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EXAMINING THE FACTORS THAT CONTRIBUTE TO TOURISTS’
OVERORDERING BEHAVIOR AT LUXURY RESTAURANTS:
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The purpose of this research is to examine tourists’ overordering behavior at luxury restaurants
because more than a third of restaurants’ food waste is associated with customers being unable to
finish their food. In addition, this behavior can have negative implications for consumers’ health. A
total of 410 participants completed surveys that indicated how status consumption and the need for
uniqueness can contribute to consumers’ overordering attitude, which in turn can affect their over-
ordering behavior. Furthermore, their attitude’s influence on their overordering behavior is lower
for consumers who are highly conscious of their health than for those who are less conscious of
their health. However, through advice giving, service staff can reduce diners’ overordering behavior.
Based on the findings, luxury restaurants that are popular among tourists might want to consider
developing more tasting menus and providing further training to their staff to enhance tourists’ dining
experiences by helping them order a suitable number of dishes.
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Value-attitude—behavior model

Introduction

Food waste is a global challenge for multiple
stakeholders and can have profound impacts on
the natural environment, society, and economy
(UN Environment Programme, 2021; Wang et al.,
2021). Estimates suggest that approximately 10%
of global greenhouse gas emissions are related to

unconsumed food, while more than 800 million peo-
ple were affected by hunger in 2021 (Dwyer, 2023;
Weber et al., 2020). Coskun and Ozbiik’s (2020)
study indicated that restaurants are responsible for a
portion of this food waste. This further suggests that
diners’ ordering behavior, such as ordering more
food than they can consume, is a critical determi-
nant of restaurant food waste. According to reports,
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more than a third of restaurant food waste is attrib-
uted to customers being unable to finish their meals
(Belfast City Council, 2023; Filimonau et al., 2019;
Matzembacher et al., 2020).

While there have been studies on consumers’
food waste behavior at restaurants, opportunities
for further research exist. The value—attitude—
behavior model has been employed to explain con-
sumers’ dining behaviors (e.g., A. Chen & Peng,
2018; Peng, 2020). However, the focus has mainly
been on their postconsumption behavior, such as
intentions to revisit and to recommend. Only a lim-
ited number of studies have examined consumers’
food waste behavior at restaurants, such as ordering
more food than they can consume, by considering
the influence of consumption values. Conceptual-
izing and testing a framework based on this estab-
lished model to investigate the factors contributing
to consumers’ overordering behavior at restaurants,
as well as potential variables that can mitigate this
behavior, can be beneficial for the existing hospi-
tality literature and the further development of the
value—attitude—behavior model.

When studying consumers’ food waste behavior
at restaurants, examining consumers’ tendency to
overorder in luxury establishments can offer valuable
insights to the literature and practices (Filimonau
et al., 2023). Certain practices in luxury restau-
rants, such as the meticulous presentation of visu-
ally appealing dishes, may encourage customers to
order more food than they can consume (A. Chen
etal., 2015; Filimonau et al., 2023; Hyun et al., 2015;
Mintel, 2014; Peng, 2020). Additionally, as luxury
restaurants are exclusive and symbolize wealth and
status for patrons (A. Chen et al., 2015), some con-
sumers might be tempted to order more food and
drinks than usual to showcase their status and wealth.

Among different types of customers’ overorder-
ing behavior at restaurants, tourists’ behavior might
need additional investigation. Due to the hedonistic
nature of tourism activity, consumers tend to exhibit
less environmentally friendly and less healthy
behavior when participating in this activity (Holmes
et al., 2021). This tendency extends to their food
consumption behavior as well. Studies have shown
that consumers tend to waste more food, such as
by overordering more food than they can consume,
when traveling for tourism purposes (Filimonau
et al., 2019; Gretzel et al., 2020; Wang et al., 2021).

This behavior is sometimes unintentional, such as
when they are unfamiliar with a restaurant’s portion
sizes, and at other times, it is intentional, driven by
a desire to sample more dishes to avoid missing out
on delicious-looking options.

