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Preface 
Dear reader,  

This report has been written as part of the Launching Your Career course (LYCAR) at 
Hotelschool the Hague, where students are expected to provide a solution to a business-
related problem based on the Design-based research (DBR) methodology. 
 
The quantitative research found within this report has been commissioned by Anna de 
Visser -Amundson, a Senior Research Fellow on food circularity and sustainable 
consumption at HTH. It is part of a broader study at HTH: Locally sourced food, which is 
inspired by the city of Amsterdam’s ambition to increase locally sourced food. 
 
Specifically, this report focuses on the consumer adoption of local food with the aim to 
explore how the use of local products in HTH can be promoted and how different forms of 
messaging influence the sales of these local products. The findings from the research 
report as well as the proposed solution have been shared with the most important 
stakeholders, which have been identified in this report as well.  
 
As I consider myself an environmentally conscious person, who strongly believes that it's 
our responsibility to take better care of our planet by making sustainable choices, 
performing this research, and writing this report has been truly fascinating. The learnings 
I retrieved from this process not only helped me grow professionally and academically but 
also personally.  

I want to express my gratitude to my coach, Ms. Ntregka, for her insightful feedback and 
practical guidance. I would also like to thank Mr. de Vos and the HTH kitchen team for 
letting me do my fieldwork at La Mangerie for several weeks. Lastly, I would like to thank 
all the participants in the focus group for their valuable insights.  

Warm regards, 
Ronja 
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Executive summary 
 
Eating locally sourced food has several advantages for the environment and society. 
Firstly, locally sourced food is associated with more environmentally friendly agriculture 
practices than conventional food. Moreover, it has been discovered that short food 
chains are more resilient and perform better when evaluated on many sustainability-
related subjects, such as "governance," "biodiversity," and "animal welfare." Hence, by 
2030, Amsterdam plans to boost the amount of food that is locally sourced from the 
current 5% to 25%. Hotelschool The Hague (HTH) plans to expand its selection of 
regional foods and dishes made with regional ingredients too.  
 
Secondary research was performed to analyze in what way locally sourced food might be 
promoted at HTH. Said research on the drivers and perceptions of local foods revealed 
that local foods are generally viewed favorably. Yet, there is evidence of an "intention-
action gap" among consumers when it comes to "green" purchasing, whereby customers 
claim to want to make sustainable purchases but infrequently actually do so. According 
to literature, this gap may be partially attributed to a deficiency in knowledge or 
information. In addition, the association between local food and its environmental 
benefits may not be inherent. 
 
In terms of ecolabelling it was found that consumers favor carbon labels above labels 
that state a product is environmentally friendly. It was discovered that carbon labels 
may have a small but helpful impact on consumers' purchasing decisions. Finally, studies 
in other industries propose presenting carbon emissions as a well-known reference unit 
to get beneficial results, however, there are limited studies on the effectiveness of 
reference values for carbon emissions in the food industry.  
These findings, combined with HTH’s goal of increasing its locally sourced food, led to 
the following main research question:  

 
“What are the effects of carbon footprint labeling and the provision of reference 

values on consumer purchasing behavior towards local food products at 
Hotelschool The Hague?” 

 
Additionally, five sub-research questions were formed to provide deeper insights into the 
topic. 
 
Three labels have been developed based on the MRQ and the efficient labeling systems 
recommended by the literature. These labels have been attached to both physical and 
digital infographics and displayed around La Mangerie (the school cafeteria of HTH). The 
Salad sales when these different labels have been displayed were collected, and 
inferential statistics were used to analyze the data. The quantitative findings suggest 
that labeling local foods with a simple local label might be the most effective way of 
increasing sales.  
 
Additionally, a focus group was conducted, where consumers' thoughts on the label were 
collected. The findings of the focus group appeared to be contradictory to the 
quantitative findings, as most participants indicated that they prefer the carbon label 
with the reference values over the local label. However, these contradictory results may 
be attributed to social desirability bias or the label design, posing limitations to this 
research.  
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Furthermore, based on the focus group results, it has been determined that the 
population at HTH puts a greater emphasis on the environmental benefits than on the 
societal benefits of local foods. Lastly, participants of the focus group required proof of 
the several benefits claimed by the labels.  
 
By combining the findings of both primary and secondary research a marketing 
campaign promoting locally sourced food at HTH was created. This plan entails three 
tools: Firstly, a calendar to provide the consumer with knowledge about seasonal and 
local food as well as to create involvement and grab attention. Secondly, a simple local 
label that indicates what food is of local origin, with the purpose to create a desire to 
purchase by making use of the theory of social influence. Lastly, infographics will be 
placed in strategic positions in the cafeteria with the aim to inform consumers about the 
benefits of local foods. The proposed solution as well as the research underpinning it was 
disseminated with the kitchen, banqueting, and marketing department of HTH, as these 
departments will be responsible for its implementation. Naturally, the research has been 
disseminated with the research commissioner as well.  
 
Finally, future research that tests the combination of societal as well as environmental 
factors in a label is proposed as well as studies that investigate whether the perceived 
health benefit of locally sourced might aid in its promotion.  
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1. Problem definition 
This problem definition chapter will provide an understanding of the research context, 
the reason for the research, and the goal of the research and will therefore clarify the 
significance of the study.  

1.1 Research context 

Hotelschool The Hague (HTH) is a hotel-management university of applied sciences, 
situated in the Netherlands, with one campus in the Hague and one in Amsterdam. Both 
campuses boast several F&B outlets, such as a cafeteria which is available for students, 
and a café as well as a fine-dining restaurant, which are open to the public. Currently, 
the Amsterdam campus has a total of 1243 students, consisting of 530 male and 713 
female students, with 944 being of Dutch nationality and 299 being international (M. 
Duiker, personal communication, February 14, 2023). The university is currently 
transitioning to the “Dutch cuisine” model, within its cafeteria. The Dutch cuisine model 
aims to make food consumption more sustainable by applying five principles, namely: 
culture, health, nature, quality, and value. The principle of “culture” encourages 
organizations within the food industry to offer 80% seasonal produce that is as much as 
possible sourced from the Netherlands (Dutch Cuisine, 2022). Not only HTH is aiming to 
offer more local products and dishes containing local products. The city of Amsterdam 
itself has set a target of increasing the percentage of locally sourced food from 5% in 
2020 to 25% in 2030 (Taskforce Korte Ketten, 2020). 

To reach these targets, it is pivotal to determine what drives consumers to choose local 
products over products that have traveled from countries and regions further away.  

1.2 Reason for research  
Approximately a third of global Greenhouse gas (GHG) emissions stem from the food 
system (Crippa et al., 2021). Local foods often require fewer fossil fuels for their 
preparation, transport, and their refrigeration during transport (Jung et al., 2020). 
Furthermore, mass distribution through large supermarkets requires a standardized 
system of mass production (Gruffat & Gaasch, 2020), contributing to the issue of food 
waste. Community and local food systems on the other hand could help prevent food 
waste by enabling communication between producers and purchasers for a better food 
planning (Ziegler, 2013). In addition, local food systems are said to be beneficial for the 
environment due to the use of sustainable practices compared to conventional food 
systems (Enthoven & Van den Broeck, 2021).  
 
Furthermore, ever since the start of the pandemic, public institutions have been urged to 
establish resilience-oriented food policies which could be achieved through localizing 
supply chains (Campbell, 2021). The lack of seasonal workforce (Neef, 2020) and the 
disruption of transport networks (Hobbs, 2020) caused by the pandemic, have made the 
importance of short food chains ever more apparent. Due to their relatively small scale 
and the direct impact that decision-makers have in their operational management, short-
food chains have been able to react faster during the crisis (Nemes et al., 2021). Since 
then, several papers published in scientific academic journals have urged for social and 
technological innovation regarding our current food system, particularly in connection to 
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re-localizing supply chains to make them more resilient and sustainable (Belik, 2020;  
Worstell, 2020)  
 
For these reasons mentioned, local foods shall be promoted, short-supply chains need to 
be enforced and research concerning the promotion of local foods is needed. 
Additionally, especially when it comes to purchasing sustainable or eco-friendly products 
and services, an “intention-action gap” among consumers is observed. This gap consists 
of the large discrepancy between consumers who state that they want to support 
purpose-driven/sustainable brands (65%) and the consumers that do so (26%) (White, 
Habib, et al., 2019). Hence, research is needed to close this gap.  
 
The effectiveness of carbon labels in promoting sustainable purchasing behaviors has 
been researched in various different settings before (Betz et al., 2022; Feucht & Zander, 
2018; Hartikainen et al., 2014; Lohmann et al., 2022; Plamondon et al., 2022; 
Spaargaren et al., 2013). However, there is limited research on the effectiveness of 
carbon labels on the sales of local products. Furthermore, Wallnoefer et al., (2021), 
suggest that consumers do not adopt a local and seasonal diet as they’re unaware of 
their environmental impact. Additionally, a recent systematic review, which reviewed 38 
research papers covering the topic, found that manufacturers and food producers should 
provide some more information in addition to the CF labels to increase the demand for 
environmentally friendlier food products (Rondoni & Grasso, 2021). While it is suggested 
that carbon emissions of products be communicated to consumers in the form of a 
familiar reference values (Camilleri et al., 2019; Larrick, 2015) there are currently few 
studies that investigate the effectiveness of reference values for carbon emissions in the 
domain of sustainable food consumption (Osman & Thornton, 2019). 

1.3 Goal of research 
This research aims to investigate the effect of carbon footprint labeling and the provision 
of reference values on consumer purchasing behavior toward local food products in the 
setting of the cafeteria of Hotelschool The Hague. Additionally, it aims to identify other 
factors that may influence consumer choice of local foods HTH.  The following main 
research question has been established:  
 
“What are the effects of carbon footprint labeling and the provision of reference values 
on consumer purchasing behavior towards local food products at Hotelschool The 
Hague?” 
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2. Analysis and Diagnosis 

2.1 Literature review 
The aim of this literature review is to provide an overview of the environmental 
advantages and disadvantages of local foods, as well as their ethical and societal 
implications. The review will also explore consumers' perceptions and drivers of local 
foods, as well as the impact of the Covid-19 pandemic on local food systems. Finally, the 
review will assess the effectiveness of (carbon) labels in promoting the use of local 
ingredients. These topics were chosen for the literature review because they are relevant 
and timely issues in the current food and environmental landscape.  
 
In this paper, the definition of local food will refer to the geographical distance between 
consumers and producers, as it is the most commonly used definition (Feldmann & 
Hamm, 2015). 

2.1.1 Do local foods have a positive environmental impact?  

Local foods often require fewer fossil fuels for their preparation, transport, and for 
refrigeration during transport (Jung et al., 2020). The mode through which foods are 
transported plays a huge difference in terms of their environmental impact throughout 
their life cycle. Airplanes for example emit 50 times as much greenhouse gasses for 
transporting the same amount of food as tankers (Poore & Nemecek, 2018). It is 
however important to note, that only around 0.16% of emitted food miles stem from air 
travel (ibid). Hence, it has been shown that “food miles” are not the main contributor to 
GHG emissions within the food system. In fact, they merely present 6% of the emissions 
generated within the food lifecycle, whereas the farm stage represents 61% (ibid). 
Furthermore, global supply chains, due to the principle of “economies of scale” 
oftentimes have higher logistical efficiencies resulting in lower GHG emissions per 
product, should their transport and storage methods be optimized (Enthoven & Van den 
Broeck, 2021). Therefore, Young, (2022), argues, that solely eating local foods might 
not be the most efficient way of tackling climate change, specifically when attempting to 
reduce one’s carbon footprint via one’s food consumption.  

However, although regional variations were mentioned, it was found that local food 
systems were generally linked to environmentally sustainable agricultural techniques. 
That is since consumer demand for healthy food and more sustainable practices seem to 
have a bigger effect on local food systems than on conventional systems (Enthoven and 
Van den Broeck, 2021).  

Lastly, mass distribution through large supermarkets, often connected to long food 
chains, require a standardized system of mass production (Gruffat and Gaasch, 2020). 
Community and local food systems on the other hand enable communication between 
producers and purchasers for better food planning (Ziegler, 2013), and could thereby aid 
in the prevention of food waste.  
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2.1.2 What are the ethical and societal benefits of local foods? 
An ethical concern of imported foods in opposition to local foods is that countries that 
build their economies through the export of foods might, consequently, not be able to 
provide their own nation with sufficient supplies (Royal Geographical Society, 2018). 
Another advantage of shorter food supply chains is that they’re usually contributing to a 
more resilient food system, (Vicente-Vicente et al., 2021)). As pandemics and climatic 
shocks become more frequent and endanger consumer food safety, particularly in 
financially vulnerable communities, resilient food systems become more and more crucial 
(Blay-Palmer et al., 2021). Results of a study comparing the Life-Cycle-Assessment 
(LCA) of several local as well as imported foods concluded that local foods often perform 
better in terms of sustainability. This higher performance however is not due to lower 
GHG, but due to other factors such as “governance”, “biodiversity”, or “animal welfare” 
(Schmitt et al., 2017).  

