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certified labelling scheme in this context  using the Danish Organic Cuisine Label (OCL) as an example   respondents were 12 times presented with pairs of hypothetical restaurant descriptions sample conscious conscious in organicscertified labelling scheme in this context, using the Danish Organic Cuisine Label (OCL) as an example.  p p p yp p
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supra-national bodies like the EU, and NGOs promoting organic production (Janssen & Hamm, 2014; Space 5% 4% 7% 5%p , N p g g p ( , ;
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Space 5% 4% 7% 5% 
Wu  Yin  Xu  & Zhu  2014) and the implementation of effective labelling systems has been shown to be Ample space 0 18 0 22 0 10 0 29Wu, Yin, Xu, & Zhu, 2014) and the implementation of effective labelling systems has been shown to be Ample space 0.18 0.22 0.10 0.29 
a major factor explaining differences in organic growth in different countries (Thøgersen  2010)  Such No info on space 0 18 0 22 0 10 0 29a major factor explaining differences in organic growth in different countries (Thøgersen, 2010). Such No info on space -0.18 -0.22 -0.10 -0.29 j p g g g g
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C l i  d I li i  
g g
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be particularly relevant for Scandinavian markets, where organic foods have become significantly po- form this in the sense that, for the whole sample, the impact of the OCL and of the use No info on acoustics 0 11 0 13 0 04 0 25p y g g y p
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pular. In Denmark, the relative share of organics of the total food market is more than 10%. On this of organic ingredients on restaurant choice was minor. However, we also find that the- Price level 35% 50% 11% 11%pular. In Denmark, the relative share of organics of the total food market is more than 10%. On this g g
re was a small segment  10% of the respondents  where the organic attribute was real

Price level 35% 50% 11% 11% 
background  the Danish government  which successfully introduced the state controlled Ø label for or re was a small segment, 10% of the respondents, where the organic attribute was real- < 200 kr 1 35 2 26 0 06 0 43background, the Danish government, which successfully introduced the state-controlled Ø-label for or- g p g

ly important for their choice  For the remaining 90%  the OCL played a small  but still < 200 kr. 1.35 2.26 0.06 0.43 
i  f d    i t d d i  2009 th  O i  C i i  L b l (OCL) i  d  t  t  

ly important for their choice. For the remaining 90%, the OCL played a small, but still 
200 400 k 0 28 0 35 0 13 0 35ganic food many years ago, introduced in 2009 the Organic Cuisine Label (OCL) in order to promote 
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400 k 1 63 2 61 0 19 0 78the use of organic produce in the food service sector  It is a labelling scheme with three levels – 
g

> 400 kr. -1.63 -2.61 -0.19 -0.78the use of organic produce in the food service sector. It is a labelling scheme with three levels – This result has to be seen in the light of the fact that a restaurant is a service  the quality 
 400 kr. 1.63 2.61 0.19 0.78 
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This result has to be seen in the light of the fact that a restaurant is a service, the quality Organics and OCL 16% 11% 8% 52%bronze, silver and gold, depending on the share of organic produce used in meal preparation  of which is by definition unknown until the service has been delivered  Restaurant de-

Organics and OCL 16% 11% 8% 52% bronze, silver and gold, depending on the share of organic produce used in meal preparation  of which is by definition unknown until the service has been delivered. Restaurant de OCL gold 0 60 0 50 0 08 2 74scriptions of the type we used as stimuli in the choice experiment can therefore be OCL gold 0.60 0.50 0.08 2.74 scriptions of the type we used as stimuli in the choice experiment can therefore be 
OCL silver 0 39 0 34 0 06 1 65viewed as cheap talk  advertising-type messages promising something that cannot be OCL silver 0.39 0.34 0.06 1.65 viewed as cheap talk, advertising type messages promising something that cannot be 
OCL bronze 0 15 0 16 0 04 0 41verified before actually visiting the restaurant  The cue utilization framework of quality OCL bronze 0.15 0.16 0.04 0.41 verified before actually visiting the restaurant. The cue utilization framework of quality 
N i f i 0 71 0 61 0 15 2 99perception suggests that consumers in such a situation use cues as indicators for the No info on organics -0.71 -0.61 -0.15 -2.99 perception suggests that consumers in such a situation use cues as indicators for the g
U i b t i t OCL tifi d 0 43 0 39 0 03 1 81uncertain quality  Certified labels can have such a cue function  as the external certi- Uses organics but is not OCL certified -0.43 -0.39 -0.03 -1.81 uncertain quality. Certified labels can have such a cue function, as the external certi Uses o ga cs but s ot OC ce t ed 0.39 0.03 .8
F d f ifi i ( il ) 9% 7% 12% 8%fication gives them more credibility than non-committal advertising language  Re- Food safety certification (smiley) 9% 7% 12% 8%fication gives them more credibility than non-committal advertising language. Re- Food safety certification (smiley) 9% 7% 12% 8% 

search on the demand for organic food for home use suggests that the organic label Top 0 30 0 35 0 19 0 37search on the demand for organic food for home use suggests that the organic label Top 0.30 0.35 0.19 0.37 
indeed is used as a cue by which consumers infer expectations on the overall quality Good 0 02 0 02 -0 01 0 14indeed is used as a cue by which consumers infer expectations on the overall quality Good 0.02 0.02 -0.01 0.14 
of the product  For this reason  one could expect that the OCL has impact in the choice Adequate 0 32 0 37 0 18 0 51of the product. For this reason, one could expect that the OCL has impact in the choice Adequate -0.32 -0.37 -0.18 -0.51 
experiment  even though the organic attribute was regarded as a minor part of the  experiment, even though the organic attribute was regarded as a minor part of the  
overall restaurant experience in the focus group study  overall restaurant experience in the focus group study. 
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