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Abstract

Purpose: As global interest in environmental issues increases, the demand for green products/services is increasing. Companies are

establishing eco-friendly policies to meet the changing expectations of customers. Therefore, this study aims to analyze the effect of eco-
friendly behavior and third-party certification on trust, satisfaction, and loyalty as well as the mediating role of satisfaction based on
SOR and signaling theory. Research design, data and methodology: This study collected data from 501 respondents who visited
restaurant and analyzed using measurement model with SPSS 28.0 and SmartPLS 4.. Results: First, restaurants’ eco-friendly behavior
and third-party certification (TPC) positively influenced trust while these did not influence satisfaction. Second, trust positively

influenced satisfaction. Third, trust and satisfaction positively influenced loyalty. Fourth, TPC had stronger impact on trust and
satisfaction compared to eco-friendly behavior in female group while TPC had stronger impact on trust in male group. Conclusions:

This study emphasized the importance of TPC over eco-friendly behavior. Restaurants should maintain pro-environmental behaviors
such as reducing single-use items while obtaining TPC such as ISO and LEED certifications to increase customer trust. It also found the
importance of trust and satisfaction in securing loyal customers. Restaurants should make efforts to build bonds with customers through

authentic marketing such as events that encourage customer participation.
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SIAE ez 7|ge X&7tsd, etatlstd, dd
g8 AFSHYLD Olof Ciet nZio| Mz[Tp BF0|
2 0Kl AS AL et oaa 22 7HE8 4
ot

3.4. M|, 17 Q= 3 SEE9 A

AE[et P2
C} (De Chiara, 2016; Husted et al, 2014). AH|X} SH= 1}
Ot S 2OFolM A2l AH[X} SHEo| M =H
2 SOIE|ACt (Schmitt, 2012). AH|XHE AH| = HILE
7|82 MH|A NSAtRb AZ2| J[H BAE FHDICL
ot Ol2fst Wots HHMEO| Cheh AH|X| 3HAIC
HAZ ZEIC ol2fgt A= T MYOM ET)
5 AHOIM AHIZE F
HEo| A™AOl MEl @A F ZRIL|ACtH (Martinez &
del Bosque, 2013). EE3H B2 ATO|A 2|AEZ 200
M BEE0 ofgt &

2H|xfe| 2Fo Fast Jgs o

o =] AN
Ercis et al, 2012; Kim & Han, 2008; Sahin et al, 2011). 0| &
=0, sHEZ jdez of AFM AEl= THHE
olEE =0|=0H F2% = WS LIEMSCE

19
=
T o
ot

(Shin & Yu, 2020). Xl=tZ01A

|2 =O0Fe| B2 70| A
& =g AMzPF AE ME MAtoiof ges DiXl=
A2 YBUL} (Chen, 2013; Chrisjatmiko, 2018; Lam et al,
2016). Kang and Hur (2012} $t=2| ™A ME 7Y
gty BAE Xpito| MlHE ZAMSH Zat Hehd
ME7F o) ol=et SFEHR A A=s AS B
Ct. EESE Rahman et al. (2015)2 S HIO| XlztAd A0
Chot nZ4o| B3-S AR Ao Tletd AZ|7F XY
e oz FeE DXl A2 SRt 14 S8k
= 00| ZIALE L2[5ta PAE AHdlel HRo| TS
St=0 2t 92g 20 ot Y o o Aot
(Delgado-Ballester Munuera-Aleman, 2001; Hennig-
Thurau et al, 2002). &, A&= SEEE I&Hst=0 &

23t 29210|Ct (Henning-Thurau et al, 2002). [h2tA], Cf
=1t &2 7tdg AESHACL

214 0t ObED SMEO| A= O EM 2
A FH|SICEH (Chiou & Shen, 2006). OHAHIE &170]|
™

Y 28| = Brto| Zuts IYIH S

F.?l

=
|

o

Ct (Giovanis et al, 2014; Sahin et al, 2011; Wirtz et al,
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2000). 2H[AtS| MRE HIl= B9
# 3k OfL|2t MH|A/FZ0f Cist