2.1.3 How are local foods perceived, and what drives their 
consumption? 
 
Motives for purchasing local foods can be either societal or self-centric. Societal motives 
for local purchases reported by consumers are either economic, i.e., supporting local 
producers, or environmental, i.e., minimizing foods' ecological footprint. From a self-
centric perspective, the benefit of local foods can be described as functional, i.e., a 
better quality of food and beverages, or symbolic, i.e., the association of local foods with 
authenticity and integrity (Riefler, 2020).  Another self-centric motive for purchasing 
local food is that domestic food is often perceived as healthier, compared to foreign food 
(Gineikiene et al., 2016).  
 
A survey conducted in 2018 in the Netherlands revealed that 42% of the shoppers 
surveyed buy local products to support small local producers (Tighe, 2020). The second 
most common reason for purchasing local food products was their superior taste 
compared to industrial products, with 39% of respondents citing this as a factor. 25% of 
participants indicated buying local for environmental purposes (ibid). 
 
In a study conducted by Allès et al., (2017) amongst 31,842 French adults, “local and 
traditional production” was found to be a higher-ranking food choice motive than “ethics 
and environment” or “environmental limitations” (i.e. not buying food for environmental 
concerns). This might imply that local food might not be immediately associated with 
environmental benefits and that the other motives for purchasing local foods mentioned 
above are more prominent. Wallnoefer et al., (2021) report that, despite respondents 
valuing environmental protection, these values often do not influence their choice of 
local and seasonal foods. Reasons for this discrepancy could lie in the complexity of 
understanding which and how environmental benefits come from a local and seasonal 
food choice (ibid).  
 
Findings from various scientific literature suggest that the majority of consumers have a 
positive view of locally-produced food (Denver et al., 2019). A recent German study 
found that the three main positives associated with locally grown produce are “short 
transport distance”, “support for local farmers” and “freshness” (Meyerding et al., 2019) 
 
Lastly, covid-19 has led to an increasing demand for local food options among 
consumers, according to a recent survey of 5000 participants across 10 different 
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European countries. 35% of the participants of the said survey have reported that 
buying locally produced food was more important to them ever since the start of the 
pandemic and 87% of these say that this will very likely be the case in the future as well 
(EIT food, 2020). This may be due to customers' growing concern over their own food 
security as a result of food shortages brought on by the pandemic (Gruffat & Gaasch, 
2020). In France for example, consumers are increasingly rejecting large supermarkets 
and turning to smaller, local producers (ibid).  

2.1.5 How effective are (carbon) labels really? 
The findings of the effectiveness of carbon labels on consumer choice are ambiguous (Liu 
et al., 2016). Some studies conclude that consumers fail to make sense of the label's 
emission value and therefore do not consider them during purchasing (ibid). A study 
conducted amongst Finnish consumers for example concluded that consumers still 
misunderstand the meaning of carbon footprints, which is why carbon labeling might not 
have a big effect on consumers (Hartikainen et al., 2014). This study also found that 
carbon labels that allow comparisons between different products are preferred among 
consumers (ibid).  
 
Another study suggests that carbon labels are preferred over claims stating a product's 
climate-friendliness (Feucht & Zander, 2018). This study’s findings also show that in 
nearly all the six European countries that were analyzed, consumers prefer indications of 
local production over indications of climate friendliness. Nevertheless, the paper states 
that consumers might feel overburdened by climate-friendly buying decisions, which 
could make the consideration of carbon labels unlikely when making purchasing 
decisions (ibid).  
 
A recently published systematic review has concluded that consumers lack knowledge on 
food-related sustainability topics in general (Van Bussel et al., 2022). Furthermore, some 
consumers show distrust towards sustainability labeling due to lack of certification, lack 
of transparency, and greenwashing (ibid).  
 
On the other hand, most research looking at consumer reaction to carbon labeling in a 
retail setting found a small but beneficial influence of carbon labels in influencing 
customer choice, purchase, and consumption in favor of lower-carbon items, according 
to a recently released systematic review (Taufique et al., 2022). However, these positive 
effects are likely to be context and actor-dependent (ibid).  
 
But not only in the retail sector were positive results found. Also, in a university canteen  
(Spaargaren et al., 2013; Plamondon et al., 2022; Lohmann et al., 2022) or an online 
restaurant-stimulation experiment (Betz et al., 2022) were positive effects of carbon 
labeling reported. However, a 2019 study that was published in the Journal of 
Sustainable Tourism, reports that customers don't always pay attention to the carbon 
labels on restaurant menus, therefore they can be insufficient to persuade consumers to 
buy low-emission dishes (Babakhani et al., 2020). According to Potter et al., (2021) the 
best approach for influencing consumer decisions through the usage of carbon labels, is 
to convey GHG emissions information with both a logo and language (for example, a 
traffic-light designation and numeric information). Furthermore, Taufique et al., (2022) 
conclude that ordinal logos (i.e traffic light labels), combined with quantitative 
information are more effective in influencing consumer decisions than certificates alone.  
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According to (Hartikainen et al., 2014), a carbon label containing a common reference 
value (i.e. light-bulb units) leads consumers toward purchasing lower-emissions options. 
However, as of today, there are limited studies available that explore the effectiveness of 
reference values in the domain of sustainable consumption, whereas, in the nutritional 
domain, positive effects have been observed (Osman & Thornton, 2019) 
 
Lastly, research suggests that even if carbon labels do not have a positive effect on 
consumer choice, they might be connected to different environmental benefits. That is, 
carbon labeling might influence retailers and other important actors in the supply chain 
to adopt more climate-friendly measures to lower the GHG emissions of their products 
and thus save costs and score well in labeling systems, and acquire reputational 
advantages (Taufique et al., 2022). 
 
In conclusion, research indicates that the effects of carbon labeling on consumer choice 
may be limited since customers might feel overburdened by climate-friendly buying 
decisions, lack knowledge regarding carbon emissions, and mistrust carbon labels 
because of greenwashing. Particularly in a restaurant context, guests may not see or 
reject carbon labels, making the label design even more crucial. Combining an ordinal 
logo and text on a carbon label has been found to be the most effective method in 
driving consumer choice for lower-carbon foods. Furthermore, it is suggested to include 
a common reference value in the label design. However, up to date, there is limited 
research on the effectiveness of carbon labels on the sales of local food- products 
specifically.  
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2.2 Hypothesis development 
Adding carbon labels on food items may encourage consumers to make climate-friendly 
dietary decisions. This has been proven for the retail setting (Taufique et al., 2022), as 
well as for restaurant settings. For example in a university canteen (Spaargaren et al., 
2013; Plamondon et al., 2022) or an online stimulation experiment (Betz et al., 2022) 
 
Therefore, the first Hypothesis is as follows:  
 
H1: Labelling local dishes with a carbon label will increase consumer choice for local 
dishes when compared to non-labeled dishes.  
 
However, it is suggested that consumers might feel overburdened by climate-friendly 
buying decisions, which could make the consideration of carbon labels unlikely when 
making purchasing decisions (Feucht & Zander, 2018). In the context of energy 
consumption of technologies and products, (Larrick, 2015) suggests using relative 
comparisons to put energy consumption into context for consumers. This has also been 
proven to lead consumers toward purchasing lower-emissions food products (Camilleri et 
al., 2019). 
 
These findings lead to the second Hypothesis:  
 
H2: Translating the difference in carbon emissions between local and conventional 
dishes to a reference value will lead to higher sales of local dishes, than when labeling 
them with a carbon label only.  
 
Based on the literature review, and the hypotheses formed, the following conceptual 
framework emerged:  

 
Figure 1: Conceptual framework (29 words)  
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2.3 Sub-research Questions  
The primary objective of this study is to investigate the impact of carbon labeling on 
consumer purchasing behavior toward local foods. To achieve this, two hypotheses to be 
tested were formulated. Additionally, to gain a more holistic understanding of the topic, 
sub-research questions that aim to explore other factors that may influence consumer 
choice for local foods have been created, with the goal of identifying effective methods 
for promoting local food products. The following sub-research questions have emerged 
from the literature review. By addressing these questions, the aim is to gain a deeper 
understanding of the complex interactions and relationships that shape consumer 
behavior in relation to local food choices. 
 

1. How important is “locality” for the population of HTH when making food choices?  
2. How important is “reducing one’s environmental impact” for the population of 

HTH when making food choices? 
3. What (other) factors are influencing the purchasing decisions of the population of 

HTH? 
4. How are “locality” and a “lower environmental impact” linked by the population of 

HTH? 
5. What other motives rather than environmental ones, for example, societal 

benefits with a focus on local farmers, might be more effective in advertising local 
foods?  
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2.4 Methodology 
This methodology chapter will describe the research methods used in the study, the 
population, and the sampling method with the aim to provide a concise explanation of 
the procedures followed in conducting the research. The limitations of the study will also 
briefly be discussed, as well as the methods used for data analysis.  

2.4.1 Research Method 
To answer the two hypotheses and the sub-research questions, a mixed methods 
approach was used, where a quasi-experiment, as well as a focus group, has been 
conducted. The reason for the chosen research method is that the sub-research 
questions that emerged in the literature review could not be answered through the 
experiment alone. Furthermore, Harper, (2022) suggests that the combination of 
qualitative and quantitative research methods allows for a better understanding of the 
subject than the individual approaches themselves. 

2.4.2 Quantitative research 
The experimental design and conditions 

The present study aims to examine the effect of different labeling interventions on the 
sales of local salads in a university cafeteria setting. To achieve this goal, four different 
conditions have been created, each corresponding to one of the two hypotheses being 
tested. The four conditions are as follows:  

Baseline measure (Condition 0): No label: Salad sales were measured before any 
interventions were implemented.  

Control group (Condition 1): Local Label: An infographic was displayed in the salad 
section of the cafeteria, informing the consumers that the vegetables in the salads were 
of local origin. This condition serves as a control group since the mere existence of an 
infographic could grab consumers’ attention to the salads and therefore increase sales. 
While the inclusion of a baseline measure offers a measure of comparison and aids in 
determining the extent of the change that is observed, the purpose of a control group is 
to control for unimportant variables and increases the internal validity of the study 
(Trochim et al., 2016). 

Carbon label (Condition 2): An infographic was displayed in the salad section, similar to 
the one used in Condition 1, but also providing information about the difference in 
carbon emissions between a local salad and a salad containing conventional vegetables. 
This is done to examine whether the small beneficial influence that can often be 
observed from carbon labelling (Taufique et al., 2022), applies to local foods as well.  

Carbon and Co2e label (Condition 3): An infographic was displayed in the salad section, 
similar to the one used in Condition 2, but also providing a reference unit (in the form of 
car kilometers) to compare the carbon emissions to, as research suggests that this might 
lead customers toward lower-carbon products (Camilleri et al., 2019). 

(For all three labels please refer to appendix 3).  
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Methods of data collection, population, and sampling methods 

Sales data for salads in the cafeteria were collected over a 29-day period, which spanned 
four weeks. The salads were classified into three categories: main salads, side salads, 
and total salads (which included both main and side salads). During this period, Label 1 
and 3 were displayed randomly for seven days, and Label 2 was displayed randomly for 
eight days. Additionally, data for condition 0 was collected for seven days prior to this 
period (appendix 5). 
 
This research targets consumers in an institutional setting. The students and teachers 
that visited the cafeteria during the 29 days of the quasi-experiment make up the 
sample. Therefore, the sampling method used is convenience sampling. As of 14-02-
2022, the Amsterdam campus at Hotelschool The Hague counts 1243 students of which 
530 are male, 713 are female, and of which 944 are Dutch and 299 are International 
(Duiker, 2023).  

