e.g., function) and abstract (e.g., status) attributes are
strongly associated with brands. Thus, brand image research has ana-
lyzed the effects of brand image, including the effect of the combination
of brand associations (Kunkel & Berry, 1968; Biel, 1992; Keller, 1993)
and the understanding of a brand’s tangible and intangible associations
(Martineau, 1958; Doyle, 1989; Engel et al., 1993). In a recent green
restaurant study, Namkung and Jang (2013) stated that green practices
significantly influence customers’ perceptions of a brand’s green image.
Jeong et al. (2014) further identified that green image is important and
can positively affect customer attitudes towards the café business. In
addition, Wu et al. (2016) stated that the hotel green image sig-
nificantly influences green experiential satisfaction.

2.5. Non-financial brand performance

Many researchers have viewed brand performance in terms of brand
loyalty, customer satisfaction, and corporate social performance. In
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general, in the hospitality and lodging industries, there has been in-
creasing interest in many additional factors that determine guest loy-
alty, the reasons for this loyalty, and the relationship between customer
loyalty and profitability (Mason et al., 2006). According to O’Neill and
Xiao (2006), the goal of hotel branding is to provide benefits to both
customers and hotel companies. This is how hotel brands foster brand
loyalty. Customer satisfaction is therefore crucial to this relationship.
O’Neill and Mattila (2004) asserted that customer satisfaction is of the
utmost importance in evaluating a hotel’s branding strategy.

2.6. Brand loyalty

Previous research has divided the concept of brand loyalty into
behavioral and attitudinal components (Aaker, 1991; Assael, 1998;
Day, 1969; Jacoby and Chestnut, 1978; Jacoby and Kyner, 1973;
Oliver, 1999; Tucker, 1964). However, many studies have contended
that loyalty behavior is inherently inexplicable and too complex to
comprehend (Bass, 1974; McAlister and Pessemier, 1982). Researchers
have investigated the psychological commitment of the customer to
purchase without necessarily taking the purchase behavior into account
(e.g., Jacoby and Olson, 1970; Jarvis and Wilcox, 1976; Hsu et al.,
2011). Thus, brand loyalty is treated more as an attitude. In Chaudhuri
and Holbrook (2001) words, “behavioral, or purchase, loyalty consists
of repeated purchases of the brand, whereas attitudinal brand loyalty
includes a degree of dispositional commitment in terms of some unique
value associated with the brand” (p. 82). They have suggested that
brand affection lead to greater attitudinal loyalty and also means that a
consumer is more likely to pay a premium price for the pleasure or
excitement associated with the brand.

2.7. Customer satisfaction

Kandampully and Suhartanto (2000) found that “customer sa-
tisfaction is considered to be one of the most important outcomes of all
marketing activities in a market-oriented firm” (p. 347). In addition,
Gundersen et al. (1996) observed that customer satisfaction can be one
of the most valuable assets for a firm in a saturated market. Major brand
performance movements have emphasized that customer satisfaction is
derived from a branding strategy. Prasad and Dev (2000) stated that
brand equity can be measured based on customer satisfaction, sug-
gesting that brand performance can be estimated by customer sa-
tisfaction with a product or service. In a hospitality study, Wu and Liang
(2009) also pointed out that customer experiences at luxury hotel res-
taurants tend to rely on value as it relates to satisfaction. Aaker (1991)
of brand value found that companies should integrate brand awareness,
judgments of quality, and overall customer satisfaction. Shocker et al.
(1994) observed that brand managers tend to lend significant im-
portance to customer satisfaction in measuring successful branding
strategies. According to Dube et al. (1994), customer satisfaction is used
to form brand positioning strategies that help a business differentiate
itself from competitors in the food and beverage industry.

2.8. Brand attitude

Keller (1993) argued that brand attitude is important because it
often helps form consumers’ brand choices. He observed that brand
attitude is a function of the associated attributes and benefits that make
the brand prominent. Zeithaml (1988) noted that brand attitude is
beliefs about product-related attributes and the functional and experi-
ential benefits, consistent with work on perceived quality. In addition,
research conducted by Rositter and Percy (1987) stated brand attitude
as a belief about non-product-related attributes and symbolic benefits.
Percy and Rossiter (1992) considered attitude as referring to a con-
sumer's overall evaluation of a brand relating to its capacity to meet a
currently relevant involvement/motivation, that is, brand attitude re-
lies on the currently acceptable involvement/motivation.

Brand attitude plays an important role in marketing research.
Researchers have explained that attitude involves cognitive, affective,
and conative (Weber, 1991; Sheth et al., 1999; Lavidge, 1961; Percy
and Rossiter, 1992; Tolba and Hassan, 2009). Among such a brand
attitude, researchers have explained that attitude involves cognitive
and affective measures. Percy and Rossiter (1992) mentioned that “the
cognitive, or logical belief, component guides behavior and the affec-
tive, or emotional feeling, component energizes the behavior” (p. 266).
They further explained that the cognitive dimension employs the con-
cept of involvement or perceived risk attached to the purchase of a
brand. According to Nelson’s economic theory (1970), brand purchase
decision can assort as either low involvement, where trial experience is
sufficient, or high involvement, where search and conviction are re-
quired before acquirement (Percy and Rossiter, 1992). Perceived in-
volvement is represented to be highly dependent upon a target cus-
tomer. In addition, the affective dimension uses the dominant
motivation essential to purchasing the brand. Dominant motivation is
classified as either informational or transformational. Based on
Fennell's motivation explanation (1978); Percy and Rossiter (1992)
stated that informational strategies associated with negative drive re-
duction states (e.g., problem removal, problem avoidance, incomplete
satisfaction, mixed approach avoidance, or normal depletion; and
transformational strategies associated with positive drive enhancement
(e.g., sensory gratification, intellectual stimulation, or social approval).
Cognitive attitude determines the ability of a physical product or other
marketing stimuli to attract customers’ attention (Lutz, 1975; Bettman
and Park, 1980; Engel et al., 1995). Affective attitude is established
from marketing or advertising stimulus to finally influence customer
attitude towards the brand (Fazio et al., 1989; MacKenzie and Lutz,
1989). In addition, Engel et al. (1995) also identified that both cogni-
tive and affective attitudes are linked to customer intention.

2.9. The effects of brand knowledge on brand attitude

As aforementioned, Keller (2003a,b) identified the key dimensions
of brand knowledge as brand awareness and brand image. He further
stated that brand awareness consists of brand familiarity and brand
recognizability (1993). This suggests that consumers’ awareness be a
tool whereby a company uses to influence consumer attitude to a brand
by creating associations with and beliefs of a target customer towards a
particular organization or product. Brand awareness can be defined as
the customer’s capability to recognize a brand in diverse contexts.
Brand awareness can affect perceptions and attitudes. Keller (1993)
provided excellent evidence supporting the positive relationship be-
tween brand awareness and brand attitudes. He indicated that exerting
brand awareness increases the likelihood that the brand will be a
consideration of the choice set (Nedungadi, 1990). MacDonald and
Sharp (2000) also argued that customers tend to purchase products as
they recognize products are familiar and regularly favored. They
identified that awareness is critical to impacting attitude. Therefore,
customer perceived green restaurant brand awareness has a significant
effect on consumers’ brand attitudes. This leads the authors to the fol-
lowing hypotheses:

H1. Green restaurant customers’ perceived brand awareness has a positive
effect on their perceptions of brand attitude (cognitive).

H2. Green restaurant customers’ perceived brand awareness has a positive
effect on their perceptions of brand attitude (affective).

Gray and Balmer (1998) mentioned that the corporate image com-
prises the immediate mental picture that audiences have of an organi-
zation. Brand image is designed by a company for forming customer
emotional feelings towards the company (Villena-Manzanares and
Souto-Perez, 2016). Therefore, the brand image can be described as the
desired image for which a company wants customers to think about it
and wants to affect customers’ attitudes. Kotler (1996) stated the effects
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of a company’s brand image in the context of brand equity formation.
He indicated that customers’ perceptions of the brand image have a
positive influence on brand attitude. According to this premise, re-
searchers have also found that brand image can be related to brand
attitude and that a more positive brand image may influence brand
attitude more positively (Dean, 2002). Recently, Jeong et al. (2014)
identified that the green image is important and can positively affect
customer attitudes. Based on the findings of these studies, customer
perceived green restaurant brand image has a significant effect on
consumers’ brand attitudes. This also leads to the following hypotheses:

H3. Green restaurant customers’ perceived brand image has a positive effect
on their perceptions of brand attitude (cognitive).