Considering that luxury restaurants constitute the
third largest sector within the global personal luxury
product industry, the tourism industry has experi-
enced significant recovery since the COVID-19 pan-
demic, and consumers tend to waste more food when
traveling for tourism purposes, it is somewhat unex-
pected that little research has been done to investi-
gate the factors contributing to tourists’ overordering
behavior when dining at luxury restaurants. For this
reason, developing a framework to investigate this
issue can have practical implications while contribut-
ing to the value-attitude—behavior model literature.
A luxury restaurant is typically defined as one pro-
viding full table service and offering products (e.g.,
service, environment, and food) presented as unique,
superior in quality, and conspicuous (Peng, 2020).

While some consumers might be tempted to
overorder at luxury restaurants due to the perceived
value of such establishments, various factors can
potentially mitigate this behavior. Studies have
shown that consumers in certain socioeconomic
groups have become more health conscious, under-
standing the effects of excessive sugar consumption
(Jin et al., 2016; Konar et al., 2022). Additionally,
research has indicated that consumers in specific
sociodemographic groups are increasingly con-
cerned about the environmental impact of their con-
sumption behavior (Wilson, 2021). In the literature,
individuals’ concerns for both their health and the
natural environment are recognized as important
factors influencing behavior (M.-F. Chen, 2011;
Filimonau et al., 2020; Hamerman et al., 2018; Lo
etal., 2017; Zeng et al., 2021).

Furthermore, there are benefits for luxury res-
taurants and service staff in assisting customers in
avoiding overordering. If a customer overeats due
to overordering, it can lead to unpleasant experi-
ences for their body, such as heartburn, acid reflux,
and stomach pain (Blackburn, 2018; Cleveland
Clinic, 2023; Sharma et al., 2021; Tam et al.,
2020). This can be counterproductive to luxury
restaurants’ efforts to provide customers with supe-
rior experiences and can negatively impact diners’
tipping behavior, which is partially based on staff
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suggestions (A. Chen & Peng, 2018; A. Chen et al.,
2015; Whaley et al., 2019). Some service staff
might be tempted to remind diners when they over-
order (Wilson, 2021).

Based on the discussion above, there are fac-
tors that might contribute to tourists’ overordering
behavior at luxury restaurants. In addition, there are
also factors that can mitigate this behavior. How-
ever, the effects of these factors have not been fully
conceptualized and explored. To contribute to exist-
ing theoretical framework and practices, we propose
a framework based on the value—attitude—behavior
model to examine tourists’ overordering behavior in
luxury restaurants. Through testing this framework,
our research will investigate the antecedents of
tourists’ overordering behavior, explore the impact
of service staff interventions (i.e., advice-giving
frequency) on tourists’ overordering behavior, and
assess the moderating effects of health conscious-
ness and environmental consciousness on the rela-
tionship between attitudes toward overordering and
actual overordering behavior. Finally, we will dis-
cuss the implications of this research.

Overarching Model, Research Framework,
and Definitions

Value—Attitude—Behavior Model

The value—attitude—behavior model is the basis
for our overarching theory in this research. The
value—attitude—behavior model was originally pro-
posed by Homer and Kahle (M. J. Kim et al., 2021;
Liu et al., 2021). These authors suggest that the
influence of values on specific behaviors is medi-
ated by individuals’ attitudes toward such behav-
iors. The concept of values refers to a person’s
conviction that a particular behavior or conduct is
preferable (Liu et al., 2021). Attitude refers to indi-
viduals’ evaluation of a behavior or conduct as pos-
itive or negative (M. J. Kim et al., 2021). Behavior
can be described as the actual decisions and actions
that individuals take (M. J. Kim et al., 2021).