Label and infographic design 

The carbon footprint for a salad with seasonal and local Dutch ingredients and a salad 
with imported ingredients have been calculated via an online carbon emissions calculator 
by the University Caterers Organization (TUCO, 2022) (appendix 1 and 2). These 
numbers have then been used to design carbon footprint labels. The label-design is 
based on the carbon labels of “Klimato” a start-up that calculates, communicates, 
reports, and reduces the climate impact of food for restaurants (Klimato, 2022). The 
labels have been placed on infographics, as to increase their visibility for the guests of 
the university cafeteria. On the infographics, a local salad is compared to a regular salad. 
This is done to imitate the experience of a restaurant menu, where guests typically have 
the choice between multiple dishes. Another reason is that research shows that 
consumers wish to be able to compare products and their carbon emissions (Hartikainen 
et al., 2014). Furthermore, these infographics have been displayed once digitally and 
twice physically in the salad section of the university cafeteria (appendix 4).  

Limitations 

The concept of external validity discusses whether the results of a study can be 
generalized to other populations, settings, and or/time periods. Research suggests that 
student participants are generally not recommended for hospitality and tourism studies, 
since these results may not be generalizable to the general population (Fevzi Okumus et 
al., 2022). Furthermore, quasi-experiments are susceptible to the external validity 
threat, as any prior differences between the subjects may affect the outcome of the 
study. However, this problem of “non-equivalence” can be mitigated by choosing 
treatment and control groups that are as similar as possible (Trochim et al., 2016). This 
has been done by assigning the labels as equally between the weekdays as possible 
(appendix 5). Further limitations are discussed in chapter 4.  

Data analysis 

The statistical software SPSS was used to analyse the collected data on salad sales to 
answer the hypotheses. A One-way Analysis of Variance (ANOVA) was conducted to 
determine whether there were significant differences in the mean sales between the 
three conditions. Two covariates, "mains" (sales of main dishes) and "sandwiches" (sales 
of sandwiches), were also tested as they represent common lunch alternatives to salads 
and could not be controlled in the experiment. A chi-square test was performed to 
assess the relationship between the categorical variables of the three conditions and the 
dependent variable of salad sales. The results of this test will be reported in the results 
section. 
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2.4.3 Qualitative Research 
Research method  

Trochim et al., (2016) suggest that focus groups may be used to strengthen quantitative 
measures. Furthermore, focus groups aim to encourage interactions between 
participants, and they are therefore useful in revealing pre-held views (Saunders et al., 
2015). Therefore, secondly, a focus group was held to make sense of the results of the 
quasi-experiment and to answer the sub-research questions that emerged from the 
literature review.  
 

Population and sampling  

Voluntary response sampling was used to recruit suitable participants, as it is a common 
sampling method used for focus groups. Students and teachers were contacted through 
Linked-in on 11.12.2022, and other platforms and then recruited based on their 
availability. Six participants, four women, and two men were invited to join the focus 
group, where ten focus questions were asked. The focus group was held online on 
17.12.23 as that date was the most suitable for the majority of the participants. The 
focus group was audio-recorded and then transcribed.  
 

Limitations 

Cases that self-select frequently do so as a result of their strong beliefs or feelings 
toward the research (Saunders et al., 2015), this might lead to self-selection bias. 
Furthermore, focus groups are often suspect to social desirability bias. Therefore, leading 
questions were avoided. Further limitations will be discussed in chapter 4. 
 

Data analysis  

A thematic approach was chosen to analyze the data. First, the focus group has been 
transcribed. Then, the transcription was given 40 different codes, which have then been 
divided into 28 themes (appendix 9). A mix of inductive and deductive coding was used, 
where some codes were derived from the theoretical frameworks that have previously 
been explored in the literature review and others derived from the data itself, given by 
the researcher. The themes have then been analyzed on their relationships with each 
other, and refined, they have been divided into two topics: “Label preference” and “Food 
choice setting influencing food choices” (appendix 11 and 12)  
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2.5 Findings  

2.5.1 Quantitative findings 
Descriptive analysis 

The highest total number of total salads were sold under condition 1, followed by conditions 
2 and 3, and the least salads were sold under condition 0. (For the descriptive SPSS results 
please refer to appendix 6.1)  
 
When looking at the means of the salad sales across all four conditions, condition 1 (local 
label) has the biggest mean when looking at the total salads sales:  
 

 
Figure 2: Means of total salad sales across all four conditions (23 words) 



 19 

 
 
The same applies for the main salad sales:  

 
Figure 3: Means of main salads across all four conditons (25 words) 

And, for the side salads this applies as well. However, as can be observed when 
comparing the different graphs, the difference in the salad sales across the four different 
conditions is the smallest for the side salads. These initial findings suggest that the 
different labels do not have a big effect on the sales of the side salads. 
 

 

Figure 4: Means of side salads across all four conditions (25 words) 
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When adjusted for the covariate’s “mains” and “mains” and “sandwiches” an even bigger 
difference in the means of total salad sales between the conditions can be observed, as 
can be seen in Figure 4. (For the descriptive SPSS results please refer to Appendix 6.1, 
and for the estimated marginal means of all salad sales please refer to Appendix 6.8) 

 

 

Figure 5: Means of total salads adjusted for covariates across all four conditions (46 words) 
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One-way ANOVA 

Although a difference in the means of the salad sales between the conditions can be 
observed, no statistically significant difference in the sales of the total salads for each 
of the four conditions has been found. The same applies when only the main salads have 
been observed and the side salads as well (appendix 6.2). 

Testing for covariates:  

The sales of the salads have also been adjusted for two covariates: the sales of the 
mains and sales of the sandwiches, as these two pose a typical lunch alternative to a 
salad. The results have been summarized in Table 1 and the SPSS test results can be 
found in appendix 6.3-6.5. 
 
When adjusted for the covariates, results showed a significant difference between at 
least one pair of the conditions when adjusted for the covariate “mains” and when 
adjusted for “sandwiches” and “mains” combined.  
 
Table 1 
Summary of ANOVA test results when tested for the different covariates  
 
 Total salads Main salads Side salads 

Mains P=.028 P=.113 P=.601 

Sandwiches P=.251 P=.475 P=.944 

Sandwiches and mains P=.012 P=.058 P=.711 

 
The inclusion of the covariate “mains” has shown a significant difference in salad sales 
between condition 0 and condition 1 (p=.019) (See Table 2). Also, when adjusted for 
both covariates (“mains” and “sandwiches”), the average total salad sales were 
significantly higher under condition 1 compared to the average total salad sales under 
condition 0 (p=.018) (See Table 3). Between the other conditions, no significant 
difference in the average salad sales was found.  
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Table 2 
Test of Between-Subjects Effects, Conditions 0 and 1, total salads, covariates: “mains” 
(78 words) 

 

Table 3 
Test of Between-Subjects Effects, Conditions 0 and 1, total salads, covariates: “mains” 
and “sandwiches” (87 words) 
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Chi-Square-tests  

Furthermore, a Chi-square analysis has been conducted to examine whether there is a 
relationship between the two variables: “condition” and “salads sold”.  
The test showed that there is a significant relationship between the condition and the 
sales of the salads. However, this relationship does not apply to the side salads, and not 
for conditions 1 and 2 for the total salads. 
 
Table 4:  
Summary of Chi-square results  
 
  Total salads Main salads Side salads 

Condition 

1,2,3 P=.001 P=.001 P=.811 

1,2 P=.111 P=.016 P=.597 

1,3 P=.001 P=.001 P=.957 

2,3 P=.039 P=.028 P=.560 

0,1,2,3 P=.001 P=.001 P=.398 

0,1 P=.001 P=.001 P=.246 

0,2 P=.009 P=.044 P=.091 

0,3 P=.571 P=0.854 P=.268 

Most main and total salads were sold under condition 1 followed by condition 2 (See 
Table 5). However, the difference in salads sold between condition 1 and condition 2 was 
found to be insignificant for the total salads. Interestingly, results show that there is no 
significant difference in the salads sold between conditions 0 and 3, meaning it is 
indifferent to the sales of the salads whether no label or a carbon & co2e label is 
displayed (For all chi-square SPSS results please refer to appendix 6.11-6.28).  
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Table 5: 
Frequencies of salad sales for each condition (For the SPSS frequency tables please refer 
to appendix 6.20-6.22) 
 Observed N 

 Total salads  Main salads Side salads 

Condition 0 390 237 153 

Condition 1 517 343 174 

Condition 2 467 283 184 

Condition 3 406 233 173 
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2.5.2 Hypothesis testing 
 
H1: Labelling local salads with a carbon label and comparing it to conventional salads 
with higher carbon emissions, will increase consumer choice for local salads. 
 
The ANOVA analysis showed no significant difference between the means of condition 2 
and condition 0 and neither between the means of condition 2 and condition 1. Even 
when adjusted for covariates no significant difference between any of the mentioned 
conditions could be found.  
 
The Chi-square test showed that there is a significant relationship between the sales of 
the local foods (salads) at the university cafeteria and the label that is being used. 
However, this relation does not apply to the side salads. This significant relationship 
applies to conditions 0 and 2 for the total salads (p=0.009) and the main salads 
(p=0.044). Significantly more salads were sold under condition 2 than under condition 0 
(See table 5).  
 
Furthermore, this significant relationship does not apply to condition 2 and condition 1 
for the total salads (p=0.111), but it does apply to the main salads (p=0.016). 
Significantly more main salads were sold under condition 1 than under condition 2. 
Testing the relationship between the sales of condition 2 and the control group 
(condition 1) suggests that the difference that could be observed between condition 2 
and condition 0 was merely due to the existence of an infographic including a label that 
drew attention to the salad section. Therefore, H1 needs to be revised:   
 
Labeling local salads with a carbon label and comparing it to conventional 
salads with higher carbon emissions, will not increase consumer choice for 
local salads when compared to the control group (local label) however, it does 
increase consumer choice when compared to a baseline group (no label). 
 
H2: Translating the carbon emissions difference between a local and a conventional 
salad to reference will lead to higher sales of salads, than when labelling them with a 
carbon label.  
 
The ANOVA analysis demonstrated no significant difference between the means of 
condition 2 and condition 3 for either one of the three salad categories. Also, when 
adjusted for covariates, no significant difference could be found.  
 
The Chi-square test suggests that there is a significant relationship between the sales of 
local foods (salads) and the label that is being used, in the setting of the university 
cafeteria. This significant relationship applies to conditions 2 and 3 for the total salads 
(p=0.039) and the main salads (p=0.028).  
However, under condition 2 significantly more salads were sold than under condition 3. 
The same applies to the main salads sold under condition 2 and condition 3, therefore 
H2 is not supported 
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2.5.2 Focus group findings 
Factors influencing food choices at la mangerie:  

Several factors that influence food choices at la Mangerie, were identified, including 
taste, line length, dietary requirements, word of mouth, value for money, nutrition, and 
portion size. The importance of trying to eat healthily, but also the occasional desire for 
indulgent or fulfilling options was also mentioned. The Environmental impact of one's 
food choices was not explicitly mentioned as a factor that influences food choices at la 
Mangerie. This suggests that environmental considerations may not be a primary driver 
of food choices, but they may be a secondary or tertiary consideration for some 
participants. As they, later, revealed that they follow a vegetarian diet for environmental 
reasons.  

Label 1 and the importance of locality when purchasing food at a university 
cafeteria.  

Participants had mixed reactions to the label, with some mentioning they disliked the 
directive language and others noting that they were drawn to the green color and the 
emphasis on local, fresh, and healthy ingredients. Furthermore, two participants 
mentioned that the label lacked important information and some sort of “proof” that the 
ingredients in the salad were indeed of local origin. One participant said that he didn’t 
require further proof or information. The locality was mentioned as a secondary 
consideration when purchasing food at la Mangerie. Moreover, participants mentioned 
that they placed higher importance on locality when purchasing food at the grocery store 
rather than at a university cafeteria.  

Label 2 and the importance of reducing carbon footprint when purchasing food 
at a university cafeteria.  

While some participants mentioned that they preferred the graphics in the first label, 
others mentioned that they appreciated the additional information and the comparison 
provided in the second label. Some participants suggested that the label could be 
improved by adding a title or explanatory text to help clarify the meaning of the data. 
When explicitly asked about the importance of reducing their carbon footprint when 
purchasing food, several participants mentioned the importance of environmental 
considerations, particularly the carbon footprint of the food they eat, in their food 
choices. Some participants mentioned that they had made changes to their diets, such 
as reducing their consumption of meat and dairy, in order to minimize their 
environmental impact. Some participants mentioned the importance of local and 
seasonal factors in their food choices, and how these factors can be related to 
environmental considerations. However, there was some disagreement about the relative 
importance of these factors, as some participants mentioned that they placed higher 
importance on the carbon footprint of their food purchases rather than the locality. 