H4. Green restaurant customers’ perceived brand image has a positive effect
on their perceptions of brand attitude (affective).

2.10. The effects of brand attitude on non-financial brand performance

Brand attitude is a function of the associated product attributes and
benefits that make the brand prominent (Keller, 1993). Zeithaml (1988)
also noted that brand attitude is beliefs about product attributes and
benefits, consistent with perceived quality. Brand attitude has been
suggested to represent the consumers’ overall evaluation of the brand
and it is important because it often forms consumers’ brand choices
(Keller, 1993). Thus, it is likely that the consumer brand attitude will
affect brand performance (i.e., customer satisfaction and brand loyalty).
Cognitive attitude can be measured from actual knowledge or perceived
knowledge of a product (Lutz, 1975; Bettman and Park, 1980). Parti-
cularly, Percy and Rossiter (1992) stated that the cognitive aspect of a
brand attitude deals with one's involvement with a purchase decision.
They further suggested that the cognitive attitude should guide con-
sumers’ behavior. In the green restaurant study (Chen, 2010), custo-
mers’ perceptions of a restaurant linked to green practices can form
their attitudes and significantly influence customer satisfaction. In ex-
ploring the relationship between consumer attitudes and behaviors
toward green hotels, Manaktola and Jauhari (2007) found that brand
attitude directly and positively affects consumers’ brand loyalty. Based
on the above findings, the authors argue that brand cognitive attitude
has a significant effect on customer satisfaction and brand loyalty. Thus,
the following hypotheses were proposed:

H5. Green restaurant customers’ perceived brand attitude (cognitive) has a
positive effect on their perceptions of customer satisfaction.

H6. Green restaurant customers’ perceived brand attitude (cognitive) has a
positive effect on their perceptions of brand loyalty.

Affective measures are used to identify either established or created
attitudes from marketing or advertising stimuli with the attitude to-
wards the brand (Fazio et al., 1989; MacKenzie and Lutz, 1989). Percy

and Rossiter (1992) explained that the affective aspect of brand attitude
employs the dominant motivation underlying brand purchase, which in
turn will stimulate the buyer’s behavior. Researchers building a model
of customer satisfaction have suggested that brand attitude should po-
sitively affect customer satisfaction (Woodruff et al., 1983). Chang
(2011) conducted a study on brand attitude towards green products in
the context of green product advertising. He stated that restaurant
consumers with ecological perceptions prefer to make eco-friendly
purchases. Based on the above explanations, the authors argued that
brand affective attitude also has a significant effect on customer sa-
tisfaction and brand loyalty. Thus, the authors proposed the following
hypotheses:

H7. Green restaurant customers’ perceived brand attitude (affective) has a
positive effect on their perceptions of customer satisfaction.

H8. Green restaurant customers’ perceived brand attitude (affective) has a
positive effect on their perceptions of brand loyalty.

2.11. Meditating role of brand attitude

Hsu et al. (2011) examined upscale Chinese hotel brands from a
brand equity viewpoint and showed that brand image and brand
awareness are decisively related to brand loyalty. Some other re-
searchers have stated that brand image and brand awareness may be
the most crucial factors in determining brand attitude (Kotler, 1996;
Dean, 2002). An additional study also has found that brand attitude can
directly affect consumers’ brand loyalty (Arjun, 1999). As reported
earlier, Percy and Rossiter (1992) found that brand attitude is related to
involvement and motivation. The cognitive brand attitude generally
applies the concept of involvement in the purchase of a brand. Given
that affective brand attitude depends upon the currently relevant mo-
tivation, as a consumer's motivation changes, so will the consumer's
evaluation of a brand. This difference may explain that if an involve-
ment or a motivation exists, consumers will choose some brand that
best meets that involvement/motivation from the preferences of which
the consumer is conscious. Thus, it could be expected that the green
restaurant brand attitude (cognitive/affective) will mediate the re-
lationships between customers’ brand knowledge and brand perfor-
mance. Consequently, the authors offered the following hypotheses:

H9. The perceptions of brand attitude (cognitive) mediate brand knowledge-
non-financial green restaurant brand performance relationship.

H10. The perceptions of brand attitude (affective) mediate brand
knowledge- non-financial green restaurant brand performance relationship.

Fig. 1. Proposed research model.
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3. Methodology

3.1. Model development

Based on a thorough review of the literature, the research model
used in this study is presented in Fig. 1.

3.2. Measurement instrument

The questionnaire’s measurement indicators were drawn from scales
validated by the literature for each of the study’s constructs. The re-
search instruments were based on previous studies, adapted to fit the
restaurant's context with a focus on green-restaurant customers.
Therefore, the initial measurement instrument was developed by a lit-
erature review. Based on previous studies (Weber, 1991; Engel et al.,
1995; Sheth et al., 1999), the brand attitude was measured by nine
items - for example, “This restaurant’s meal is good quality” and “I like
to dine in this restaurant”. To measure brand awareness and brand
image, eleven items (Hsu et al., 2011; Keller, 1993), such as “This
restaurant is famous” and “Dining at this restaurant makes me feel
special” were employed. Brand loyalty and customer satisfaction were
evaluated by twelve questions (Hsu et al., 2011; Wu and Liang, 2009).
For instance, “Even when I hear negative information about this res-
taurant, I am still willing to dine at the restaurant” and “I am satisfied
with my experience of dining at this restaurant”. The original instru-
ment items were in English. We used the forward-backward translation
method to ensure that all translated measures in Mandarin are
equivalent to their English originals. A bilingual (in English and Man-
darin for translation) expert panel of two individuals who have reg-
ularly conducted research and published in international journals were
employed to independently perform the forward (English to Mandarin)
and backward (Mandarin to English) translation tasks, then both met to
discuss resulting discrepancies to reach consensus. All questions of
restaurant customer perceptions of brand attitude, brand knowledge,
and brand performance were assessed via a 7-point Likert-type scale,
ranging from strongly disagree (1) to strongly agree (7). A pilot test of
the research instrument was then conducted with fifty customers se-
lected from the target population of the main consumer survey. At the
same time, exploratory factor analysis (EFA) was conducted on the pilot
test data to explore the dimensionality of each construct. Finally, given
the EFA results, no items were removed due to good construct relia-
bility and validity indicated by factor loadings (each factor loading
greater than 0.6, composite reliability greater than 0.6, and AVE greater
than 0.5) (Table 1).

3.3. Data collection

The data used in this study were drawn from customers dining at
local green restaurants in Taiwan. All of these restaurants are located in
the Kaohsiung city in southern Taiwan. Based on the Bureau of
Agriculture Kaohsiung City Government (2018), there were 19 green
restaurants in Kaohsiung city. The questionnaire was administered at
the La VEE, Sika, Tea House, Hi-Lai Vegetarian, and THOMAS CHIEN
restaurants. At each of the four targeted green restaurants, a trained
researcher was escorted by the restaurant manager when approaching
customers to invite their participation in the study. During the data
collection process, the restaurant staff helped distribute questionnaires
to customers after they ordered dishes. The participants were then
asked to hand in the completed questionnaires before leaving the res-
taurant. A total of 528 usable responses were collected for further
analyses. As seen in Tables 2 and 3, the respondent profile shows that
genders split around half (female 51.7%), relatively young customers
aged 21–30 years old (46.4%), and highly educated with bachelor’s
degrees (68%). In terms of occupation, working in the service industry
accounted for 24.6% of the respondents, and 24.8% of the respondents
earned NT$30,001-$40,000 monthly household income. The majority

of the respondents (61.4%) were single. Over 70% of the total sample
(71.2%) were first-timers and had never dined with the target

Table 1
The measured construct EFA results.