This model is rooted in the field of social psychol-
ogy (A. Chen & Peng, 2018) but has been applied to
the field of tourism studies and hospitality research
(e.g., Han et al., 2019; Kang et al., 2015; Rousta
& Jamshidi, 2019). In addition, it has been applied
to examine consumption behavior related to luxury

products, lifestyle, and sustainability (e.g., A. Chen
& Peng, 2018; Cheung & To, 2019; Kang et al.,
2015). Such studies have generally supported the
notion that value can serve as a predictor of indi-
viduals’ attitudes toward a given behavior, which, in
turn, can affect their behavioral intentions.

When applying the value—attitude—behavior
model to luxury product consumption scenarios,
A. Chen and Peng (2018) have suggested that
researchers use values that can reflect the charac-
teristics of luxury products. This is because luxury
products tend to have a premium quality, recogniz-
able style, and high hedonic value, in addition to
an increased cost compared to nonluxury products
(Berthon et al., 2009). Because of the characteris-
tics of luxury products, researchers have noted that
the need for uniqueness, self-presentation motives,
and status consumption are three important values
that can affect individuals’ luxury product con-
sumption attitudes and behaviors (W. E. Jang et al.,
2015; H. Shin et al., 2017; Yang & Mattila, 2016).
However, there are a limited number of studies
examining luxury service consumption in relation
to the influence of these luxury values. This could
be considered a gap in the literature, and it may be
necessary to further investigate concepts and results
previously established through the study of luxury
goods. This is particularly relevant due to the dis-
tinctive characteristics of luxury services, includ-
ing their perishability, intangibility, and variability.

The need for uniqueness, self-presentation
motives, and status consumption can be applicable
and significant in the context of this research. Previ-
ous studies have shown that diners use luxury res-
taurants as a means to present themselves to others,
fulfill their need for uniqueness, and display their
status (A. Chen & Peng, 2018; A. Chen et al., 2015;
Yang & Mattila, 2016). Status consumption, in this
research, can thus be defined as consumption by din-
ers who desire restaurants that have visible social
status (Chao & Schor, 1998). The need for unique-
ness indicates consumers’ need to differentiate them-
selves from others through the restaurants they visit
(Zhan & He, 2012). In this research, self-presenta-
tion motives can be defined as consumers’ manipu-
lation of signs and/or representation of self through
their choice of restaurant (K. Kim et al., 2012).

Regarding the consequences of the need for
uniqueness, self-presentation motives, and status
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consumption, this research focuses on consumers’
attitudes toward overordering, which measures the
degree to which a diner has a favorable or unfavor-
able evaluation or appraisal of overordering food and
drinks at luxury restaurants (A. Chen & Peng, 2018).
Furthermore, this study examines attitude’s effect
on diners’ overordering behavior. One gap in stud-
ies using the value—attitude—behavior model is their
tendency to concentrate on behavioral intentions
rather than actual behavior (A. Chen & Peng, 2018;
Peng & Chen, 2021). While intentions can predict
actual behavior, they are not identical. This research
aims to contribute to the value—attitude—behavior
model literature by examining tourists’ overordering
behavior. Here, overordering behavior is defined as
ordering an overabundance or a large variety of food
and drinks at luxury restaurants that is more than
necessary or can be consumed (Yu et al., 2021). The
value—attitude—behavior model has been applied in
different marketing and hospitality contexts, but its
ability to predict individuals’ overordering behavior
at luxury restaurants remains to be examined.

Advice-Giving Frequency, Health Consciousness,
and Environment Consciousness

In addition to attitude’s influence on overorder-
ing behavior, we also examine the effect of service
staff’s advice-giving frequency on overordering
behavior. As mentioned by Seiders et al. (2015),
professional advice can have a crucial impact on
consumers’ service-based product buying deci-
sions. Service providers also generally want to help
customers reach positive outcomes, such as better
health, through their advice; however, negative out-
comes might occur when consumers do not adhere
to expert advice (K. W. Chan et al., 2010). The
concept of advice-giving is therefore applicable to
hospitality services because service staft at luxury
restaurants have the opportunity to interact with and
provide expert advice to customers throughout their
visit—for example, by answering customers’ ques-
tions about how to select wine or suggesting taking
leftovers home (A. Chen et al., 2015; Hamerman
et al., 2018). Furthermore, restaurant staff some-
times advise diners about their restaurant’s menu
and dish portions to assist their customers in having
a positive experience while avoiding overordering
(Peng et al., 2017; Yu et al., 2021).