Label 3 

Some participants found the labeling to be convincing and helpful in making purchasing 
decisions while others felt that the examples used were not relevant or that the labeling 
did not provide enough information. In terms of the layout of the label, some 
participants suggested more organization or adding additional text to make the 
information more appealing.  
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Label 4 and the importance of supporting local farmers/businesses when 
purchasing food at a university cafeteria 

The participants mentioned that they liked that the “human” connection the label 
conveys. Some participants mentioned that they would be more inclined to support local 
farmers if they had a personal connection to the country of origin or the specific farmer, 
or if they knew more about the specific farm and its practices. However, it was 
mentioned that supporting local farmers/businesses is rather a secondary consideration 
when purchasing food and that the environmental impact of one's food purchases is 
considered more important. Additionally, some participants suggested that combining 
both the environmental and social aspects of supporting local businesses in marketing 
materials could be more effective.  
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2.6 Discussion 

2.6.1 Conclusion quantitative findings 
Carbon label (condition 2)  

The findings of the chi-square test indicate that a carbon label (condition 2) will increase 
consumer choice for local salads when compared to the sales of the salads when no label 
is added (condition 0). This is however not the case when the sales under condition 2 are 
compared to the sales under the display of a local label (condition 1). In that case, no 
significant difference between the conditions was found, however, the number of salads 
sold under condition 1 (local label) was higher. This could imply that the mere existence 
of a label and infographic drew the attention of the consumers to the salad section of the 
cafeteria and therefore an increase in sales was observed. The findings of the one-way 
ANOVA analysis support this conclusion. When adjusted for the covariate’s “mains” and 
“mains” and “sandwiches” a significant difference between condition 0 and condition 1 
was found, where condition 1 had a higher mean. However, no difference in salad sales 
between condition 2 and any of the other conditions was found. This implies that the 
local label, which was initially designed for the control group measure, increases the 
consumer choice for local salads more than a carbon label. These results are in line with 
another study that concluded that consumers attached higher importance to local 
production than to climate indications and were also willing to pay higher price premiums 
for local production than indications of a product’s climate-friendliness (Feucht & Zander, 
2017).  

Carbon & Co2e label (condition 3) 

The results of the Chi-square test indicated that the sales under condition 3 were 
significantly lower than sales under condition 1 and condition 2.  In fact, there was no 
significant difference found between the sales under condition 0 and condition 3. These 
results imply that adding a carbon label while presenting the carbon emission in a 
familiar reference unit will not affect the sales of local foods.  
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2.6.2 Conclusion qualitative findings 
This chapter aims to answer the sub-research questions that were formulated in chapter 
2.3. 

1: How important is “locality” for the population of HTH when making food 
choices?  

When the participants were explicitly asked about the factors influencing their food 
choices, the locality of the food was not mentioned, and neither were environmental 
considerations. However, dietary requirements were mentioned. Later, it was revealed 
that several participants do not eat meat due to environmental reasons. However, the 
participants did not necessarily link locality with environmental benefits. Furthermore, 
participants mentioned that they pay more attention to the origin of ingredients when 
grocery shopping rather than in a restaurant or cafeteria setting. It is therefore 
concluded that locality is not a primary factor influencing food choices in a cafeteria 
setting for the participants of the focus group. 

2: How important is “reducing one’s environmental impact” for the population 
of HTH when making food choices? 

As mentioned before, none of the participants mentioned “the environmental impact of 
their food choices” as a determining factor for their food choices. However, several 
participants mentioned lowering their meat consumption for environmental reasons. 
Therefore, “reducing one’s environmental impact” can be considered a primary factor 
influencing food choices for a part of the population of HTH.  

3: How are “locality” and a “lower environmental impact” linked by the 
population of HTH? 

There seems to be a broad understanding among the participants of the environmental 
benefits that locally sourced food possibly has to regular food. However, participants 
were skeptical, about whether local food has a lower carbon footprint than regular food, 
and therefore required some sort of “proof” of their environmental benefits. 

4: What (other) factors are influencing the food choices at a university 
cafeteria of the population of HTH, and what are the barriers to local 
consumption? 

Influential factors that were mentioned are taste, line length, dietary requirements, word 
of mouth, value for money, nutrition, health considerations, and portion size.  
Furthermore, it was mentioned that price and availability are considerable barriers to 
local consumption.  

5: What other motives rather than environmental ones, for example, social 
motives, might be more effective in advertising local foods?  

None of the participants made the claim that they were more concerned about the 
potential social advantages of buying local foods (i.e. supporting neighborhood 
businesses, farmers, or the local economy) than the potential environmental 
advantages. Additionally, it was shown that some participants were more motivated to 
support local companies if they felt an emotional connection to their home country or 
region. One participant mentioned: 
 
“When I'm back home, I would always kind of support local farmers just because you 
know them, and you know where the food comes from. But like, for example, now, in 
London, I don't have any, like, emotional connection with the farmers, that has a bit less 
importance for me and my choice” 
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Another participant suggested combining social and environmental motives to increase 
the perceived personal impact of one's food choices. Therefore, it is concluded that social 
motives alone are not sufficient to convince the population of HTH to purchase local 
products. 
 
It seems that carbon labeling has the potential to have some impact on the participants 
purchasing decisions, but there is room for improvement in the way it is presented to 
make it more effective.  
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2.7 Recommendations 

This sub-chapter proposes several recommendations based on the qualitative and 
quantitative conclusions, as well as based on further secondary research that was 
performed.  

The results of the quasi-experiment indicate that adding a carbon label might increase 
the sales of local foods. However, displaying a local label instead possibly increases sales 
more. Therefore, displaying a sign to make consumers aware of the locality of 
certain foods and ingredients is recommended, as results from the quasi-
experiment suggest that a local label is most effective in increasing consumer choice and 
thus sales of local foods at HTH. Unclear remains,whether the “local” aspect of the label 
drove consumer choice, or whether it was the attention that the infographic and label 
drew to the salads.  Therefore, consumers' thoughts on the label were collected by 
means of a focus group. Surprisingly, the local label was only mentioned by one 
participant as the most likely to increase their choice of local foods. Other participants 
mentioned that that label lacked some sort of “proof” and further information. It also 
became apparent that most participants in the focus group placed higher importance on 
reduced carbon emissions of their food than on its locality. It is therefore 
recommended to tie local products to their environmental benefits. However, 
these benefits need to be explained and “proofed”, as the population of HTH is 
skeptical about whether local products are indeed better for the environment.   
 
The findings from the quasi-experiment and focus group regarding the use of carbon 
emission labels and a reference value on local foods appear to be contradictory. While 
the majority of focus group participants stated that they preferred the third label and 
believed it would influence their purchasing decisions, fewer salads were sold during the 
quasi-experiment when this label was displayed. The discrepancy between the focus 
group results and the quasi-experiment may be due to social desirability bias, where 
participants may have provided responses, they believed to be socially acceptable rather 
than their true opinions, as it is often seen when consumers are asked about their 
sustainable behaviors (Juvan & Dolnicar, 2016).  
 
Feucht & Zander, (2018), have found similar results in a study examining consumers' 
preference for carbon labels in six different European countries. According to their study, 
consumers preferred to have more information about climate-friendly food, but they only 
required to have the information at hand when they needed it and not to actively 
consider it in their everyday choices. This implies that information such as carbon 
emissions translated into reference values is information that consumers may want to 
have but may not actively use in their purchasing decisions.  
 
Another possibility for the contradictory results could be the label design of labels 2 and 
3. Participants mentioned that label could 3 could be reorganized and that it is missing 
bolder statements. Furthermore, one participant, when asked about their opinion of flyer 
2, mentioned: “Yeah, I also like that there's more information and like actual numbers. 
But it, it took me a little second to realize what the little circles meant. And then if you 
read both, okay, it clicks.” 
 
While both labels, 2 and 3, were of ordinal nature and contained a logo as well as 
quantitative information, as the literature shows this to be an effective way of portraying 
carbon labels, participants' reactions implied that they were not intuitive enough. 
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Lemken et al., (2021), suggest the use of color-coded, categorical labels, (e.g food 
traffic light, Nutri-score, or energy consumption labels) as these labels quickly enable 
consumers in making their choices. Additionally, carbon labels must allow comparisons 
between food groups in order to assist consumers in making their food choices (ibid). 
Ultimately Lemken et al., (2021), recommend that these carbon labels are government-
approved or generated by a 3rd party to avoid consumer confusion and distrust. It is 
therefore not recommended for HTH to label foods and dishes with their carbon footprint 
unless the label is generated or approved by the government or a 3rd party.  
 
Promoting local foods through other motives? 
 
Lastly, an additional label was created for the focus group, in order to examine whether 
promoting local foods through other motives rather than environmental ones might be 
more effective. Kim et al., (2022) suggest restaurants that source locally, use an other-
benefit appeal with a prevention focus for advertising local foods, i.e., “prevent the 
decline of the local economy.” Therefore, a label with the title: “Support your local 
farmer” with a picture of farmer “Thijs” and the description “Protect local food culture, 
and support local farmer Thijs, by purchasing this local salad” was made and shown to 
the focus group participants (appendix 7). However, it was concluded from the focus 
group that social motives alone are not sufficient to convince the population of HTH to 
purchase local products.  
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3. Solution 
Based on the analysis of the quasi-experiment it became apparent that carbon labeling 
might not be the most effective method of promoting local foods at HTH, at least not 
with the label that was created for the quasi-experiment. Instead using a local label was 
found to be more effective. Through the conduction of a focus group with a sample of 
the population of HTH, thoughts and impressions on the label were collected. 
Furthermore, insights into the perception of local foods and the importance of other 
factors when purchasing food at la Mangerie became apparent. Based on these findings, 
combined with further literature research, a marketing campaign based on the AIDA 
Model has been created. According to Manca, (2016), advertising based on this model 
leads to behavioral change through the hierarchical sequence of Attention, Interest, 
Desire, and Action. Three tools will be used in this approach: a seasonal calendar, a local 
label, and educational infographics. The marketing campaign will take place in the 
Amsterdam campus of Hotelschool the Hague, at the cafeteria, la Mangerie. The 
campaign was designed to take place during the months of May to August 2023, 
however, it may be adjusted. The tools used and their link to the AIDA model as well as 
the secondary and primary research can be seen in Figure 6.  
 

Tool 
Link to primary and secondary 
research Link to AIDA Model  

Calendar 

Knowledge: Provides consumers 
with knowledge of seasonal and local 
vegetables, findings from the focus 

group revealed that the population of 
HTH lacks said knowledge. 

Attention: grabs attention and 
puts emphasis on the terms 

“local” and “seasonal” Involvement: Creates involvement 
by letting customers partake in the 

menu creation of the university 
cafeteri. 

Label 

Label: Quantitative research findings 
demonstrated that a simple local 
label, without mentioning carbon 
emissions was most effective in 
increasing sales of local foods. 

Attention: grabs attention 
specifically for products that 

are labeled with the local label. 

Slogan: Based on the theory of social 
influence, making people more likely 

to purchase sustainably. 

Desire/ Action : Creates a 
desire, and call to action, to be 
part of the local community, 
through the slogan: “Join the 
local movement, be a part of 

the change 
” 

Infographic(s) 

Knowledge:  
Provides consumers with extensive 
knowledge on the (environmental) 

benefits of local foods. Primary as well 
as secondary research revealed that 
consumers want information as such 

Interest: consumers that are 
interested in the benefits of 
local foods can find further 

information in the infographics 
provided, and customers who 

are not interested are not 
scared off by carbon numbers. 
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to be available, but do not necessarily 
involve it in their everyday decisions. 

 
  

Desire: Creates a desire based 
on the environmental and 

health benefits of local foods. 

Figure 6: Marketing campaign tools  

3.1 Seasonal calendar 
The outcomes of the focus-group demonstrated that the HTH population wishes to 
reduce their environmental footprint, and they require evidence for environmentally 
friendly claims such as “local”. Furthermore, the participants in the focus groups do not 
necessarily associate "local" with "environmentally friendly," and they frequently lack 
understanding of topics such as seasonal vegetables and fruits, as well as carbon 
emissions, to make informed choices. To grab the consumer’s attention as well as to 
educate them on seasonal vegetables and fruits, an A2 calendar poster will be hung at 
the entrance of the cafeteria (see figure 6). This poster will grab consumers’ attention as 
it will change at the beginning of every month. The poster brings attention to the terms 
“local” and “seasonal”. Lastly, the calendar is an interactive marketing tool, as it 
encourages consumers to stick post-it notes on top of their favorite seasonal vegetables. 
The most popular vegetables will then be included more often in dishes served at the 
cafeteria. Interactive marketing tools increase audience engagement, provide instant 
feedback and boost conversion rates (Chi, 2022) and therefore potentially increase the 
consumer choice for local foods.  