Dimension Items Loading Composite
Reliability
(CR)

AVE

Brand knowledge Brand
awareness

BA 1 0.764 0.930 0.727
BA 2 0.888
BA 3 0.819
BA 4 0.812
BA 5 0.862

Brand image BI 1 0.819 0.928 0.683
BI 2 0.501
BI 3 0.824
BI 4 0.829
BI 5 0.623
BI 6 0.774

Brand attitude Cognitive CC1 0.906 0.961 0.859
CC2 0.935
CC3 0.916
CC4 0.814

Affective AC1 0.913 0.967 0.855
AC2 0.915
AC3 0.922
AC4 0.846
AC5 0.901

Non-financial brand
performance

Customer
satisfaction

CS 1 0.947 0.969 0.863
CS 2 0.939
CS 3 0.971
CS 4 0.960
CS 5 0.890

Brand loyalty BL 1 0.744 0.939 0.688
BL 2 0.827
BL 3 0.842
BL 4 0.916
BL 5 0.898
BL 6 0.907
BL 7 0.923

Table 2
Respondent demographic profiles (N=528).

Characteristics Frequency Respondents (%)

Gender Male 255 48.3%
Female 273 51.7%

Age Under 20 64 12.1%
21–30 245 46.4%
31–40 150 28.4%
41–50 36 6.8%
51–60 25 4.7%
61 or over 8 1.5%

Education level High school or lower 110 20.8%
Bachelor’s degree 359 68%
Postgraduate degree 59 11.2%

Occupation Information
technology

85 16.1%

Company employee 69 13.1%
Worker 22 4.2%
Teacher/civil servant 68 12.9%
Service industry 130 24.6%
Student 101 19.1%
Others 53 10%

Marital Status Single 324 61.4%
Married no children 88 16.7%
Married with children 116 22%

Household income
(NT$)a

Less than 20,000 94 17.8%
20,001–30,000 126 23.9%
30,001–40,000 131 24.8%
40,001–50,000 59 11.2%
50,001–60,000 53 10%
More than 60,000 65 12.3%

a 1US$ roughly= 30 NT$.
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restaurant brand. In addition, the most reported dinning purpose was
friend gathering (48.1%).

4. Results

4.1. Common method variance (CMV)

According to Podsakoff et al. (2003), data collected from the same
source may cause a potential concern that common method variance is
attributable to the measurement method rather than to the constructs
the measures represent. To address the issue of potential common
method variance problem, the authors applied the Harman’s single-
factor test (1976) to examine whether the data were biased by common
method variance. All six latent variables were entered into an unrotated
factor solution to determine the number of factors that are necessary to
account for the variance in the variables. The authors found that neither
a single factor emerged from the factor analysis nor one general factor
accounted for 27.87% of the covariance among the measures. Thus, the
amount of common method variance was not substantial to present in
this study.

4.2. Confirmatory factor analysis and convergent and discriminant validity
tests

In terms of assessing the construct validity of the proposed mea-
surement model, studies have looked at the factor loadings of each
indicator (Hair et al., 2010) and determined that the standardized
loading estimates should be above the minimum requirement of 0.5 and
ideally 0.7 or higher with a significant p-value to confirm the con-
vergent validity of a construct. Reliability is also an important indicator
of convergent validity. The application of reliability to validity (Hair
et al., 2010) provides a chance to observe whether the degree of a set of
latent constructs is internally consistent. When using Cronbach’s alphas
to confirm the internal consistency of each construct (Hair et al., 2010;
Nunnally, 1978), it is important that each construct exceeds the
minimum standard for reliability of 0.7. In addition, Hair et al. (2010)
recently indicated that the average variance extracted (AVE) for each
construct should be larger than the squared correlation estimates be-
tween two constructs, therefore, supporting the discriminant validity of
the model. It has been suggested that the AVE should collectively be
greater than 0.5 to indicate satisfactory convergent validity. The results
of this study indicate that the Cronbach’s alpha values for reliability
reached adequate levels, including 0.917 for brand awareness, 0.922
for brand image 0.912 for brand attitude (cognitive), 0.930 for brand
attitude (affective), 0.956 for brand loyalty, 0.938 for customer sa-
tisfaction. Meanwhile, the AVEs for all constructs surpassed the re-
quired standard. Therefore, both the convergent and discriminant va-
lidities of the measurement model were proven. The Confirmatory
Factor Analysis (CFA) results for all measured constructs are presented
in Table 4.

4.3. Structural model and hypothesis testing

Structural Equation Modeling (SEM) analysis was conducted for
assessing the appropriate fit of the proposed models. The result of the

model fit indicates that to some degree, the structural model was rea-
sonable and no further amendment was needed (i.e., χ2/df = 2.309,
RMR ＝ 0.004, RMSEA＝0.050, GFI＝0.997, AGFI ＝ 0.970, NFI ＝
0.999, CFI ＝ 0.997, IFI ＝ 0.999) (Table 5). In general, the guidelines
implemented by Hair et al. (2010) and Brown (2006) were used to
interpret the model fit indices, and RMSEA values less than 0.05 were
typically considered good. CFI, GFI, and AGFI values above 0.90 are
usually associated with a model that fits well. This indicates that the
structural model adequately fit the data. In addition, means, standard
deviations, and correlations of variables are presented in Table 6. The
proposed model was estimated to investigate the relationship among
brand knowledge, brand attitude, and non-financial brand perfor-
mance. The result shows restaurant customers’ perceived brand
knowledge (brand awareness, brand image) was found to positively
affect brand attitude (cognitive, affective) (r=0.337; 0.230; 0.490 and
0.643). It showed support for Hypotheses 1−4. Second, the results
demonstrate that both brand attitude (cognitive, affective) had sig-
nificant effects on non-financial performance (customer satisfaction,
brand loyalty) (r=0.136; −0.293; 0.835 and 1.268). Hypothesis 5–8
were accordingly supported (Table 7).

4.4. Meditating effects testing

This study used the PROCESS macro version 3.4 for SPSS to process
two separate ordinary least square (OLS) regression analyses in order to
examine the mediation model (Hayes, 2013). Two dummy variables D1
and D2 were created using indicator coding to represent the brand
knowledge in the tests of mediating effects of brand attitude (cognitive
and affective). Within each dummy variable, every participant was
assigned a “0″ (non-existence) or “1″ (existence); across the two codes,
brand awareness and brand image were represented by a unique pat-
tern of scores (Darlington and Hayes, 2017; Hayes and Preacher, 2014).
Table 8 presents the relative indirect effect calculated for each model.
They indicated the degree to which differences in non-financial brand
performance between the brand knowledge contrasted in D1 or D2
were due to the brand knowledge on cognitive or affective and the
respective brand attitude function’s subsequent effect on non-financial
brand performance. As seen in Table 8, the confidence intervals span-
ning zero show that cognition has no such mediating effect on the re-
lationship between brand knowledge and non-financial brand perfor-
mance. However, the results show evidence of mediation of the
relationship between brand knowledge and non-financial brand per-
formance by the mediator variable affective. Therefore, Hypothesis 9
was not supported but Hypothesis 10 was supported.

5. Discussions and implications

5.1. Discussions

This study is one of few studies to focus on the green restaurant
brand attitude in Taiwan. The study shows restaurant customers’ per-
ceived brand knowledge (brand awareness, brand image) was found to
positively affect brand attitude (cognitive, affective). First, brand
knowledge was positively related to brand attitude (cognitive). The
results indicate that brand knowledge had the most significant positive
effect on restaurant brand attitude (cognitive) when customers believed
the restaurant’s meal is good quality. In addition, brand knowledge was
also found to have a significant effect on restaurant brand attitude
(affective) when dining at a specific restaurant brand made the custo-
mers feel “I like to dine in this restaurant”. The findings confirm that
brand awareness affects brand attitude in previous important studies
(Simon, 1970; Hoyer and Brown, 1990; Keller, 1993). Likewise, re-
searchers have also identified customers’ brand image to be a major
influence on the development of brand attitude (Aaker, 1996; Kotler,
1996).