Based on a review of the relevant literature, few
tourism and hospitality studies have investigated
the influence of service staff despite their important
role during service encounters. To contribute to the
literature, we thus incorporate an “advice-giving fre-
quency” variable into our proposed value—attitude—
behavior model. We define advice-giving frequency
as the incidence of restaurant service staff-diner
interactions in which advice about what diners might
have overordered is provided (Seiders et al., 2015).

Apart from the above variables mentioned above,
our framework considers the effect of “health con-
sciousness” and “environment consciousness.”
Existing studies on sustainability and food consump-
tion have mentioned that consumers’ food wastage
behavior can be affected by their concern for their
own health and the natural environment (M.-F. Chen,
2011; Lo et al., 2017; Martinez Garcia de Leaniz
etal.,2018; Y. H. Shinetal., 2019; Zeng et al., 2021).
Hence, health consciousness is relevant to the present
research because purchasing an excessive amount of
food could have negative health implications, as con-
sumers tend to eat more when they buy more food
(Sharma et al., 2021). In addition, overordering food
can lead to food wastage, which can have a negative
impact on the environment (Filimonau & De Coteau,
2019; Talwar et al., 2021; Tonini et al., 2018).

Researchers have explored the direct effects of
these two variables on the behavior of luxury prod-
uct consumers; however, their potential to moderate
the behavior of tourists in a luxury restaurant set-
ting remains unexplored. In this study, health con-
sciousness refers to the degree to which a person
plays an active role in maintaining his or her health
(Zeng et al., 2021). Environmental consciousness
measures the degree to which individuals are con-
cerned about environmental problems and willing-
ness to make an attempt to solve them (Martinez
Garcia de Leaniz et al., 2018).

Hypotheses

Based on the literature we reviewed and the
objectives of this study, a research framework
for the study is proposed, as illustrated in Figure
1. Our first hypothesis proposes that consumers’
self-presentation motives have a positive effect on
their attitude toward overordering luxury restau-
rants. Products, including luxury products, can be
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Figure 1. Research framework and hypotheses.

used to present consumers’ self-image (Hosany &
Martin, 2012; H. Shin et al., 2017). In hospitality
studies, researchers have confirmed that consumers
also use restaurants that they visit and the food that
they order as a way to present themselves (Peng
& Chen, 2021). For example, consumers present
themselves as being healthy, having better taste,
and being more ethical by buying organic food
(Hwang, 2016). A. Chen and Peng (2018) con-
firmed that restaurants’ ability to let diners express
themselves can positively influence their attitude
toward restaurants. Accordingly, we hypothesize
that consumers who like to be seen visiting luxury
restaurants are more likely to find overordering
food at these establishments to be a wise idea (H1).
In this research, tourism activities are defined as
activities that individuals undertake for themselves
that are outside their normal routine and that are
undertaken for the purpose of enjoyment (Cohen,
1979; Peng et al., 2014):

H1: Consumers’ self-presentation motives have a
positive influence on their attitude toward over-
ordering at luxury restaurants when participating
in tourism activities.