 

Figure 7: Calendar, June (48 words) (for the other months, see appendix 14) 
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3.2 Label 
A label informing customers that the product or meal is prepared from local ingredients 
will be placed next to or on products that include solely local ingredients or products. 
This makes it possible for students and staff to distinguish between dishes and recipes 
that use local foods or goods. The final label that was designed closely resembles Label 
1, which was tried out in the quasi-experiment and was found to be the most successful 
label for promoting local foods. In addition, the label also displays the following text:  
 
"Join the local movement, be part of the change”.  
 
This slogan was created and chosen based on the theory of social influence. Studies 
have shown that people are more likely to make sustainable choices when they see that 
others around them are also making those choices (White, Hardisty, et al., 2019). 
Making local food part of a larger movement will hopefully make consumers more likely 
to perceive it as the norm and thus influence them to make a local purchase. Moreover, 
participants in the focus group emphasized the importance of the perceived impact of 
their actions.  For this reason, the phrase "be a part of the change" highlights the idea 
that individual actions can contribute to a larger, positive impact on the environment. 
Finally, the slogan encourages the audience to take action and try the local food options. 
After the marketing campaign is over, if the sales data support the use of the local label, 
the label will remain on dishes and products served at the university cafeteria.  

 

Figure 8: local label (13 words) 
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3.3 Educational infographics 
As revealed by the focus group, the HTH population places relatively high importance on 
the environmental benefits of their food choices but requires “proof” that consuming 
local food is indeed beneficial for the environment. Therefore, an infographic was 
designed, to inform consumers about the environmental benefits of local foods (appendix 
15). Other benefits of local foods are mentioned within the infographic as well, such as 
their freshness and nutritional value, and the societal benefits of local food. However, 
the environmental benefits are clearly the focus of the infographic since that seems to be 
the priority of the population of HTH. This information is intentionally not placed on the 
label itself.  Instead, customers who are curious about the advantages of eating locally 
can learn more in the accompanying infographics, and those who are not interested 
won't be put off by carbon numbers and an overflow of information.  

3.3 Evaluation 
The effectiveness of the tools used within the new marketing framework shall be 
assessed through several metrics. Kotler & Armstrong, (2018) advise regularly using two 
types of effects to assess advertisements or marketing strategies: the communication 
effects and the sales and profit effects. Communication effects measure how well the ad 
or marketing strategy conveys the message to the consumer. Metrics for this include for 
instance consumers’ product awareness, engagement, knowledge, and preference. The 
sales and profit effects on the other hand measure the return on advertisement 
investment (ibid).  

Measuring the sales data of local foods before and after the implementation of 
the marketing plan. 

A quantitative approach to measuring the effectiveness of the solution is to measure the 
sales of a local product available at la Mangerie before, during, and after the 
implementation of the new marketing framework. An example is to measure the sales of 
the fruit juices offered by “Schulp”, a current local supplier of HTH. After measuring the 
sales, they should be analyzed using inferential statistics to determine whether there is a 
significant difference between the sales data before, during, and after the 
implementation of the solution. 

Customer engagement, number of post-it notes placed on the calendar 

Another metric to evaluate is customer engagement with the campaign by keeping track 
of the number of post-it notes placed on the calendar each month. If the post-it notes 
decrease over time, other ways of creating interactive content need to be found.  

Survey to assess the communication effects of the marketing campaign 

Next to the collection of purely quantitative data, a survey containing eight questions 
has been created. The goal of the survey is to gather information on the effectiveness of 
the campaign and the perception of the HTH population on the tools used to promote 
local foods. A survey's participants are often selected so that the findings can be applied 
to a larger community (Eric Barends & Denise M. Rousseau, 2018). This will be done by 
printing out QR codes leading to the google-forms survey and distributing them to 
students and staff in the cafeteria.  
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Focus-group 

After the sales data, as well as the survey, has been analyzed, it is recommended to 
conduct a focus group to gather deeper insights into the perceptions of the campaign 
and to help better interpret the outcomes. Focus groups specifically help to obtain data 
and insights that are only accessible through the interaction of a group (Eric Barends & 
Denise M. Rousseau, 2018). This focus group shall be conducted together with staff and 
students. As the focus group is meant to help better understand the survey results, the 
questions will have to be developed after the analysis of the survey.  

3.6 Implementation 
According to Kottler and Armstrong,(2018) the optimal length of a marketing campaign 
can depend on several factors, such as the goals and objectives of the campaign, as well 
as the target audience and the size of the company. A campaign could last anywhere 
from a few days to several months or even years. This campaign is set to take place 
over the course of four months (May-August) since the target audience, which is 
hospitality management staff and students, has a busy academic schedule. Furthermore, 
since the objectives of the campaign are to increase awareness and consideration of 
local foods and labels, the campaign requires a longer engagement period. A detailed 
implementation plan (figure 9), as well as a timeline, has been created (appendix 16).  

 

Month Activities 
Deparment 
responsible 

1 (April) 

Baseline measure 
In the first month, the sales data before the 

implementation of the marketing plan is 
collected, to establish a baseline measure to 

consequently measure the impact of the 
campaign. 

Banqueting department 

Forming supplier relationships 
Furthermore, Hotelschool the Hague needs to 
enter supplier relationships with local suppliers 

to ensure the continuous provision of local 
ingredients and food products throughout the 

duration of the campaign. 

Kitchen department 

Instructing staff & students 
Lastly, the staff and students working in the 

cafeteria need to be instructed on the 
campaign and the activities that come 

alongside it. 

Kitchen department & 
Banqueting department 

2 (May) 

Sales Measure 
Continuously measuring the sales of local and 
non-local foods that allow for comparison at 

the end of the marketing campaign. 

Banquetting department 

Infographic set-up 
At the beginning of the marketing campaign, 
the infographics need to be set up at strategic 

locations within the cafeteria (Please see 
Appendix X). 

Banquetting department 
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Seasonal calendar set-up and 
implementation 

On the first Monday of the month, the seasonal 
calendar will need to be set up at the entrance 
of la Mangerie. After the first week, the post-it 
notes need to be counted and the results need 
to be implemented in the menu-creation of the 

cafeteria. 

Banquetting department 
(set-up) and Kitchen 

department 
(Implementation) 

Labeling local dishes  
Lastly, as the menu of the cafeteria changes 

every Monday, Wednesday, and Friday, during 
these days, the dishes containing local 

products need to be labelled with the local 
label seen in Figure 7. 

Kitchen department 

3 (June) 

Sales Measure Banquetting department 

Seasonal calendar set up and 
implementation 

Banquetting department 
(set-up) and Kitchen 

department 
(Implementation) 

Labelling local dishes Kitchen department 

4 (July) & 5 
(August) 

Sales Measure Banquetting department 

Seasonal calendar set up and 
implementation 

Banquetting department 
(set-up) and Kitchen 

department 
(Implementation) 

Labeling local dishes Kitchen department 
Survey Distribution 

During the last two months of the campaign, 
the survey created to evaluate the solution 

(Appendix X) is being distributed. 

Banqueting department 

6 
(September) 

Dismantle Infographic and seasonal 
calendar Banqueting department 

Evaluate sales data Marketing department 

Evaluate survey data Marketing department 

Focus group  
Based on the analysis of the survey and the 

sales data, if further clarification on is needed, 
a focus group can be conducted. Marketing department 

Figure 9: Implementation table  
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3.7 Dissemination 
The following acts of dissemination have been established and mapped out in figure 10, 
based on the stakeholders that have been identified and mapped in an interest-power 
Matrix (appendix 17). For the different tools used and the proof of dissemination please 
refer to appendix 18-20.  
 
Stakeholder Act of dissemination Explanation for choice of 

dissemination 
Banqueting 
department 

Video explanation of the solution + 
Findings and Solution chapter 

shared via e-mail (appendix 19) 
  

Preferred act of 
dissemination amongst 

stakeholders, due to busy 
schedules. A video 

explanation was created as 
video content is more 
engaging than text 

(Chowdhary, 2019), and 
consumers can retain 85% 
more information through 
video than through text 

(Insivia, 2022). 

Marketing 
department 
Kitchen 
department 
Dr. van Rheede, 
senior research 
fellow at HTH. 

Comissioner 

On-site dissemination of the 
findings of the experiment 

(appendix 20), as well as the 
research report shared via email. 

Preferred act of 
dissemination of 
commissioner 

Industry 
professionals 

Infographic shared via Alumni-
platform (appendix 18).  
 

Due to large reach and high 
saturation of industry 

professionals. 
Figure 10: Acts of dissemination 
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4. Academic reflection 
This chapter discusses the limitation of this paper as well as recommendations for 
further research. 
 
The literature-review at the beginning of this report covered relevant topics such as the 
importance of local food chains by highlighting their environmental and societal benefits, 
while also mentioning their limitations. Furthermore, the topic of local foods was examined 
from the perspective of consumers. Since the study’s objective was to determine the best 
strategy to promote local foods at HTH, the literature review also analyzed factors that 
drive the consumption of local foods. Lastly, the topic of carbon labeling and how it could 
aid in boosting local food consumption was covered. Other eco-labeling methods were 
briefly mentioned, but not thoroughly, leaving room for improvement. Furthermore, a 
comparison and evaluation of different carbon labeling could have proven valuable in the 
creation of the final solution.  
 
To answer the main research question, a mixed-method approach was used since the 
combination of qualitative and quantitative research techniques enables a deeper 
comprehension of the issue than either method alone (Harper, 2022). Nonetheless, the 
research encountered certain limitations. Social desirability bias, which is frequently 
observed when consumers are questioned about their sustainable behaviors (Juvan & 
Dolnicar, 2016), may be to blame for the discrepancy between the focus group results and 
the quasi-experiment and therefore poses a limitation to this research. Secondly, 
although, the labels were designed in such a manner that they were as orthogonal as 
possible, the focus-group findings revealed that the design of the labels, rather than their 
actual content, may have partially influenced the outcome of the experiment. Furthermore, 
it can be argued that 29 days, the total duration of the quasi-experiment, may not provide 
a comprehensive enough understanding of the impact of carbon labeling on consumer 
behavior over a longer time frame. Lastly, some confounding factors, such as events taking 
place at HTH, the weather, or the composition of the rest of the menu at the school 
cafeteria, could not have been factored out for the sake of the experiment. Therefore, 
future research should be done on a larger scale, over a larger period, or across multiple 
facilities/ outlets. Additionally, to increase the validity of future research, the entire facility 
should be part of a controlled environment.  
 