Z1t 2H 7Tt (Enrique Bigné et al, 2008; Jones &
Suh, 2000; Ladhari et al, 2011). &1etF & G20 M2
M OEE el ®ME Mool gee ks A=
LIEFSECH (Chen, 2013; Chrisjatmiko, 2018; Lam et al, 2016).
Chen (20102 *lztd =2 Z A= 3t AF0M =

2ol 2td 20 et ofLap n2{of Cigh nziol ot
.|

£o| M3l @49l

AH|XFO| MBE7} ot

Zo| I o0 IHHQl YHS DIACH: UL U
o B TS Sof el SN0 Cfe YEe A

SXoZ ABE|UCH (ie. Chandrashekaran et al, 2007;

Hallowwell, 1996; Lam et al, 2004; Wang et al, 2018), 2:H]

el FifdES oFsts E+aQlE SHLtE OfAX
SICt (Zeithaml et al, 1996). &H|X} HE2 FHYEo| 3
& % B FH 250 SFEH0|L Fa%t gk 0|
XICt (Jani & Han, 2014). £33 =2 +=F9| IF2 4

o2 O|{ZICt (Reynolds & Beatty, 1999). O|2{$+ A

)
T ZuS2 Y2ET ZOMA THO| AHR SEE
of a88% IS Ot AS AIMSHE (Saad

Andaleeb & Conway, 2006). [}2FA], 20t 242 7HEE
27gotUCt

Smart PLS 402 A3 4 Z| QAL

2 AF0M AEE 2252 BF Lkert 78 M=
S™EEJACH 1™ 0 2R 2
(see Appendix 1), HAEZC A
(2014)2| H0f| A Af E|
A =785t 47 2oz HYE[UCH
X} QIZ-E Jun et al. (2017)0| ARE AHE 6}04 2 o
70| HefoteE +gE 3 2oz FFYEUCL 2
24 MZ|= Doney and Cannon (1997)2] ¢I1-E 7|dto =z
5+01 o 2oz FFE/ACL

inl 2 Lee et al
00)2| ATOA A=l HEE=

2

g FHY=Z 2HE 510 371
._O_E FYE|QICt  Opx|ek 8=
Zeithaml et al. (1996)2] ATOIAM ALEEl 222 0|85t
o I Ee 2 FHE[/ULCL

|o
u
]
12

2 G0 50170 HE&0i| CHo YHte £E42 Table 1
o 2ot dE2 Y 699%)0] 01d (30.1%) =L B2
Ao 2 LIEFGCH HHL2 40CH7t 369% 12|10 30CH7t
363%E 7F& UQtom CH2O2 20007t 164%, SOCH
0|At0] 104%2 FIE O|QUCt.

2 4EA O E90| 635%= 7t 2 HIES

KX|SHH, 2EX| EY (132%), 15t EY (12.2%), Cf
SHRl O|AF (112%) =22 TUUCE 2 A2 AFRE|0] 493%
2 7P“ AoH, L2 $$7+ 184%, ™TEZI0|

=& 52| O[3} 2f
71%2 7HE Btomn,
2 82%E I *2
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2 2t 2 £ 4002t CH(24.6%)7F 715 o
O, 2002t 2CH (21.6%), 3002t QCH (182%) =2 &2
ULE SEAZL HESH HAEZS T4 (387%), SHA

od I
(36.3%), 7IEl 25.0%) =2 = RRUALY.