Scholars have considered the evaluation of brand performance

Table 3
Respondent dinning behavior.

Characteristics Frequency Percentage (%)

Has dinned with restaurant
brand

Yes 152 28.8%
No 376 71.2%

Dinning purpose Friend gathering 254 48.1%
Family gathering 171 32.4%
Colleague
gathering/others

103 19.5%
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through market share and relative price (financial performance).
Additionally, researchers have also viewed brand performance in terms
of brand loyalty, customer satisfaction (non-financial brand

performance). In this study, the participants thought that restaurant
brand attitude had a positive effect on non-financial brand performance
(brand loyalty and customer satisfaction). The respondents who were
influenced by their brand attitude also felt like being an advocate of a
green restaurant brand (e.g., guests are interested in knowing how a
restaurant is doing as a brand, or feel they are loyal customers of the
restaurant brand). These findings are in line with previous studies in
establishing an understanding of how brand attitude affects brand
loyalty (Arjun, 1999; Chauduri, 1999). Meanwhile, the customers
thought that the restaurant brand attitude had a positive effect on
customer satisfaction. Those who were satisfied with a restaurant
brand’s service quality were significantly influenced by brand attitude.
As such, guests may consider brand attitude dimensions to be important
factors in customer satisfaction. These findings support many re-
searchers who have contended that brand attitude influences customer
satisfaction (Romaniuk and Sharp, 2003; Sengupta and Fitzismon,
2000; Neal, 2000).

This study also examined the mediating effect of brand attitude on
the relationship between brand knowledge and non-financial perfor-
mance in the green restaurant. The results indicate that the brand at-
titude (cognition) does not mediate the path from brand knowledge to
non-financial brand performance. Thus, when one has a good brand
knowledge of a green restaurant, one can directly build a higher sa-
tisfaction and loyalty to the green restaurant in one’s mind. Percy and
Rossiter (1992) suggested that cognitive attitude employ the concept of
involvement (low or high) related to the brand purchase. Low in-
volvement can be explained as sufficient trial experience before pur-
chase, and high involvement can be identified as search and conviction
required before acquirement. This study shows that most of the re-
spondents (71.2%) were first time dining at the green restaurant brands
of interest. Perhaps they did not have trial experience before purchase

Table 4
The measured construct CFA results.

Dimension Factors Factor loading C.R AVE Cronbach’s α

Brand awareness BA1 This restaurant is very famous. 0.880 0.938 0.751 0.917
BA2 This restaurant is well rated. 0.890
BA3 Among the many brand restaurants, this restaurant is different. 0.867
BA4 I have heard of this restaurant. 0.859
BA5 I know that the meals in this restaurant meet the standards of a peaceful diet 0.836

Brand image BI1 This restaurant has an environmental image different from other restaurants. 0.853 0.939 0.720 0.922
BI2 The brand of this restaurant is famous in Kaohsiung. 0.836
BI3 This restaurant attracts customers who care about environmental issues. 0.845
BI4 Dining at this restaurant makes me feel special. 0.825
BI5 I know very well that those customers will dine in this restaurant. 0.857
BI6 This restaurant matches my personal image. 0.874

Cognitive CC1 This restaurant’s meal is good quality. 0.893 0.938 0.791 0.912
CC2 I think that dining in this restaurant has a positive environmental attitude. 0.886
CC3 This restaurant provides fresh food, and let me feel free to eat. 0.901
CC4 Compared to restaurants without brands, I think this restaurant is more reliable. 0.877

Affective AC1 This restaurant induces a feeling of increased self-identity. 0.886 0.947 0.782 0.930
AC2 This restaurant makes me feel that it meets my needs. 0.885
AC3 This restaurant makes me feel that it meets my needs. 0.870
AC4 The image and style of this restaurant are quite in line with my personality. 0.882
AC5 I like dine in this restaurant 0.897

Dimension Factors Factor loading C.R AVE Cronbach’s α
Customer satisfaction CS1 I am satisfied with my experience of dining at this restaurant. 0.906 0.952 0.800 0.938

CS2 This restaurant can meet my personal expectations. 0.877
CS3 I am very happy to dine at this restaurant. 0.909
CS4 The performance of this restaurant meets my expectations for dining needs 0.891
CS5 The cost in this restaurant is worth it. 0.889

Brand loyalty BL1 Even when I hear negative information about this restaurant, I am still willing to dine at this
restaurant.

0.901 0.964 0.790 0.956

BL2 Even if the price of this restaurant were to increase modestly, I would still dine at this
restaurant.

0.892

BL3 I am interested in knowing how this restaurant is doing as a brand. 0.863
BL4 I will give priority to this restaurant when I choose to eat at the restaurant. 0.882
BL5 I want to visit this restaurant again. 0.906
BL6 I would recommend friends to dine at this restaurant. 0.883
BL7 I am willing to try the new produce of this restaurant. 0.895

Table 5
Model fit indices.

Index Standard Result

χ2/df 1.0–5.0 2.309
GFI > 0.9 0.997
AGFI > 0.9 0.970
RMR <0.08 0.004
RMSEA <0.08 0.050
NFI > 0.9 0.999
CFI > 0.9 0.999
IFI > 0.9 0.999

Table 6
Descriptive statistics and intercorrelations of variables.

Means Standard
deviations

BA BI CC AC CS BL

BA 5.4612 1.15185 1
BI 5.4920 1.11540 0.868** 1
CC 5.5625 1.11300 0.762** 0.782** 1
AC 5.5530 1.11953 0.797** 0.841** 0.824** 1
CS 5.5461 1.13089 0.767** 0.809** 0.824** 0.865** 1
BL 5.5186 1.19370 0.768** 0.841** 0.752** 0.878** 0.864** 1

Note: BA=brand awareness; BI= brand image; CC= cognitive;
AC= affective.
CS= customer satisfaction; BL=brand loyalty.
** P < 0.01.
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(low involvement). Thus, cognitive attitude does not act as a mediator
of the brand knowledge-brand performance relationship. However,
brand attitude (affective) was found to mediate (partially) the path of
brand knowledge to non-financial brand performance. According to
Percy and Rossiter (1992), affective attitude is classified as informa-
tional (negative drive reduction states) or transformational (positive
drive enhancement) motivation underlying brand purchase. As such,
the findings support past research by indicating that green restaurant
customers with the perceived brand image are at an enhanced affective
attitude (sensory gratification) in increasing future dining intention
(Percy and Rossiter, 1992). In summary, previous research has sup-
ported the positive relationships between brand knowledge and non-
financial brand performance (Aaker and Keller, 1990). Meanwhile, the
findings of this study suggest that green restaurant operators should
enhance the effects of their brand attitude by boosting customers’ af-
fective rather than cognitive perceptions.

In accomplishing its research proposes, this study successfully re-
sponds to the call for research to better understand the brand attitude
and its components in the green restaurant industry. Accordingly,
theoretical and managerial implications are provided as follows.

5.2. Implications

5.2.1. Theoretical implications
This study contributes to the exploration of the brand attitude

concept. Engel et al. (1995) suggested that a variety of elements (such
as cognition and affection) help create customer intentions. This study
considered brand attitude from the viewpoint of green restaurant cus-
tomers. In contrast to past studies, this study looked into the different
dimensions of green restaurant brand attitude and created a reference
point for future research on brand attitude theory. In the field of “green
hospitality” study, a recent restaurant study has shown that green brand
image positively affects brand attitude (Jeong et al., 2014). Another
study about environmentally friendly hotels also identified that hotel
guest attitude towards green behaviors influences visit intention (Han
et al., 2009). Different from previous studies, this study adapted the
existing constructs to a new context specific to the green restaurant
industry. The authors tried to understand the green restaurant customer
viewpoint of brand knowledge through the lens of brand image and
brand awareness. Similarly, the brand attitude in this study was also

examined through two dimensions of cognition and affect. In addition,
the non-financial brand performance was studied through its outcomes
as brand loyalty and customer satisfaction.