Other suggestions for future research would be to further explore the possibility of 
combining societal as well as environmental factors in a label, as it was suggested by some 
focus group participants. Lastly, several other factors were mentioned by focus group 
participants as being influential in their food purchasing at the university cafeteria, for 
example health considerations. The prioritization of health over sustainability has proven 
to be a barrier to sustainable consumption (Feucht & Zander, 2017), and local foods are 
often perceived as healthier than foreign foods (Gineikiene et al., 2016). Promoting local 
foods through a health aspect might lead to higher sales. Denver et al., (2019) for instance 
suggest combining selfish, hedonistic factors (i.e., health, weight management) with 
altruistic factors such as ecological benefits to increase sustainable purchasing behavior. 
Further studies could be conducted at HTH to investigate whether this combination of 
factors leads to an increase in consumer choice of local foods, or whether the perceived 
health benefit might be sufficient to alone drive consumer choice for local foods. 
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Appendix 2: Coe2 calculation of local salad 
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Appendix 3: Infographics + Labels 
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Appendix 4: Infographics + Labels in the outlet 
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Appendix 5: Assignment of the different conditions 
to the days 
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Appendix 6: SPSS Results 
Title SPSS output 
1.Descriptives 

 
2. Anova 
without 
covariates, all 
conditions 
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3. Anova with 
covariate 
“sandwiches” 

 

 

 
 

4. Anova with 
covariate 
“mains” 
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5. Anova with 
covariates 
“mains” and 
“sandwiches” 
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6. Anova for 
condition (0,1) 
when tested for 
covariate 
“mains”  

 
 

 
7. Anova for 
condition (0,1) 
when tested for 
covariate 
“mains and 
sandwiches ”  

 

 

 
8. Estimated 
marginal 
means for all 
four conditions 
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9. Estimated 
marginal 
means for total 
salads when 
tested for 
covariates 
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12.Chi 
Square: 
Condition 
(1,2,3) main 
salads 

  
13.Chi 
Square: 
Condition 
(1,2,3) side 
salads 

 

 
14.Chi 
Square: 
Condition (1,2) 
total salads 
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15. Chi-
Square: 
Condition (1,2) 
main salads 

 

 
16. Chi-
Square: 
Condition (1,3) 
total salads 

  
17. Chi-
Square: 
Condition (1,3) 
main salads  
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18. Chi-
Square: 
Condition (2,3) 
total salads 

 

 
19. Chi-
Square: 
Condition (2,3) 
main salads 
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20. Chi-
Square: 
Condition 
(0,1,2,3) Total 
salads 

 
 

21. Chi-
Square: 
Condition 
(0,1,2,3) main 
salads 
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22. Chi-
Square: 
Condition 
(0,1,2,3) side 
salads 

 
23.Chi 
Square: 
Condition (0,1) 
Total salads 
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24.Chi 
Square: 
Condition (0,1) 
Main salads 

 

 
25.Chi 
Square: 
Condition (0,2) 
Total salads 
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26.Chi 
Square: 
Condition (0,2) 
Main salads 

 

 
27.Chi 
Square: 
Condition (0,3) 
Total salads 
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28. Chi-
Square: 
Condition (0,3) 
Main salads 
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Appendix 8: Focus-Group transcript 
 
Participants: Josephine, Diana, E, Romy, Jonas, Michael (all pseudonyms)  
 
Ronja  
Okay so I know we all know each other already, but I would still like to start with an 
introduction round if that’s okay. Maybe everyone can mention their name, and what they 
are currently doing at HTH.  
 
Josephine   
I’m Josephine and I'm currently doing my internship in London. And that was all your 
questions, right? And I and I tell Diana to go next. 
 
Diana   
I think you missed the question about your favourite colour but okay, fine. My name is 
Diana. I am also doing the same block and I'm doing my internship in Berlin That's it. 
Okay, anyone can go next. 
 
Romy   
I can go next. Yeah. Yeah, I'm Romy. I am currently in my second block of pre-master 
and from February onwards, I will be going on an internship. And yeah, I'll stay here in 
Amsterdam. 
 
Ronja Kamp   
So, you know already where you want to do your internship. 
 
Romy:  
I already signed a contract with the social hub for revenue management. Intern.  
 
Ronja Kamp  
Nice. Cool. 
 
Romy   
Yeah, I really wanted that one. While I was writing the CLP and or whatever where I had 
to show examples. I just really liked it. 
 
Ronja Kamp   
Oh, I see. Yeah. Cool. Yeah. Yes. Amazing. Michael, do you want to go next and introduce 
yourself quickly, what you're doing… 
 
Michael   
Yeah, hi. My name is Michael, I'm like the rest in year four, lycar. 
 
Diana  
I guess we can’t really hear you. It's like very soft. Maybe you can put in earplugs or 
something. 
 
Ronja Kamp   
Yeah, otherwise, yeah.  
 
Michael  
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Yeah,  better ? 
 
Ronja Kamp   
Better. Yeah. 
 
Michael  
So I'm also in lycar, are supposed to graduate in March. I'm  doing a marketing internship. 
in Hotel de l'Europe in Amsterdam, which finishes at the end of February and my favourite 
colour is blue, and I like to play football. 
 
Ronja Kamp   
Thank you so much. Jonas, you want to go next? 
 
Jonas   
Hi, guys. My name is Jonas, I think I'm the only one from The Hague campus. I'm also 
doing Lycar currently doing track two and I have yet to start my internship and also find 
one. So that will be a nice challenge for me for February first. And my favourite colour is 
green. 
 
Josephine   
Jonas,  are you looking for an internship in marketing or revenue management?  
 
Jonas   
Perhaps, yeah.  
 
Josephine   
Well, we already have one candidate for the marketing internship in this meeting room. 
But there is an open space in revenue management at stage generator, very cool, hostel  
company. And the position is in, in London at the headquarters. So if you're interested, 
you can just shoot me a message.  
 
Jonas   
Definitely. Thank you.  
 
Michael  
I think this should be censored, Ronja. Is a paid, is this a paid ad? Or?  
 
Josephine  
Yeah, it is paid. I get a commission out of every person I recruit. 
 
Ronja Kamp  
Okay, and then lastly, Elena. Do you want to introduce yourself? 
 
Elena  
Of course. My name is Elena. I'm searching currently for my fourth-year internship, my 
lycar internship. I was supposed to start my internship in Malta this week. But I 
unfortunately I had an accident. I kind of broke my leg. And therefore, I'm still in Greece. 
And yeah, just searching for my internship as well. I'm the other candidate Jonas, so you 
have competition here. 
 
Ronja Kamp  
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Okay, thank you. And yeah, Hannah, is also supposed to join us, but her Wi-Fi is not really 
working. So, she'll just join maybe at one point. And yeah, I'm Ronja. I'm doing my 
internship right now in Amsterdam, at Bright kitchen, and also hoping to graduate in 
March. And yeah, so the reason why we're all here today is this lovely focus group. And 
it's a focus group about local foods and how to promote them in the best way possible at 
Hotelschool The Hague. So, my commissioner is a research commissioner from 
Hotelschool, and in cooperation a little bit with like La Mangerie, and that It's also where 
I did an experiment. And in order to kind of find up, like, find out some additional 
information, I'm conducting this focus group. So yeah, the goal is to end at 11.45. So, 
let's get started. And the first question that I have... And so yeah, as I said, I want to kind 
of figure out a little bit, what the perceptions are of the community of hotel school about 
local foods and kind of how they choose what kind of food they want to eat, and what is 
the most what are the most important factors? So the first question would be, what factors 
do you consider most important when purchasing food at la Mangerie? Or at any university 
campus? So, if you kind of, maybe reflect back to when you were a student and when you 
were still on campus, kind of what made you choose for certain foods? 
 
Diana  
I mean, honestly, if it just looks good, it looks tasty. That was the main factor looks Yeah. 
[perception] 
Ronja Kamp   
Okay. 
 
Josephine   
I think also, if the line was big, like, it didn't often have it on time and didn't want to wait 
in line. So, if there was, like, 15 people, I would choose another option.[time] 
 
Ronja Kamp   
Yeah. Okay. Good point. 
 
Romy  
It was also the dietary requirements because I'm a vegetarian and lactose intolerant. So 
that combination usually just sends me to the salad bar. Sometimes they get the soup, 
which is usually it's super nice, because they make the traditional Dutch tomato soup from 
time to time. Yeah, I think that's from the campus. And then now in the grill, I think that 
they started experimenting more with vegetarian vegan options. But then usually, I don't 
know,  they add something else that I don't eat. Okay. [dietary requirement] 
 
 
Jonas   
Let's say in addition to what the others already said, also word of mouth. So, if my friends 
are, like, very positive about a dish then I'm also eager to try it. Yeah. [word of mouth] 
 
Michael  
The same as Diana, like the looks of the plate. And also, I have to say, like, the value for 
the money, because sometimes it will be like really expensive, and very little. Sometimes 
it will be big portion for... yeah, but that's fine. So that was also important. [value for 
money] [portion size] 
 
Elena   
Yeah, I would have to agree with Michael's value for money.  
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Something that looks nutritional, but at the same time fulfilling as well, because it might 
look nutritional, but you know, the portion might be very small as Michael said, so all the 
things mentioned before plus nutritional and yet fulfilling.[value for money] [taste] 
 
Ronja Kamp  
Okay. And Elena which of these factors would you think are or, would you consider most 
important? 
 
Elena  
For me, it depended on the days. I mean, some days you want to eat something that's 
really good for you. And you want to feel, you know, energised and at the same time trying 
to eat healthy, but then other days, you're like, just give me something that, you know, 
fulfilling, and it's not that expensive as well. So, it depended on the day, most of the days, 
I would try to choose something that's nutritional just because you know, you're trying to 
eat healthy, but there are occasions where I would just get a pizza because I was super 
hungry.  [health] [taste] [price] 
 
Michael   
And towards the end of the month, when the smartcard would get out of funds, we just 
go for a small salad. [price] 
 
Ronja Kamp  
Okay. Okay, thank you so much. Does anybody have anything to add? or would like to 
add something to their answer or change it based on what the other said? Okay, great. So 
then, let's already go to the second question. And for the second question, I am going to 
send you a link right now. Because for my experiment, I created several flyers, which were 
displayed at la Mangerie. And I want to know your perceptions on these flyers right now. 
So, I'm going to send you a link in one second. In this chat here. So, if you could press on 
the link, and let me know if it doesn't work. Does everybody see the flyer? 
 
Jonas  
I do. Yes.  
 
Elena   
It's only one right? Yeah. 
 
Ronja Kamp   
Only one. Yeah. So, first question would be what stands out to you about this flyer? And 
what do you like or dislike about it? 
 
Jonas  
Dislike that it tells me what to do. [command] 
 
Ronja  
Okay. Good point. 
 
Josephine  
Actually, mine isn't loading, could you send me some pictures? Ah no, it's loading 
nevermind. 
 
Michael  
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I think what strikes me first is that it's like very green, on like a vegetable salad. So it's 
look, it looks kind of fresh and healthy. And yeah, then definitely all the.... like, it says 
local four times. So that's kind of what you mainly get from it as well. So that kind of local 
fresh, healthy feelings are kind of what I get. [health] [freshness] 
 
Ronja Kamp  
And that gives you a positive impression? 
 
Michael  
Yeah, for sure. If I would see this next to food I would, Yeah, I would…. I would say it's 
positive about the food. Yeah. 
 
Ronja Kamp   
Do you agree with Jonas that you don't like that it tells you what to do? [command] 
 
Michael  
No. No, sorry, Jonas. You know, that doesn't. I get these kinds of things thrown at me 
every day. That doesn't surprise me. 
 
Ronja Kamp  
Okay. Thank you. 
 
Elena  
I would have to say the only thing that maybe you know, I would want more, not that I 
disliked but I would like it if it was more specific. But it's because it says: "buy this local 
salad with vegetables from local farmers, it doesn't say what type of vegetables doesn't 
say which farmers is it? You know, where I'm actually staying? Is it, I don't know, is it a 
company? Just you know, individuals, individual farmers. For me, it just it just missing a 
few details that I would like to see on. [Lack of information] 
 
Ronja Kamp  
Too unspecific ,to vague? 
 
Elena  
 Yes.  
 
Ronja Kamp  
Okay. Good point. Thank you. 
 
Josephine  
Yeah, I'd have to agree as well with Elena, I think it's very... just, it's local, but it doesn't 
really explain it or anything. [lack of information] 
 
Elena  
But the visual, I'm sorry, the visual is nice. I really like the photo, it does convey that 
freshness.[freshness] 
 
Romy   
And also the choice of vegetables. And thats it? Yeah. Radish for me associates with health. 
Since I don't know, we have a saying in Lithuanian: "Oh, as healthy as a radish." So that 
and I'm like, well, that's really healthy, even though because it is not super specific. But 
then again, it can be used not necessarily for a salad, but for everything else. And then 
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it's just a first stamp so you can get like to buy a product. But of course, in this case, we 
don't necessarily know the meaning of it. But I mean, yeah, local products from local 
farmers. All the signs sound positive. [health] 
 
Ronja Kamp   
Okay, thank you so much. And so now, I want to kind of go on the topic of locality of 
dishes. And I want to ask, how important is it to you that the origin of your food is from 
local origin? 
 
Josephine  
Okay. I think for me, it's more important when I go to my groceries than in the restaurant, 
because in the restaurant, it's always hard because they just do the food themselves. I 
mean, they can always say that it's local, but then you don't really have ehm, you can't 
really confirm it. And whereas where I do my own groceries, you can see where the 
vegetables and fruits come from. So, I'd say it's more important for me when I do groceries 
then when I go out. [grocery shopping] [proof] 
 
Ronja Kamp  
okay, good point. Thank you. Michael, do you want to add anything to that? 
 