Table 1: Demographic Profile of the Respondents (n=501)

Category Frequency %

Gender Female 151 30.1
Male 350 69.9
20-29 82 16.4
Age 30-39 182 36.3
40-49 185 36.9
Over 50 52 10.4
High school 61 12.2
2-year college 66 13.2
Education 4-year university 318 63.5
Graduate school or 56 1.2

more
Student 31 6.2
Office worker 247 49.3
Sales/Service 27 5.4
Engineer/Production 15 3.0
Job Public official 15 3.0
Professional 33 6.6
Owner 29 5.8
Housewife 92 18.4
Others 12 2.4
Visit Less than 6 times 336 67.1
Frequency 6-11 times 124 24.8
per year Over 11 times 41 8.2
Less than 1 million won 37 7.4
1 - less than 2 million 69 13.8
Monthly 2 -lessthan 3 m?ll?on 108 21.6
income 3 -less than 4 m!ll!on 91 18.2
4 - less than 5 million 123 24.6
More than 5 million 26 52
Missing 47 8.4
Restaurant Chinese 194 38.7
type Korean 182 36.3
Others 125 25.0

CHAXIRES AB5H7| fI5H0 SmartPLS
45 AHESH0 AM2|=of EfEd0| ME(RACt MElEs
Hair et al. (2016)2| ¥710f| 2HSH] ZF HASLTER|Of CHBt
Cronbach's o2t AR ME|E (composite reliability,
CRE 7IE2z HBEACE 5742 AFTHR0 Tt
Cronbach's o= 873 ~ 9392 LIEL} A2[E HMBI|E
ol 7 O|l¢2 = =HQIE|QACt CRYUS HTHEH, 911 ~ 961
2 Hg7|ES 35510 UZ 0= =AMt gle A2

= LIEFRLLY.
Ctgez Athelel HIEEY
3

52 MARBIYCL WEEITYS 2

B
rH

ro
o nun pg

ok

2 | =

AVE (average variance extracted: AVE)2 =g, 22
WH—%-;o BF 6 O[&0|1, AVEE 5 O|49=Z L}EMLL

MBELEG0| ZEE|AC} (see Appendix 1). HATLEHS | Zt
2 AVES| Ml&2 241t Fomnell-Larcker 7|&
2 é!?;*%ﬁl-i-ﬁ.o ol &A=& H|uwst 'HOF7‘|
Fornell & Larcker, 1981), &-&tA|4= Zto| o= da} £t
heterotrait - monotrait: HTMT) (Henseler et al,, 2015)

o BMo2 =oly 4 QUCf HEEEY 24 21 o

>

2o
nE 01
m
o

/—\O

2A=7F AVEQ| MlEd ECH 21, HTMTS| gtk 465
~ 8872 B 5 oHC| oo Z mHEEICIMO| H K|
Ct (see Appendix 2).

5.3. X BDHlo| M7}

ATFZEol Mg B {8 24HE Rl
(variance inflation factor: VIF), R2, Q2 SRMR (standardized
root mean square residual)2| 47tX| 2t0| Zf2f <HQIz| QY
Ct (Tenenhaus et al, 2005). VIFE 1251 ~ 23482 33 O]
St (Kock, 2015)2 LIEIL} CHEEM8el 2Xl= EAL
K| RUCE 2HH0f o LidH,0| dHEH R2)2
AT Eo| AFHo: A7t §iS0| =Rl A
TEEHO O|F5EHS LEE Q2 B5F 0 O[22 Lt

EFSt O, SRMR2 0472 08ECH RA LiEtL} = 917
2O oA 0| 2| ACH (see Appendix 3).

54. A7 7tE9| AT

o
ks LorE7| et 7HEZ,

ety o 24
2| (B = 127, t-value = 2537, p < 05)0 Folgt SN
&2 0/X|& A2 LIEtLE H12 X|X|Z|RUCE H2E HI3
Xt Q150] Al2[of O|X|= FES LotET| 2ot 7HEE
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Robinot & Giannelloni, 2010). &, ®2td 6.2, SHAIH