This study also extends the proposed model by dividing it into
cognitive and affective brand attitude groups to examine the role of
brand attitude between the two groups. Finally, it was observed that the
green restaurant brand attitude (affective) has an independent med-
iating role in the relationship between brand knowledge and non-fi-
nancial brand performance. Over the last few decades, research related
to testing the mediating effect of brand attitude on the relationship
between brand knowledge and non-financial brand performance in the
green restaurant context has been sparse. The results of this study
provide academics with an understanding of the mediating role of
brand attitude. This study also contributes to the manifestation of a
meditating effect of brand attitude in a theoretical model.

5.2.2. Managerial implications
From a managerial perspective, the green restaurant management

should realize that a restaurant's non-financial brand performance is not
only built on brand knowledge but also driven by brand attitude. A
better understanding of this mechanism should provide green restau-
rant managers with the knowledge necessary to form brand strategies.
Restaurants have increasingly become commoditized and products have
been sold primarily based on the price. Restaurant managers always
mention the need to form a guest’s attitude during dining. However, the
literature has provided little guidance on developing restaurant brand
attitude. This study further suggests the input of an experiential mar-
keting program that emphasizes two main attitude dimensions for green
restaurant brand management. For example, managers may implement
a marketing program that integrates cognitive tangibles with affective
intangibles in building a unique green dining experience.

Much attention has recently been paid to successful strategies for
organizing and managing restaurant brand knowledge. One way to do
so involves cultivating a brand image and brand awareness. Some res-
taurants meld centuries of local tradition with chic contemporary style
to create a peaceful environment and consequently develop a unique
brand image and awareness. This study reveals that brand knowledge
has a significant effect on brand attitude. It should provide further
lessons for green restaurants when devising strategies that consider the
dynamic interplay of brand knowledge and attitude.

Restaurant customers’ direct perceptions of brand attitude are
usually the strategic focus in building long-term brand loyalty and
customer satisfaction. Restaurant executives who invest resources into
the experiential design may have a greater influence on the develop-
ment of brand performance by applying a brand attitude. A branding
strategy should be directed towards restaurant design and other ancil-
lary facilities that make customers feel relaxed and comfortable. In the
modern restaurant business, it is the customer experience that allows
green restaurants to attain sustainable brand loyalty and customer sa-
tisfaction.

Brand attitude plays an important role as a mediator of the re-
lationship between brand knowledge and non-financial brand perfor-
mance. To take advantage of the different facets of a restaurant brand

Table 7
Structural parameter estimates.

Path Standardized estimate t-Statistic P-value Result

H1 Brand awareness→Cognitive 0.337 6.406 < 0.001*** Supported
H2 Brand awareness→Affective 0.230 5.794 < 0.001*** Supported
H3 Brand image→Cognitive 0.490 9.326 < 0.001*** Supported
H4 Brand image→Affective 0.643 15.952 < 0.001*** Supported
H5 Cognitive→Customer satisfaction 0.136 2.348 < 0.05* Supported
H6 Cognitive→Brand loyalty −0.293 −4.475 < 0.001*** Supported
H7 Affective→Customer satisfaction 0.835 12.723 < 0.001*** Supported
H8 Affective→Brand loyalty 1.268 17.100 < 0.001*** Supported

Table 8
Testing mediating effects of brand attitude.

Indirect effect SE Confidence interval

Mediator: cognitive
D1 0.2288 0.0374 [0.1543, 0.2998]
D2 −0.0092 0.0436 [−0.1003, 0.0712]
Mediator: affective
D1 0.2038 0.0284 [0.1510, 0.2623]
D2 0.3192 0.0342 [0.2539, 0.3893]

Note. Analyses based on 5000 bias-corrected bootstrapped samples. Confidence
intervals set to 95%.
D1 contrasts Brand awareness; D2 contrasts Brand image.
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attitude, it is crucial for restaurant owners to enhance their customers’
perceived brand attitude. Green restaurant owners and managers
should be concerned with the diversity of brand attitude dimensions
offered and their effects on overall brand knowledge and non-financial
brand performance.

6. Conclusion and suggestions

According to the results of the study, the brand knowledge of a
green restaurant can affect its brand attitude and non-financial brand
performance. The effect of brand attitude on brand loyalty and cus-
tomer satisfaction also be found. The main research purpose was to
examine the mediating effect of brand attitude in the conceptual model.
Cognitive and affective brand attitudes as perceived by green restaurant
customers were found to have different effects. By investigating the
mediating effect of brand attitude, the study revealed that two effects
served as a mediator of two links: brand knowledge and non-financial
brand performance in the green restaurants. In the highly competitive
restaurant industry, the application of brand attitude to marketing
practice has drawn much industry attention. Marketing management
recognizes that understanding brand attitude is critical for developing
products and services in addition to effective marketing strategies
(Engel et al., 1995). There is a strong possibility that green restaurants
will eventually find value in adopting the measurement instruments
and suggestions presented in this study to assess and guide their mar-
keting practices.

Despite the careful design of the study, there are limitations. First,
this study requires additional evaluations to increase its general-
izability. Its data were collected at four restaurants located in one
geographic area in Taiwan, which limited the findings’ generalizability.
Collecting samples from a larger number of green restaurants in various
areas and across other regions would create a more diverse set of
findings. Second, this study implemented an essentially cross-sectional
structure. This prevents strong assertions from being made about the
ordered structure of its model, no matter how strictly the literature was
followed in deriving such a structure. Future studies may consider
further validations of the proposed model over time. A longitudinal
design would provide additional opportunities to validate the model’s
stability over time and to assess the causal relationships among the
constructs.

References

Aaker, D.A., 1991. Managing Brand Equity: Capitalizing on the Value of a Brand Name.
The Free Press, New York.

Aaker, D.A., 1996. Measuring brand equity across products and markets. Calif. Manage.
Rev. 38 (3), 102–120.

Aaker, D.A., Keller, K.L., 1990. Consumer evaluation of brand extensions. J. Mark. 54,
27–41.

Ajzen, I., Fishbein, M., 1980. Understanding Attitude and Predicting Social Behavior.
Prentice-Hill, Inc., Englewood Cliffs, NJ.

Arjun, C., 1999. Does brand loyalty mediate brand equity outcomes? J. Mark. Theory
Pract. 7 (2), 136–146.

Assael, H., 1998. Consumer Behavior and Marketing Action. South-Western,
Cincinnati, OH.

Barber, N.A., Deale, C., 2014. Tapping mindfulness to shape hotel guests’sustainable
behavior. Cornell Hosp. Q. 55 (1), 100–114.

Bass, F.M., 1974. The theory of stochastic preference and brand switching. J. Mark. Res.
11, 1–20.

Bettman, J.R., 1979. An Information Processing Theory of Consumer Choice. Addison-
Wesley, Reading, MA.

Bettman, J.A., Park, W.C., 1980. Effects of prior knowledge and experience and phase of
the choice process on consumer decision making processes: a protocol analysis. J.
Consum. Res. 7 (3), 234–248.

Biel, A.L., 1992. How brand image drives brand equity. J. Advert. Res. 32 (6), 6–12.
Brown, T.A., 2006. Confirmation Factor Analysis for Applied Research. Guilford Press,

New York.
Bureau of Agriculture Kaohsiung City Government, 2018. Green Restaurant Information.

Retrieved Dec 24, 2018 from http://agri.kcg.gov.tw/?pn=viewnews&id=
ka9rb416143l.

Chaiken, S., Liberman, A., Eagly, A.H., 1989. Heuristic and systematic information pro-
cessing within and beyond the persuasion context. In: Uleman, J.S., Bargh, J.A.

(Eds.), Unintended Thought. Guilford Press, New York, pp. 212–252.
Chang, C., 2011. Feeling ambivalent about going green. J. Advert. 40 (4), 19–32.
Chaudhuri, A., Holbrook, M.B., 2001. The chain of effects from brand trust and brand

affect to brand performance: the role of brand loyalty. J. Mark. 65, 81–93.
Chauduri, A., 1999. Does brand loyalty mediate brand equity outcomes? J. Mark. Theory

Pract. 7 (2), 136–146.
Chen, Y.S., 2010. The drivers of green brand equity: green brand image, green satisfac-

tion, and green trust. J. Bus. Ethics 93 (2), 307–319.
Darling, J.R., 1981. The competitive marketplace abroad: a comparative study. Columbia

J. World Bus. 16 (3), 53–62.
Darlington, R.B., Hayes, A.F., 2017. Regression Analyses and Linear Models Concepts,

Applications, and Implementation. Guilford Press, New York, NY.
Day, G.S., 1969. A two-dimensional concept to brand loyalty. J. Advert. Res. 9, 29–35.
Dean, A., 2002. Service quality in call centers: implications for customer loyalty. Manag.