Michael  
Yeah, I agree. I was also gonna say like when I'm doing groceries now, I'm always looking 
at where it's from. So yeah, especially like recently, I haven't really, I don't really buy it 
anymore, that is from really far away where I can clearly see it, you know, obviously, 
when you get some kind of processed food, it could be that it's still from somewhere else. 
But I could have fruits and veggies, I do pay attention to it. And in the rest, so that that 
is really important for me in the restaurant, it's true that its more difficult to see it. But of 
course, you know, also when you go to a certain type of restaurant, it's going to be more 
seasonal, local. Whereas when you go to a different type, it will be very different. [grocery 
shopping] 
 
Ronja Kamp  
So, what you're saying is, when you cook for yourself, you really pay attention to buying 
local ingredients. But when you go out, it is less of an important factor in your decision-
making?  
 
Diana  
I think I would need some sort of proof. Because like, when I would go to the Kas, for 
example, that restaurant in Amsterdam that's super green and grows everything 
themselves, I know, because that's what they're like known for. But yeah, Mangerie,  when 
they say it's local food. I'm like, Yeah, okay, but what is local? And what where does it 
come from? So, I think I would need some sort of proof that it is. [proof] 
 
 
Ronja Kamp  
Yeah. So, and proof is not enough that it's just like Dutch ingredients, instead of like 
avocado and bell pepper, but, like local? 
 
Diana  
yeah, but then,for me, like, I don't really know, on top of my head, which ingredients 
would be grown in what season in Netherlands? So maybe there could be like a thingy, 
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that shows like, what fruits are in season or vegetables? And then you see, okay, that's 
what they're serving. So. Okay. [lack of knowledge] 
 
Ronja Kamp  
Like a calendar. Good point. Thank you. Does anybody have anything to add? To remind 
you, the question was, how important is it for you that the food that you're eating is from 
local origin. So like, specifically in Mangerie, or in a, like a restaurant setting?  
 
Elena 
I would say that, I mean, it's not the most important for me. It's more important for me 
to know that, for example, when I go grocery shopping, it's more important for me to 
know that the potato, for example, is for from a specific area that I like, because I know 
for example, from the top of my head, like I like potatoes, for example, from Spain from 
a specific place in Spain, if I know they're from there, I would be more inclined to buy 
them. And then when I go to restaurants, it would be an added feature. But it wouldn't be 
the reason I choose to eat there. [taste] [added benefit] 
 
Ronja Kamp   
Okay. 
 
Michael  
It wouldn't necessarily be the first reason to go there. But it's, it is important, like if they, 
if they say it on their menu, if they mentioned it, I will likely choose it more often. Because 
I..., just the sustainability factor of it does matter to me. Yeah, if there's a choice, I would 
choose for it. [not first choice] 
 
 
Romy   
It's a nice add on, but as Elena said, it's not something that I would be looking for 
necessarily. It's just like, if, if I choose that, and that's the option, that's good for Planet 
hopefully. But otherwise, it's not a determining factor. [added benefit] 
 
Ronja Kamp   
Okay. Thank you so much. And then the next question will be what, if anything could be 
changed about this flyer that makes you more likely to consider it when purchasing food 
in the cafeteria? So we already touched up on this a little bit. Diana mentioned, like some 
sort of proof. What else was mentioned? Maybe like an information on what is what is 
local? What is seasonal at the moment? Is there anything else that you might would 
change about it? 
 
Josephine  
I think maybe also... 
 
Jonas  
I think someone already mentioned that. It was like, where the purchase actually comes 
from. Someone mentioned the farmers specifically.[lack of information] [proof] [specific 
farmer] 
 
Ronja Kamp  
Okay. Thank you. Yeah, good point. Josephine, what did you want to say? 
 
Josephine 



 81 

I think maybe also the environmental impact of choosing local food compared to avocados 
from wherever. Yeah.[Environmental impact] [lack of knowledge] 
 
Ronja Kamp   
Okay. I think then we can go to the next. Oh, sorry, Michael, did you want to say 
something? 
 
Michael 
No, I was gonna say that for me, actually, I don't necessarily want to see all the 
background information like, compared to non-local foods.  For me usually, when I see 
something like this, it's, it convinced me enough. Like I don't, In that sense - I think I 
trust a label like this just to be about good local food and I, in my head, I will know that 
it's better than food from wherever over the world. But usually, when I see labels like this 
also in other categories, I, I just trusted that it's not as good, so I wouldn't necessarily 
need more information. [more information] 
 
Ronja Kamp  
Okay, Thank you. And so now, I will show you that second label. I'm also gonna send a 
link in here, again. Yeah, let me know whether it works. Or not.  
 
Elena  
Yeah, I don't. I don't see it yet.  
 
 
Ronja Kamp  
Sorry. Yeah. 
 
Jonas   
There it is. 
 
Ronja Kamp  
So take a few moments to have a look at the flyer. And then the first question again, is 
what stands out to you about this flyer? What do you like or dislike about it? And you can 
also compare it to the one you saw before. 
 
Romy  
Yeah, I think that the bit of a details now some facts are nice, a comparison between the 
regular and local. But I think that the graphics in the previous one were nicer. [information] 
[design] 
 
Diana  
Yeah, I also like that there's more information and like actual numbers. But it's got it took 
me a little second to realise what the little circles meant? And then if you read both, okay, 
it clicks. But it's, it could be a little bit more like, maybe next to each other. [information] 
[design] 
 
Elena  
And same for me as well. Um, so maybe if it said, like, you know, the difference or like it 
had a title over it, because you see the first one and it takes you a few seconds to say, 
okay, maybe I should just check the second sign to see and then you understand, okay, 
the regular salad will take more of, you know. Yeah, Like, yeah, a title. I think that's that's 
a fair point. Yeah. [design] 
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Michael  
I think other than the, the text, for me what, what is, the problem with this flyer is that I 
can not really visualise what the difference is between points 49, or point 66? Like it 
doesn't, doesn't tell me a lot. I wouldn't know. If point 49 is a lot or not, or a difference 
doesn't seem that big to me. But maybe that's like, that's a wrong perception. It could be 
but that would then be the fault of the flyer. Not the fault of me. [lack of information] [lack 
of knowledge] 
 
Ronja Kamp  
Yeah, okay. Anybody else want to share their initial thoughts on it? 
 
Josephine  
No, I like that there's the environmental impact of like, the local compared to the regular 
salad. [environmental impact] 
 
Ronja Kamp  
Okay, thank you. So, the next question would be, how much, do you care about the carbon 
footprint of the food that you eat? Is that a topic that is on your mind? A lot? Is it a topic 
that? Yeah, you think about or is it something that or do you care more about other 
environmental aspects of your daily life? Yeah, so 
 
Diana  
For me, it's actually the main reason why I became a vegetarian, the co2 impact, like not 
eating beef anymore. I don't do that because of  the cow, but I do that because of the co2 
impact. So I care a lot about that a lot. [co2 emissions] [environmental impact] 
 
Ronja Kamp 
Yeah. Okay. 
 
Jonas  
Yeah, I have to think about the local products I view it as very important, like why should 
we be flying produce from let's say, Africa or Asia, when, we can make the same products 
and make the same products locally? And especially as Hotel School strives to be 
sustainable, but isn't really showing enough. [enivornmental impact] 
 
Ronja Kamp  
Okay, thank you. 
 
Diana  
I do think sometimes though, going back to the local thing, sometimes I feel like something 
being local isn't per se better, because they have these research, right, that having 
strawberries in the Netherlands is really not better than having strawberries from Spain 
and it's better to fly them in, less co2 produced,  than it is to make them in Netherlands. 
So I think for me, it's not so much going about their local but more about how much co2, 
or what's better. Yeah. [environmental impact] 
 
Michael  
I think I think that's yeah, that's an example of bell pepper. But in general, I think when 
something is in season in the Netherlands, it's better to get like from here than from 
anywhere else. But I think if you in winter have to grow a lemon in the Netherlands, it's 
going to take you much more like energy and water than to get it from a country where it 
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isn't seen. So that's true. But I think locality for me, like goes hand in hand with 
seasonality. And that's how I would always perceive it. And I do agree with Diana, that I 
also, like changed my diet based on our footprint. So, I eat much less meat and fish, well 
fish not, not as much as meat and dairy, because of the carbon footprint that it has. And 
the same goes for locality, I do it more for the carbon footprint than for supporting local 
farmers, which is also important, but at a carbon footprint is always the most important. 
 [co2emissions] [environmental impact] [supporting local farmers] 
 
Ronja Kamp  
Okay, so then. So, from what I'm gathering, like, the carbon footprint is quite important. 
Would you then say that this flyer would entice you more to buy a local salad than the one 
that you saw before? 
 
 
 
Diana  
For me, Yes. But I think what Michael is saying is a fair point, I need something to compare 
it to. Like, I don't know how much Co2 that is.  So if you can compare it to a flight to 
Leuwarden, then it would be, I don't know, something to compare it to. [co2 emissions] 
[information] [lack of knowledge] 
 
Michael  
Exactly. It doesn't doesn't yet say...like tell you a lot what what this amount of carbon to 
carbon emissions means.  But yeah, it is convincing, on the other hand, also, when the 
last flyer, I already kind of assumed that the buying local food would be less harmful, less, 
would emit less carbon dioxide. So, I already made that connection a little bit with the last 
one. Yeah, this one obviously is much clearer about that. [lack of knowledge] [co2 
emissions] 
 
Romy  
Also, since information of that carbon emissions is not really available every single time 
when you eat something. Is not that I ever pay a lot of attention to. And for me, in my 
mind, since I don't know, I'm like, Oh, I'm vegetarian, then I don't really need to think 
about it. Because it's already like a lot of impacts that I think is changing. Of course, one 
person cannot really change it, but when it's more people that don't consume meat, that 
is not available information. So, it's not really something that I think about while eating.  
[co2 emissions] 
 
Ronja Kamp   
So, it's something that you that you're aware of. You are about but not like in numbers. 
So, like stated on this flyer? 
 
Romy  
Okay, yeah, but numbers, because I think that it's the first time that I saw co2 emissions 
being associated with, for example, a portion of salads. [Co2 emissions] 
 
Elena  
Yeah, and if I had to just add something on, on that would be that. For example, for me, 
carbon emission is mostly interesting for me when it comes to animals. It's, it's literally 
the only I think carbon emission that is close to, you know, affecting my choices. And, 
like, if you would , if you would tell me that, you know, if I choose this salad over that 
salad, it will have less carbon emission, I would probably just choose the of the salad that 
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I wanted. But if you would tell me, choose a salad, because otherwise, if you choose meat, 
then this amount of animals would be killed. And that would also have carbon emission, 
you know, effects, then I would definitely choose the salad. Because it's not just the carbon 
emission, but it's also, you know, making sure not a lot of animals are killed for us to 
consume. So it would it would definitely be more important for me if it was connected with 
animals. That's what I'm trying to stay for. I don't know if it came out correctly. [Co2 
emissions] 
 
Ronja Kamp  
Yeah, I think it's clear what you meant. So anything you would add to this flyer to make 
it more appealing? To make it more of a considerable factor in your decision making at La 
mangerie? [animals] 
 
Josephine   
Maybe a bit stupid, but I would make the two circles the same size? Because then I 
wouldn't be wondering, okay, but it's not the same size, is it actually just the same 
footprint? [design][unclear] 
 
Ronja Kamp 
Okay. Thank you. Good point. 
 
Michael    
I think what's already been mentioned like, like something that shows what this difference 
means, so it's 117 grammes of carbon dioxide emissions, like what is that? What is that? 
Is that a drive from here to to The Hague or is that? Whatever? I don't know. Yeah. 
[information] 
 
Ronja Kamp  
Okay, good point. So, anything else somebody would like to add? Or can we go to the next 
flyer? I'm sending them now. So, that one kind of Yeah, does what, what you were asking 
for. But yeah, the first question again. What stands out to you about this flyer? What do 
you dislike or like about it?  
 
Michael  
So, I really liked it now you can see what it means 1.7 kilometres of driving. What I very 
much dislike is that doesn't seem a lot like a lot to me. I know that the salad may be not 
like a big thing you know, it's not like its going to change the world obviously but still, this 
seems like it's such an irrelevant example that I would maybe...[information] 
 
 
Ronja Kamp    
Not consider it? l 
 
Michael   
Like more more laugh at it and not consider it then find it as a positive so maybe I would 
try to find, like that is probably already next question, but I would probably find a different 
example for showing what this is. [impact] [insignificant] 
 
Diana     
For me, it's actually enough to be convinced. Like I know 1.7 kilometres is not a lot to 
drive, but just me choosing the local salad over the non-local salad when they're probably 
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both nice, knowing that I don't drive for 1.7 kilometers is enough for me. I find it good 
enough to make a different choice. [impact] 
 
Ronja Kamp   
Josephine, what do you think? 
 