Health
consciousness

Attitude toward
over-ordering

Environmental
consciousness

Over-ordering
behavior

A 4

H4

Advice given

frequency

The second hypothesis of this research concerns
the influence of need for uniqueness on consumers’
attitudes toward overordering luxury restaurants.
Some consumers, including tourists, are particu-
larly prone to purchasing products and visiting des-
tinations that make them feel unique and distinctive
(Kauppinen-Réisédnen et al., 2018). Similar to some
luxury brands, luxury restaurants can use multiple
methods to make consumers feel unique, such as
well-designed dining areas, exquisite ingredients,
and visually appealing plate displays (Berthon
et al., 2009; A. Chen et al., 2015; Peng, 2020;
Peng et al., 2017). These methods may stimulate
tourists to want to order more food than they can
consume if they miss out on dishes that appear to
be aesthetically appealing and delicious looking
(A. Chen et al., 2015; Filimonau et al., 2023; Hyun
etal., 2015; Mintel, 2014; Peng, 2020). Kauppinen-
Réisdnen et al. (2018) confirmed that consum-
ers’ need for uniqueness can affect their attitudes
toward luxury brands. Accordingly, we hypothesize
that consumers who like to visit restaurants that
are unique are more likely to have a positive atti-
tude toward overordering food while visiting these
establishments (H2):
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H2: Consumers’ need for uniqueness tendencies
have a positive influence on their attitude toward
overordering luxury restaurants when participat-
ing in tourism activities.

The third hypothesis that we test concerns status
consumption’s influence on consumers’ attitudes
toward overordering food and drinks at luxury res-
taurants when participating in tourism activities.
Researchers have suggested that some consumers
purchase products that will give them status (W. Y.
Chan et al., 2015; Pino et al., 2019). In addition,
studies have shown that luxury restaurants and
hotels can be suitable products for demonstrating
consumers’ status, such as their social standing or
wealth (Peng & Chen, 2019; Yang & Mattila, 2016).
Luxury restaurants often offer conspicuous orna-
ments, luxurious decorations, and expensive food
and drinks for their customers to consume (A. Chen
& Peng, 2018; A. Chen et al., 2015). In the context
of tourists’ dining behaviors, research has shown
that there is a positive relationship between status
consumption and attitudes (A. Chen & Peng, 2018;
Choe & Kim, 2018). Building on the works of these
aforementioned authors, we therefore propose that
consumers who visit a restaurant mainly because it
has status are more likely to have positive attitudes
toward ordering excessive amounts of food and
drinks while visiting luxury restaurants (H3):

H3: Consumers’ status consumption tendencies
have a positive influence on their attitude toward
overordering at luxury restaurants when partici-
pating in tourism activities.

The fourth hypothesis that we test in this research
concerns attitudes toward overordering at luxury
restaurants’ influence on consumers’ overordering
behavior. The relationship between attitude and
behavioral intentions and behavior has been exam-
ined in numerous different consumption scenarios,
such as healthy eating behavior and online group
buying behavior (Cheng & Huang, 2013; Jun &
Arendt, 2016). In previous tourism and hospitality
studies, consumers’ attitudes toward certain activi-
ties (e.g., dining when traveling abroad and overor-
dering at restaurants) have also been a significant
indicator of their behavioral intentions and behavior
(A. Chen & Peng, 2018; Yu et al., 2021). Yu et al.’s

(2021) study confirmed that diners who feel it is
wise to overorder at restaurants when entertaining
guests are more likely to have stronger intentions to
overorder food and drinks. Hence, we extend this
literature by hypothesizing that consumers’ atti-
tudes on overordering will positively affect their
overordering behavior at luxury restaurants (H4):

H4: Consumers’ attitudes toward overordering at
luxury restaurants have a positive influence on
their overordering behavior.

The fifth hypothesis that we examine in this
research is advice-giving frequency’s influence
on restaurant diners’ overordering behavior. The
relationship between advice-giving frequency and
behavior has been supported in studies of multiple
service encounter situations, such as medical, legal,
and financial services (Seiders et al., 2015). Few
studies, however, have explored this relationship in
the restaurant context, even though restaurant staff
can provide expert advice-giving on food and din-
ing-related issues and have multiple opportunities to
interact with diners (A. Chen et al., 2015; Yu et al.,
2021). Yu et al.’s (2021) research has confirmed
that diners’ overordering behavior while entertain-
ing guests can be reduced through staff interven-
tion, measured by a one-item situational variable.
To extend the literature on restaurant and service
encounter management, we thus propose that con-
sumers’ overordering behavior can be affected by
luxury restaurant staff’s advice-giving frequency,
which we measure with multiple items (H5):

HS5: Restaurant staff advice-giving frequency has
a negative influence on consumers’ overordering
behavior.