Serv. Qual. 22 (6), 414–423.
Dick, A., Basu, K., 1994. Customer loyalty: toward an integrated conceptual framework. J.

Acad. Mark. Sci. 22 (2), 99–113.
DiPietro, R.B., Gregory, S., 2012. A comparative study of customer perceptions regarding

green restaurant practices: fast food vs. Upscale casual. FIU Hospital. Rev. 30 (1),
1–22.

DiPietro, R.B., Gregory, S., Jackson, A., 2013. Going green in quick-service restaurants:
customer perceptions and intentions. Int. J. Hosp. Tour. Adm. 14, 139–156.

Dobni, D., Zinkhan, G.M., 1990. In search of brand image: a foundation analysis. Adv.
Consum. Res. 17 (1), 110–119.

Doyle, P., 1989. Building successful brands: the strategic options. J. Mark. Manag. 5 (1),
77–95.

Dube, L., Renaghan, L.M., Miller, J.M., 1994. Measurement customer satisfaction for
strategic management: for financial success, a restaurant’s management must make
the connection between service attributes and return patronage. Here’s a way to
establish that connection. Cornell Hotel Restaur. Adm. Q. 35, 39–47.

Ehrenberg, A.S.C., Uncles, M.D., Goodhardt, G.J., 2004. Understanding brand perfor-
mance measures: using Dirichlet benchmarks. J. Bus. Res. 57, 1307–1325. https://
doi.org/10.1016/j.jbusres.2002.11.001.

Engel, J.F., Roger, D.B., Miniard, P.W., 1993. Consumer Behavior. The Dryden Press,
Orlando, FL.

Engel, J.F., Blackwell, R.D., Miniard, P.W., 1995. Consumer Behavior, 8th ed. Forth
Worth, Dryden Press, Texas.

Fazio, R.H., Powell, M.C., Willams, C.J., 1989. The role of attitude accessibility in the
attitude to behavior process. J. Consum. Res. 16 (3), 280–288. https://doi.org/10.
1086/209214.

Fennell, G., 1978. Consumers’ perceptions of the product-use situation: a conceptual
framework for identifying consumer wants and formulating positioning options. J.
Mark. 42, 38–47. https://doi.org/10.1177/002224297804200207.

Fishbein, M., Ajzen, I., 1975. Belief, Attitude, Intention, and Behavior: an Introduction to
Theory and Research. Addison-Wesley Publishing Company., Reading, MA.

Gázquez-Abad, J.C., Huertas-García, R., Vázquez-Gómez, M.D., Romeo, A.C., 2015.
Drivers of sustainability strategies in Spain’s wine tourism industry. Cornell Hosp. Q.
56 (1), 106–117.

Gilg, A., Barr, S., Ford, N., 2005. Green consumption or sustainable life? Identifying the
sustainable consumer. Futures 37 (6), 481–504.

Gray, E.R., Balmer, J.M.T., 1998. Managing corporate image and corporate reputation.
Long Range Plann. 31 (5), 695–702.

Gundersen, M.G., Heide, M., Olsson, U.H., 1996. Hotel guest satisfaction among business
travelers: what are the important factors? Cornell Hotel Restaur. Adm. Q. 37, 72–81.
https://doi.org/10.1016/0010-8804(96)83104-1.

Hair, J.F., Black, W.C., Babin, B.J., Anderson, R.E., 2010. Multivariate Data Analysis.
Pearson, Upper Saddle River, NJ.

Han, H., 2015. Travelers’ pro-environmental behavior in a green lodging context: con-
verging value-belife-norn theory and the theory of planned behavior. Tour. Manag.
47, 164–177.

Han, H., Hsu, L., Lee, J., 2009. Empirical investigation of the roles of attitudes toward
green behaviors, overall Image, gender, and age in hotel customers’eco-friendly de-
cision-making process. Int. J. Hospital. Manage. 28 (4), 519–528. https://doi.org/10.
1016/j.ijhm.2009.02.004.

Harman, H.H., 1976. Modern Factor Analysis. The University of Chicago Press, Chicago.
Hayes, A.F., 2013. An Introduction to Mediation, Moderation, and Conditional Process

Analysis: a Regression-based Approach. Guilford Press, New York, NY.
Hayes, A.F., Preacher, K.J., 2014. Statistical mediation analysis with a multicategorical

independent variable. Br. J. Math. Stat. Psychol. 67, 451–470.
Heckler, S.E., Keller, K.L., Houston, M.J., Avery, J., 2014. Building brand knowledge

structures: elaboration and interference effects on the processing of sequentially
advertised brand benefit claims. J. Mark. Commun. 20 (3), 176–196. https://doi.org/
10.1080/17544750.2012.660766.

Horovitz, 2008. Can Restaurants Go Green, Earn Green? Retrieved August 12, 2015, from
http://www.usatoday.com/money/industries/environment/2008-05-15-green-
restaurants-eco-friendly_n.htm.

Hoyer, W.D., Brown, S.P., 1990. Effects of brand awareness on choice for a common,
repeat-purchase product. J. Consum. Res. 17 (2), 141–148.

Hsu, H.C., Oh, H., Assaf, A.G., 2011. A customer-based equity model for upscale hotels. J.
Travel. Res. 50, 1–13. https://doi.org/10.1177/0047287510394195.

Hu, H.H., Parsa, H.G., Self, J., 2010. The dynamics of green restaurant patronage. Cornell
Hosp. Q. 51 (3), 344–362.

Jacoby, J., Chestnut, R., 1978. Brand Loyalty: Measurement and Management. John
Wiley & Sons, New York.

Jacoby, J., Kyner, D.B., 1973. Brand loyalty versus repeat purchasing. J. Mark. Res. 10
(1), 1–9. https://doi.org/10.2307/3149402.

K.-N. Liu, et al. International Journal of Hospitality Management 89 (2020) 102566

9

http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0005
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0005
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0010
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0010
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0015
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0015
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0020
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0020
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0025
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0025
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0030
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0030
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0035
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0035
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0040
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0040
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0045
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0045
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0050
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0050
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0050
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0055
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0060
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0060
http://agri.kcg.gov.tw/?pn=viewnews%26id=ka9rb416143l
http://agri.kcg.gov.tw/?pn=viewnews%26id=ka9rb416143l
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0070
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0070
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0070
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0075
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0080
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0080
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0085
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0085
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0090
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0090
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0095
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0095
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0100
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0100
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0105
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0110
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0110
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0115
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0115
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0120
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0120
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0120
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0125
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0125
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0130
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0130
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0135
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0135
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0140
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0140
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0140
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0140
https://doi.org/10.1016/j.jbusres.2002.11.001
https://doi.org/10.1016/j.jbusres.2002.11.001
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0150
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0150
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0155
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0155
https://doi.org/10.1086/209214
https://doi.org/10.1086/209214
https://doi.org/10.1177/002224297804200207
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0170
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0170
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0175
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0175
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0175
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0180
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0180
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0185
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0185
https://doi.org/10.1016/0010-8804(96)83104-1
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0195
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0195
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0200
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0200
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0200
https://doi.org/10.1016/j.ijhm.2009.02.004
https://doi.org/10.1016/j.ijhm.2009.02.004
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0210
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0215
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0215
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0220
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0220
https://doi.org/10.1080/17544750.2012.660766
https://doi.org/10.1080/17544750.2012.660766
http://www.usatoday.com/money/industries/environment/2008-05-15-green-restaurants-eco-friendly_n.htm
http://www.usatoday.com/money/industries/environment/2008-05-15-green-restaurants-eco-friendly_n.htm
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0235
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0235
https://doi.org/10.1177/0047287510394195
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0245
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0245
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0250
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0250
https://doi.org/10.2307/3149402


Jacoby, J., Olson, J.C., 1970. An attitudinal model of brand loyalty: conceptual under-
pinnings and instrumentation research. In: Paper Presented at the Conference of
University Illinois on Attitude Research and Consumer Behavior. Urbana, IL.
December.