cf
F1E9l 0]FS NBoHs HIRU S0l 8

Ao 2 =

HOH3A 2152 AR Hletd gt 2HA o] AH| B ot Mash 0|28 9l ASX A|AFHO0| 920
Aol HEES Z2F0kE =2 QOO0 M2k, A8 g 23stn Crent 22 shA ol 9lom, o|of w2t
g2 ol8F A8 =0/7|, AetE =X A St s olpdlske MAISHH Cr2ap ZCh AW, AlZ[of
22 tgtd dE2 EEeR X|7|HM AME O, gske Ojk|= 2 QOlBi4Ll DhEDF SME0| O/X|
LNz, HetE, ]71s, IS0, 2|1 LEED Q131 = Ch2 QoldaL) i7je4S D2{slK| 23Ucts st
22 HM3x 252 2SEeEM uzol AMzlE =Y A™MES ZH=C} [MEtM, TS A0 s DEo| AoiE
T e UHH 0SS MASIooF & 22€0] 87 2 £0|7| 98] 40| Fge OjXls XZE AY,
=Lk Ol S0, 271=2te 20| 8 822 F2 4 x|ZE= I 59 HAES FIIE QU JUCH SN,
20|12k HE oSt B MA & RFFE &elsty| 2 ] MH YAETS [HACE ZARSIROLL,
o =B Facebook2 HE OHXIE &3l B Zoj= maikio|= gAEZtDt 74Ol HAEZS CHAIS
& HWX=E 25% =0l AS FEE MR7IE AT 2 3t "nds sy XigE =QIt QICH AR, 2
(Stafford & Hartman, 2013). 3HH, AZ|= DR SA X 7 ANE SHO|L CIME FHEHQF 22 CHE ADfY
oz ROt H+)el FeE DXz A= LIEMHLE EfO]l M2A|ZoEMN ZDto| ABISIE A|Zst GI1o
mEtA, HAEZS| O EE thed| SEE8 ES5ts  aate cod 4 Qo OX|2oz, $+=nt 0|2 A
WHE HO|lz AED OfL[2t 0o S RSt  E2to| ¢ N2 H|me|E= ZHE 90|17t 9 AHO|
OHIER} 0| ZIFE A= O EE S FodsS A Ct

datezMi AMzlE 40 IEES JSOAIZ|s A0l 58

SiCH S DMSO|A IX|=7t =1 MENY U= 7|
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Appendixes
Appendix 1: Measurement Model
Constructs and ltems I::c;:it:;s a C.R AVE
Eco-friendly behavior .873 RN .720
This restaurant behaves in a socially conscious way. 757
| have the impression that this restaurant is very responsive to environment issue. 757
This_ restaurant seems like they are concerned about the preservation of the 930
environment.
| have the feeling that thig restaurant is not only concerned about the profit but also 932
concerned about the environment and other consumers.
Third-party Certification .939 .961 .891
| am aware that this restaurant is certified by a third party. .940
| am aware that this restaurant’s chef is certified by a third party. .959
I am aware that this restaurant has received awards from public/private 933
organizations.
Trust .929 .949 .824
| think this restaurant is honest. .898
| think this restaurant is reliable. 916
| trust the way this restaurant operates. .905
| think this restaurant is sincere. 912
Satisfaction .900 .937 .833
| am satisfied with the decision to use this restaurant. 915
My feelings (feelings) for this restaurant are satisfactory. 922
| like this restaurant. .901
Loyalty 918 .942 .803
| would recommend this restaurant to people around me. .903
| will speak positively of this restaurant to others. .924
| will visit this restaurant again next time. .803

a: Cronbach's Alpha; CR: Composite Reliability; AVE: Average variance extracted, The item was deleted during SmartPLS procedure.

Appendix 2: Convergent and Discriminant Validity

Constructs 1 2 3 4 5
1 Restaurant’s eco-friendly behavior .849 .568 .329 179 222
2 Third party certification 523 .944 465 314 .387
3 Trust .32 435 .908 .828 .827
4 Satisfaction 184 .288 .758 913 .887
5 Loyalty 222 .361 .765 .807 .896

Diagonal elements (bold) are the square root of the variance shared between the constructs and their measures (AVE)
Above the diagonal elements are the HTMT ratios. Below the diagonal elements are the Fornell-Larker Criterion.
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