The sixth hypothesis that we examine is diners’
health consciousness’s ability to moderate their
attitude toward overordering’s influence on their
overordering behavior. Studies have shown that
individuals’ consciousness about their health can
influence their food consumption attitudes and
behaviors (Nagaraj, 2021; J. Shin & Mattila, 2019;
Yu et al., 2021; Zeng et al., 2021). For example,
a food package’s social value affects consumers’
food wastage intentions differently based on their
level of health consciousness (Zeng et al., 2021).
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Additionally, M.-F. Chen (2011) proposed that
health consciousness can moderate the relationship
between attitudes and behavioral intentions regard-
ing functional food.

Luxury restaurant diners might overorder food
and drinks if they have positive attitudes toward
this behavior. This could be for different reasons,
such as entertaining guests and/or restaurants offer-
ing too many exciting dishes (Batat, 2021; Jin et al.,
2016; Ospina, 2018; Yu et al., 2021). However, we
propose that attitude’s effect on behavior might be
less significant for consumers who are highly con-
scious about their health than for those who are less
conscious about their health (M.-F. Chen, 2011).
The following hypothesis (H6) is therefore tested:

He6: Attitudes toward overordering have a weaker
positive effect on overordering behavior for con-
sumers with higher health consciousness than for
consumers with lower health consciousness.

The seventh hypothesis that we test is environ-
mental consciousness’s ability to moderate attitude
toward overordering’s effect on diners’ overorder-
ing behavior. Research has shown that consumers’
environmental consciousness, such as their con-
cern for environmental problems, can influence
their food/restaurant-related consumption attitude
and behavior (Ghvanidze et al., 2016; S. Kim &
Seock, 2009; Remar et al., 2022). For example,
Remar et al. (2022) proposed that environmental
consciousness can affect consumers’ perception of
restaurants’ image. In addition, Y. J. Jang et al.’s
(2015) study has confirmed that consumers’ coffee
consumption behavior can be differentiated by their
levels of environmental consciousness.

There could be various reasons why luxury res-
taurant consumers might overorder food and drinks
if they have positive attitudes toward this behavior.
For example, some might feel that it is a method of
presenting themselves and/or that it is acceptable
to be conspicuous when visiting luxury restaurants
(A. Chen & Peng, 2018; Peng, 2020). Neverthe-
less, we propose that attitude’s effect on behavior
might be less significant for consumers who are
highly concerned about environmental problems
than for those who are less concerned about envi-
ronmental problems. The following hypothesis
(H7) is thus tested:

H7: Attitudes toward overordering have a weaker
positive effect on overordering behavior for con-
sumers with higher environmental consciousness
than for consumers with lower environmental
consciousness.

Research Methodology
Sampling and Data Collection Methods

Taiwanese tourists were recruited to test the
proposed hypotheses because they have been
shown to be passionate about dining at luxury
restaurants when participating in tourism activi-
ties (A. Chen & Peng, 2018; A. Chen et al.,
2015). In Kaohsiung City, Taichung City, New
Taipei City, and Taipei City, trained assistants
politely approached individuals who were about
to enter or leave a luxury restaurant. The sam-
pling method used to collect these data was a
nonprobability purposive sampling method. This
technique was used to increase the likelihood
of reaching individuals who met the screening
criteria. The screening criteria for this research
were as follows: 1) participants had to be over 18
years old, 2) they had to have dined at luxury res-
taurants for tourism purposes before, and 3) they
had to have been reminded by luxury restaurant
service staff about overordering while participat-
ing in tourism activities before (Peng & Chen,
2019).