Jang, Y., Kim, W., Bonn, M.A., 2011. Generation Y consumers’ selection attributes and
behavioral intentions concerning green restaurants. Int. J. Hospital. Manage. 30 (4),
803–811. https://doi.org/10.1016/j.ijhm.2010.12.012.

Jarvis, L.P., Wilcox, J.B., 1976. Repeat-purchasing-behavior and attitudinal brand loyalty:
additional evidence. In: Bernhart, K.L. (Ed.), Educator’s Proceeding. American
Marketing Association, pp. 151–152.

Jeong, E.H., Jang, S.C., Day, J., Ha, S., 2014. The imapct of eco-friendly practices on
green image and cutomer arttitudes: an investigation in a café setting. Int. J. Hosp.
Manag. 41, 10–20. https://doi.org/10.1016/j.ijhm.2014.03.002.

Johnson, E.J., Russo, J.E., 1984. Product familiarity and learning new information. J.
Consum. Res. 11 (1), 542–550. https://doi.org/10.1086/208990.

Kandampully, J., Suhartanto, D., 2000. Customer loyalty in the hotel industry: the role of
customer satisfaction and image. Int. J. Contemp. Hosp. Manage. 12 (6), 346–351.
https://doi.org/10.1108/09596110010342559.

Kapferer, J.N., 1992. Strategic Brand Management: New Approaches to Creating and
Evaluating Brand Equity. Free Press, New York.

Kapferer, J.N., 2008. The New Strategic Brand Management: Creating and
Sustainingbrand Equity Long-term. Kogan Page, London.

Kayaman, R., Arasli, H., 2007. Customer based brand equity: evidence from the hotel
industry. Manag. Serv. Qual. 17 (1), 92. https://doi.org/10.1108/
09604520710720692.

Keller, K.L., 1993. Conceptualizing, measuring, and managing customer-based brand
equity. J. Mark. 57 (1), 1–22. https://doi.org/10.1177/002224299305700101.

Keller, K.L., 2003a. Strategic Brand Management: Building, Measuring, and Managing
Brand Equity. Prentice-Hall, New York.

Keller, K.L., 2003b. Brand synthesis: the multidimensionality of brand knowledge. J.
Consum. Res. 29 (4), 595–600. https://doi.org/10.1086/346254.

Keller, K.L., 2008. Strategic Brand Management: Building, Measuring, and Managing
Brand Equity. Prentice-Hall, New York.

Keller, K.L., Sternthal, B., Tybout, A., 2002. Three questions you need to ask about your
brand. Harv. Bus. Rev. 80 (9), 80–81.

Kim, S., Yoon, J., Shin, J., 2015. Sustainable business-and-industry foodservice: con-
sumers’ perception and willingness to pay a premium in South Korea. Int. J. Contemp.
Hosp. Manage. 27 (4), 648–669. https://doi.org/10.1108/IJCHM-09-2013-0400.

Kotler, P., 1996. Marketing Management Analysis Planning Implementation & Control.
Prentice Hall, New Jersey.

Laroche, M., Bergeron, J., Barbaro-Forleo, G., 2001. Targeting consumers who are willing
to pay more for environmentally friendly products. J. Consum. Mark. 18 (6),
503–520. https://doi.org/10.1108/EUM0000000006155.

Lavidge, R.J., 1961. A model for predictive measurements of advertising effectiveness. J.
Mark. 25 (6), 59–62. https://www.jstor.org/stable/1248516.

Lutz, R.J., 1975. Changing brand attitudes through modification of cognitive structure. J.
Consum. Res. 1 (4), 49–59. https://doi.org/10.1086/208607.

Macdonald, E.K., Sharp, B.M., 2000. Brand awareness effects on consumer decision
making for a common, repeat purchase product: a replication. J. Bus. Res. 48 (1),
5–15. https://doi.org/10.1016/S0148-2963(98)00070-8.

MacKenzie, S.B., Lutz, R.J., 1989. An empirical examination of the structural antecedents
of attitude toward the ad in an advertising pretesting context. J. Mark. 53 (4), 48–65.
https://www.jstor.org/stable/1251413.

Manaktola, K., Jauhari, V., 2007. Exploring consumer attitude and behavior towards
green. Practices in the lodging industry in India. Int. J. Contemp. Hosp. Manage. 19
(5), 364–377. https://doi.org/10.1108/09596110710757534.

Mason, D.D., Tideswell, C., Roberts, E., 2006. Guest perceptions of hotel loyalty. J. Hosp.
Tour. Res. 30, 191–206. https://doi.org/10.1177/1096348006286364.

McAlister, L., Pessemier, E.A., 1982. Variety seeking behavior: an interdisciplinary re-
view. J. Consum. Res. 9 (3), 311–322. https://doi.org/10.1086/208926.

Namkung, Y., Jang, S., 2013. Effects of restaurant green practices on brand equity for-
mation: do green practices really matter? Int. J. Hosp. Manag. 33 (1), 85–95. https://
doi.org/10.1016/j.ijhm.2012.06.006.

Neal, W.D., 2000. For most consumers, loyalty is’t attitude. Market. News 34 (8), 7.
Nedungadi, P., 1990. Recall and consumer consideration sets: influencing choice without

altering brand evaluations. J. Consum. Res. 17 (3), 263–276. https://doi.org/10.
1086/208556.

Nelson, P.E., 1970. Information and consumer behavior. J. Polit. Econ. 78, 311–329.
https://doi.org/10.1086/259630.

Nunnally, J.C., 1978. Psychometric Theory, 2nd ed. McGraw-Hill, New York.
O’Neill, J.W., Mattila, A.S., 2004. Hotel branding strategy: its relationship to guest sa-

tisfaction and room revenue. J. Hosp. Tour. Res. 28 (2), 156–165. https://doi.org/10.
1177/1096348004264081.

O’Neill, J.W., Xiao, Q., 2006. The role of brand affiliation in hotel market value. Cornell
Hotel Restaur. Adm. Q. 47 (3), 210–223. https://doi.org/10.1177/
0010880406289070.

Oliver, R.L., 1999. Whence consumer loyalty? J. Mark. 63, 33–44. https://www.jstor.org/
stable/1252099.

Olson, J.C., 1977. Price as an informational cue: effects on product evaluations. In:
Woodside, A.G. (Ed.), Consumer and Industrial Buyer Behavior. North-Holland, New
York, pp. 267–296.

Peiró-Signes, A., Segarra-Ona, M., Verma, R., Mondéjar-Jiménez, J., Vargas-Vargas, M.,
2014. The impact of environmental certification on hotel guest ratings. Cornell Hosp.
Q. 55 (1), 40–51. https://doi.org/10.1177/1938965513503488.

Percy, L., Rossiter, J.R., 1992. A model of brand awareness and brand attitude advertising
strategies. Psychol. Mark. 9 (5), 263–274. https://doi.org/10.1002/mar.
4220090402.

Peter, J.P., Olson, J.C., 2001. Consumer Behavior. Irwin, Chicago, IL.
Petty, R.E., Cacioppo, J.T., 1986. Comunciation and Persuasion: Central and Peripheral

Routes to Attitude Change. Springer Verlag, New tork.
Podsakoff, P.M., MacKenzie, S.B., Lee, J.Y., Podsakoff, N.P., 2003. Common method

biases in behavioral research: a critical review of the literature and recommended
remedies. J. Appl. Psychol. 88 (5), 879–903. https://doi.org/10.1037/0021-9010.88.
5.879.

Post, R.S., 2008. Global Brand Integrity Management: How to Protect Your Product in
Today’s Competitive Environment. McGraw-Hill, New York.