Josephine  
Yeah, no, I think I like that there, there's like a comparison so you can see really the 
impact of your actions. I'm still not sure if I'm agreeing with Diana or with Michael butI 
think I think that just for a salad, like you wouldn't expect your Salad to save like 10 
kilometres with a jet plane. So I think it's convincing. So I shall take Diana's side. [impact] 
 
Ronja Kamp  
Elena, what about you? 
 
 
Elena    
Yeah, I mean, I like I like the visual I, I would prefer it if it was differently positioned. I 
would say as Josephine said before, for example, the circles have the same size and maybe 
the car is a little bit more distant from the from the circles. And that has only to do with a 
visual in terms of decision- making. I would have to be between somewhere between 
Michal and Diana because it's convincing. But yeah, it's not. Again, it's not something 
that...,  maybe if it had more bold statements, like: "You could save 1.7 kilometres, if you 
choose this salad.", you know, maybe bolder statements into instead of just showing facts, 
because facts are allowing me to get my own conclusion and my conclusion, depending, 
you know, on how much time I have to look at this, for sure something would be like, oh, 
yeah, whatever. Or it could actually be Oh, that's interesting, you know. So yeah, 
something in between. [design] [phrasing] 
 
Ronja Kamp  
Thank you. Jonas? 
 
Jonas   
I actually really like it that the flyer is very specific. So, I'm on the same team as Diana 
on this one. [information] 
 
Ronja Kamp   
Okay. Thank you. And, Romy? 
 
Romy  5:48   
I think that... but this is at a station that has both regular and local salads in front of me, 
or is it just that the local salad and it has this flyer next to it? 
 
Ronja Kamp    
Yeah. So, the way that it was in Mangerie is there was like a few different salads that the 
salad bar made. And like all the ingredients in the salad bar, we're local. And there was 
just this flyer there that said, this is a local salad. Compared to a conventional salad. Yeah, 
the emissions are lower.  
 
Romy  
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Yeah, then I think that I would have chosen the local salad, just to see if it's... yeah, I 
mean, the first time I would choose it, but then if it doesn't taste that well, the next time, 
I might just go for a regular one. [taste] 
 
Ronja Kamp   
Okay, the next question would be, in terms of like, the layout, do you think there's like, 
maybe, like, Is there too much information? Is there too little? Well, yeah, of the visuals. 
Is there anything that you would change about the flyer to make it more appealing? 
 
Josephine   
I think, maybe, I like all the information that is on it, then maybe I will try to make it a bit 
more organised. So with information, and maybe even a little bit more text, just to make 
it a little bit more readable. But I like the color scheme, and the background as well. 
[design] [information] 
 
Ronja Kamp  
Right, thank you. Yeah.  
 
Romy  
And then someone before also mentioned the titles instead, so that would really help it as 
well. I think the organisation, the layout. [design] 
 
Ronja Kamp  
Anybody else would like to add something? 
 
Michael  
Yeah, for me the layout doesn't really make a difference. It's anyways more about the 
content here. And for the rest I think it's quite clear. 
 
Ronja Kamp 
Okay, thank you. So now I have the last flyer. Which I'm gonna send. So again, what 
stands out about this flyer to you? What do you like or dislike about it? 
 
Diana  
I think it's nice that we see Thijs. No, I think it's really nice that there's a face with it. , to 
have a name and a face. Maybe it would be nice to have like a little bit more information 
like, like Thijs and his farm in, I don't know, somewhere. Like, like a location where he 
gets it and maybe a little bit more of a story. I don't know. But it's already nice that we 
have a face with the story. Yeah. [personal] [information] [story] 
 
Elena   
Yeah, I definitely like it more. And exactly like Jonah said, I like the fact that it's more 
personal. I would like more info just you know, but because it takes too long to to read 
and maybe I wouldn't, I wouldn't mind leaving it exactly as it is as well. Yeah. But I do 
like it the face. I like that. It makes it more personal. [personal] [information] 
 
Jonas   
I really like the title, though. It's way better than "buy something" in but "can you support 
your local community?" And it would have been very nice to maybe see a mixture of this 
one, together with the 1.7 kilometers, which shows you apart from supporting your local 
farmer also that you do something good for the environment. [support] 
[combination][supporting local farmers] 
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Ronja Kamp 
So, a combination of environmental and social cause, so to say? [combination] [social 
cause] 
 
Jonas  
Yes. 
 
 
Michael   
Personally, I find the environmental cause bit more important. So compared to the last 
one, this one's less appealing to me. Having said that, I think it is strong to to put emphasis 
on the social aspect of it as well. So I agree that a combination could be strong. But yeah, 
it would need backing up, but it's also more like environmentally. [environmental impact] 
[combination] 
 
Ronja Kamp   
If it's okay with you, I have like three, four more questions. Hope it's not going to take 
much longer than five minutes. So the next question will be: Yeah, how important is it to 
you personally, to support local farmers, local businesses? Does that influence your daily 
like, purchasing decisions? 
 
Diana  
Well, with this Dutch farmer thing going on right now, it's not my main priority, let's say, 
like, I like I like the local farmers. I think that's very good. But depends, of course, what 
kind of farm they have. Yeah, if it's, if it's vegetables, then sure. [supporting local 
businesses] 
 
Elena 
If, if I have tried them before, and if I know them in some way, I think I would be more 
inclined. If I go to another country, and he just says support the local farmers. I don't 
think, you know, that will be one my first you know, reason to choose something. But if I 
if I'm living in the area, and I know, and I've heard before, like tried their products before, 
yes, I will definitely be more inclined. [connection to country] [supporting local farmers] 
 
Josephine   
Yeah, I think I agree with you Elena. When I'm back home, I would always kind of support 
local farmers just because you know them, and you know, where the food comes from. 
But like, for example, now, in London, I don't have any, like, emotional connection with 
the farmers, that's has a bit less importance for me and my choice. [connection to country] 
[supporting local farmers] 
 
Michael  
I think actually supporting like a local food system is probably more important than 
connection with the farmer.  Obviously, if you really know someone and its a family farm 
or whatever, then it could be a different thing. But for me, like supporting a local farm 
would also would always be more about the local food system, trying to keep a short chain, 
those kinds of things rather than the emotional, social aspect that Elena and Josephine 
are more focusing on. [supporting local farmers] [emotional connection][supporting local 
food systems] 
 
Romy  
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I would say that it's a nice social cause to always support local businesses, local farmers, 
but usually, from my experience, the prices are significantly higher. So then sometimes 
that can affect my decision, and I just would not choose them in my case. [support local 
businesses] [prices] 
 
Ronja Kamp  
Yeah, good point. Thank you. 
 
 
Jonas   
I would say that... 
 
Ronja Kamp  
Then what if , Sorry, no, no, no, go ahead.  
 
Jonas   
Yeah, I was saying I, I prefer to support local farmers, but with what Albert Heijn and 
other supermarkets have, you're not always able to support them? So sometimes you also 
say ...[supporting local farmers] [availability] 
 
Ronja Kamp   
Could you repeat that? I'm sorry. You were stuck with me, like frozen for me for a second?   
 
Jonas   
Sorry. I think my Wi Fi is acting up a little bit. Now. What I was saying is that I really 
prefer to support local farmers, but with what Albert Heijn has in the shelves, you're not 
always able to support local farmers and therefore you just have to accept that sometimes 
you need to buy products that are flown in from the other side of the world. 
 
Ronja Kamp 
Mhm, Yep. Okay. Anybody else would like to say anything more about this specific flyer? 
any improvements suggestions or? 
 
okay, then the last question is, I would like you to have a look at all of these flyers again 
and then tell me which of these flyers do you find most effective for you specifically in 
terms of influencing your decision to purchase a local salad. So, look at them again and 
then think which one would convince you most by a local salad. 
 
Diana   
For me, it's the one with the car and showing the difference for co2. [co2 emissions] 
 
Ronja Kamp   
Okay. 
 
Jonas   
yeah, I agree on that one as well. 
 
Josephine     
Yeah, me too.  
 
Elena  
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I'm somewhere in between the last and the last and the one with the car just because one 
of them conveys, you know, the friendliness of the local farmer. The other one is mostly 
about facts. I think it would be the one with a car, just because you know, you kind of see 
what your impact is. But at the same time, the one with the local farmer is also compelling 
because you're helping someone, a real life person. So, somewhere in between I think 
okay, thank you. [personal] [impact] [helping someone]  
 
Michael   
For me, I would go for the first one, maybe with just the labels. 
I think it's nice, short and sweet and conveys your message for me. If I if I want to buy 
local products, and I already know, that I will do it and I don't need that much extra 
information. Because I kind of already connect this with the idea of less carbon dioxide, 
supporting local farmers. So, for me, I think they will want it what is the clearest. [co2 
emissions] 
 
Romy  
For me it's also label 3. 
 
Ronja Kamp  
Okay. Yeah. Thank you very much, guys. I have asked all the questions and I think, have 
quite some good insights on your thoughts. Thank you very much also for the overtime 
that I did. And I hope it was also a little bit interesting for you to see kind of what other 
people think about when they purchase food. And so yeah, thank you so much. And this 
is this is the end. Thank you. 
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Appendix 10: Focus group codes 
code theme 
Perception of food 1Appearance 
Time 2Time 
Dietary requirements 3Dietary requirements 
Word of mouth 4Word of mouth 
Value for money 5Value for money 
Portion size Value for money 
Health 6Health 
Taste 7Taste 
Price Value for money 
command 8Phrasing 
Freshness 9Freshness 
Lack of information 10Lack of Information 
Grocery shopping 11Grocery shopping 
Proof 12Proof 
Lack of knowledge 13Lack of knowledge 
Added benefit 14Secondary factor 
Not first choice Secondary factor 
Specific farmer 15Personal 
Environmental impact 16Environmental impact 
Quality 17Quality 
More information Lack of Information 
Information Lack of Information 
Design 18Design 
Co2 emissions 19Co2 emissions 
Supporting local farmers 20Supporting local businesses 
Animals 21Animals 
unclear 22Design 
impact 23(insignificant) impact 
insignificant impact 
phrasing Phrasing 
personal Personal 
story Personal 
Supporting local community Supporting local businesses 
combination 24Combine social and environmental 

topics 
Social cause 25Social cause 
Connection to country 26Emotional connection 
Emotional connection Emotional connection 
Supporting local food systems Supporting local businesses 
Availability 27Availability 
Helping someone 28Helping someone 
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Appendix 11: Food choice setting influencing food 
choices 
 
 

 
 
 

Appendix 12: Label preference 
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Appendix 13: Evaluation survey 
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Appendix 14: Seasonal Calendar  
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Appendix 15: Infographic for HTH cafeteria 
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Appendix 16: Marketing campaign timeline 
 
 

 
 
Appendix 17: Stakeholder map 
 

 
 

You need to set boundaries for
your timeline, so start and end
your timeline.

Third month End-evaluation

LOCAL FOODS MARKETING CAMPAIGN
A timeline from April 2023 - September 2023

Set-up

Start of campaign

Set-up infographics in Cafeteria 
Set-up labels for local suppliers (i.e
Schulp juices)
Set-up seasonal calendar : May

label dishes with local label

03.05.23

Every Mon., Wed. and Fri.: 

April May June July August September

Dismantle infographics and seasonal
calendar
 Evaluate sales data
Evaluate Survey data 
Based on analysis, create focus group
questions and conduct a focus group if
needed. 

Last month of campaignSecond month

Set-up the seasonal calendar: June

label dishes with local label

01.06.23

Every Mon., Wed. and Fri.: 

Set-up the seasonal calendar: July

label dishes with local label

Distributing QR-code with Survey,

03.07.23

Every Mon., Wed. and Fri.: 

03.07.23 - 31.07.23

Set-up the seasonal calendar: August

label dishes with local label

Distributing QR-code with Survey

01.08.23

Every Mon., Wed. and Fri.: 

03.07.23 - 31.07.23
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Appendix 18: Dissemination to industry 
professionals 
Infographic shared to alumni platform 

 
Proof of Dissemination to industry professionals 
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Appendix 19: Second dissemination to HTH 
departments 
 

 
 
https://drive.google.com/file/d/17TCsDUSxX8OPGP_YxXkRw5Zhbph0EOJt/vie
w?usp=share_link 
 
 

Proof of dissemination to HTH departments 
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Appendix 20: Live dissemination presentation 
 

 
 

Proof of data management 
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Proof of proposal pass
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Assesment form client 
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Assessment forms Internship Company 
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Data Management extract Lycar 
contract 

 