Prasad, K., Dev, C.S., 2000. Managing hotel brand equity. Cornell Hotel Restaur. Adm. Q.
41 (3), 22–31. https://doi.org/10.1016/S0010-8804(00)80014-2.

Romaniuk, J., Sharp, B., 2003. Measuring brand perceptions: testing quantity and quality.
J. Target. Meas. Anal. Mark. 11, 218–229. https://doi.org/10.1057/palgrave.jt.
5740079.

Rositter, J.R., Percy, L., 1987. Advertising and Promotion Management. McGraw-Hill,
New York.

Schubert, F., Kandampully, J., Solnet, D., Kralj, A., 2010. Exploring consumer perceptions
of green restaurants in the US. Tour. Hosp. Res. 10 (4), 286–300. https://doi.org/10.
1057/thr.2010.17.

Sengupta, J., Fitzismon, G.J., 2000. The effects of analyzing reasons for brand pre-
ferences: disruption or reinforcement. J. Mark. Res. 37 (3), 318–330. https://doi.org/
10.1509/jmkr.37.3.318.18776.

Sheth, J.N., Mittal, B., Newman, B.I., 1999. Customer Behavior: Consumer Behavior and
Beyond. Dryden, Orlando, FL.

Shocker, S., Srivastava, R., Ruekert, R., 1994. Challenges and opportunities facing brand
management: an introduction to the special issue. J. Mark. Res. 31 (2), 149–158.
https://doi.org/10.1177/002224379403100201.

Simon, M.F., 1970. Influence of brand names on attitudes. J. Advert. Res. 10 (3), 28–30.
Singal, M., 2014. The link between firm financial performance and investment in sus-

tainability initiatives. Cornell Hosp. Q. 55 (1), 19–30. https://doi.org/10.1177/
1938965513505700.

Srinivasan, V., Park, C.S., Chang, D.R., 2005. An approach to the measurement, analysis,
and prediction of brand equity and its sources. Manage. Sci. 51 (9), 1433–1448.
https://doi.org/10.1287/mnsc.1050.0405.

Susskind, A.M., 2014. Guests reactions to in-room sustainability initiatives: an experi-
mental look at product performance and guest satisfaction. Cornell Hosp. Q. 55 (3),
228–238. https://doi.org/10.1177/1938965514533744.

Tolba, A.H., Hassan, S.H., 2009. Linking customer-based brand equity with brand market
performance: a managerial approach. J. Prod. Brand. Manag. 18 (5), 356–366.
https://doi.org/10.1108/10610420910981837.

Tucker, W.T., 1964. The development of brand loyalty. J. Mark. Res. 1 (3), 32–35.
https://doi.org/10.1177/002224376400100304.

Villena-Manzanares, F., Souto-Perez, J.E., 2016. Sustainability, innovative orientation
and export performance of manufacturing SMEs: an empirical analysis of the med-
iating role of corporate image. J. Ind. Eng. Manag. 9 (1), 35–58.

Weber, A.L., 1991. Introduction to Psychology. Harper Collin College., New York.
Woodruff, R.B., Cadotte, E.R., Jenkins, R.L., 1983. Modelling consumer satisfaction

processes using experience-based norms. J. Mark. Res. 20 (3), 296–304. https://doi.
org/10.1177/002224378302000308.

Wu, H.J., Liang, R.D., 2009. Effect of experiential value on customer satisfaction with
service encounters in luxury-hotel restaurants. Int. J. Hosp. Manag. 28 (4), 586–593.
https://doi.org/10.1016/j.ijhm.2009.03.008.

Wu, H.C., Ai, C.H., Cheng, C.C., 2016. Synthesizing the effects of green experiential
quality, green equity, green image and green experiential satisfaction on green
switching intention. Int. Contemp. Hospital. Manage. 28 (9), 2080–2107. https://doi.
org/10.1108/ijchm-03-2015-0163.

Zeithaml, V.A., 1988. Consumer perception of price, quality and value: a means-end
model and synthesis of evidence. J. Mark. 52 (3), 2–22. https://doi.org/10.1177/
002224298805200302.

K.-N. Liu, et al. International Journal of Hospitality Management 89 (2020) 102566

10

http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0260
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0260
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0260
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0260
https://doi.org/10.1016/j.ijhm.2010.12.012
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0270
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0270
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0270
https://doi.org/10.1016/j.ijhm.2014.03.002
https://doi.org/10.1086/208990
https://doi.org/10.1108/09596110010342559
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0290
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0290
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0295
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0295
https://doi.org/10.1108/09604520710720692
https://doi.org/10.1108/09604520710720692
https://doi.org/10.1177/002224299305700101
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0310
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0310
https://doi.org/10.1086/346254
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0320
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0320
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0325
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0325
https://doi.org/10.1108/IJCHM-09-2013-0400
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0335
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0335
https://doi.org/10.1108/EUM0000000006155
https://www.jstor.org/stable/1248516
https://doi.org/10.1086/208607
https://doi.org/10.1016/S0148-2963(98)00070-8
https://www.jstor.org/stable/1251413
https://doi.org/10.1108/09596110710757534
https://doi.org/10.1177/1096348006286364
https://doi.org/10.1086/208926
https://doi.org/10.1016/j.ijhm.2012.06.006
https://doi.org/10.1016/j.ijhm.2012.06.006
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0385
https://doi.org/10.1086/208556
https://doi.org/10.1086/208556
https://doi.org/10.1086/259630
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0400
https://doi.org/10.1177/1096348004264081
https://doi.org/10.1177/1096348004264081
https://doi.org/10.1177/0010880406289070
https://doi.org/10.1177/0010880406289070
https://www.jstor.org/stable/1252099
https://www.jstor.org/stable/1252099
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0420
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0420
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0420
https://doi.org/10.1177/1938965513503488
https://doi.org/10.1002/mar.4220090402
https://doi.org/10.1002/mar.4220090402
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0435
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0440
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0440
https://doi.org/10.1037/0021-9010.88.5.879
https://doi.org/10.1037/0021-9010.88.5.879
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0450
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0450
https://doi.org/10.1016/S0010-8804(00)80014-2
https://doi.org/10.1057/palgrave.jt.5740079
https://doi.org/10.1057/palgrave.jt.5740079
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0465
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0465
https://doi.org/10.1057/thr.2010.17
https://doi.org/10.1057/thr.2010.17
https://doi.org/10.1509/jmkr.37.3.318.18776
https://doi.org/10.1509/jmkr.37.3.318.18776
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0480
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0480
https://doi.org/10.1177/002224379403100201
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0490
https://doi.org/10.1177/1938965513505700
https://doi.org/10.1177/1938965513505700
https://doi.org/10.1287/mnsc.1050.0405
https://doi.org/10.1177/1938965514533744
https://doi.org/10.1108/10610420910981837
https://doi.org/10.1177/002224376400100304
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0520
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0520
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0520
http://refhub.elsevier.com/S0278-4319(20)30118-3/sbref0525
https://doi.org/10.1177/002224378302000308
https://doi.org/10.1177/002224378302000308
https://doi.org/10.1016/j.ijhm.2009.03.008
https://doi.org/10.1108/ijchm-03-2015-0163
https://doi.org/10.1108/ijchm-03-2015-0163
https://doi.org/10.1177/002224298805200302
https://doi.org/10.1177/002224298805200302

	Brand knowledge and non-financial brand performance in the green restaurants: Mediating effect of brand attitude
	Introduction
	Literature review
	Green restaurants
	Brand knowledge
	Brand awareness
	Brand image
	Non-financial brand performance
	Brand loyalty
	Customer satisfaction
	Brand attitude
	The effects of brand knowledge on brand attitude
	The effects of brand attitude on non-financial brand performance
	Meditating role of brand attitude

	Methodology
	Model development
	Measurement instrument
	Data collection

	Results
	Common method variance (CMV)
	Confirmatory factor analysis and convergent and discriminant validity tests
	Structural model and hypothesis testing
	Meditating effects testing

	Discussions and implications
	Discussions
	Implications
	Theoretical implications
	Managerial implications


	Conclusion and suggestions
	References