The background of the study was provided to
the consumers who agreed to take part and met the
screening criteria. To ensure that participants were
aware of the research context, the characteristics of
luxury restaurants and examples of luxury restau-
rants were provided to the respondents before they
started to fill out the survey (A. Chen & Peng, 2018;
Yang & Mattila, 2016). The self-report method
was used to survey participants’ dining behavior.
The research assistants thanked the respondents
and debriefed them once the surveys were com-
pleted. While conducting this research, the authors
followed their home institutions’ research ethics
guidelines. Seventy-five percent of the returned
surveys were usable. A total of 410 questionnaires
were gathered during the 10-week data collection
period. The profile of the participants is presented
in Table 1.
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Table 1
Characteristics of the Participants (N = 410)
Variables %
Gender
Male 46.8%
Female 53.2%
Respondent’s age
18-30 years old 13.2%
31-40 years old 25.6%
41-50 years old 33.6%
51-60 years old 18.8%
61 and above 8.8%
Education
High school degree 16.1%
College degree 19.8%
Undergraduate 43.6%
Postgraduate degree or above 20.5%
Survey Design

The study participants completed a question-
naire that had two sections. The first part collected
information regarding participants’ demographic
backgrounds. In addition, their dining behavior
was surveyed. The second part had 34 statements
about health consciousness (Lo et al., 2017), need
for uniqueness (H. Shin et al., 2017), environmen-
tal consciousness (Martinez Garcia de Leaniz et al.,
2018), status consumption (H. Shin et al., 2017),
advice-giving frequency (Seiders et al., 2015),
attitude toward overordering (Yu et al., 2021),
self-presentation motives (H. Shin et al., 2017),
and overordering behavior (Sharma et al., 2021).
When preparing these questions, a 7-point Likert-
type scale was used. The 34 statements used in this
study can be found in Table 2.

Data Analysis and Results
Model Measurement

The software used to examine the collected data
was IBM SPSS Statistics 25 and IBM SPSS AMOS
25. Structural equation modeling using Anderson
and Gerbing’s (1988) two-step approach (i.e., con-
firmatory factor analysis and structural equation
modeling) was applied when analyzing the data.
During the preliminary approach, confirmatory
factor analysis (CFA) was performed. Four items
(i.e., one from health consciousness, one from
need for uniqueness, and two from environmental

Table 2

Measurement Items and CFA Results

Factor
Loading

AVE

Variable/Adopted From/Measurement Items

0.84

0.96

0.93
0.95
0.96
0.83

HC3: I take responsibility for the state of my health.

HC1: I am very self-conscious about my health.
HC4: I am alert to change in my health.

Health consciousness (HC)/Lo et al. (2017)
HC2: I am usually aware of my health.

HCS: I am aware of the state of my health as I go through the day.
Self-presentation motives (SM)/Shin et al. (2017): When participating in tourism activities:

0.82

0.94

0.88
0.95
0.93
0.85

SM2: Luxury restaurants help me fit into important social situations.
SM4: I enjoy it when people know I am visiting luxury restaurants.

SM1: I like to be seen visiting luxury restaurants.
SM3: Luxury restaurants are a symbol of social status.

(continued)
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Table 3
Correlations and Descriptive Statistics

Mean SD CrA SM NU SC OB AFG AIT

SM 477 1.10 0.91 0.91

NU 496 1.07 0.94 0.91 0.93

SC  5.02 1.10 0.94 0.84 0.73 0.94

OB 545 0.90 092 0.66 0.61 0.71 0.92

AFG 4.23 0.96 0.92 0.80 0.74 0.73 —0.67 0.90
ATT 4.18 0.93 0.80 0.76 0.65 0.67 0.63 —0.71 0.85

Table 4
Hypotheses Tests (H1-HS5)

Standard
Path Estimate () t Value Results
HI: SM — ATT 0.81 1.66 Not support
H2: NU — ATT 0.62 2.07* Support
H3: SC — ATT 0.43 4.79***  Support
H4: ATT — OB 0.15 1.96* Support
H5: AFG — OB —0.90 —6.92***  Support

Note. Bold numbers on the diagonal elements are square root
of each construct’s AVE value. CrA, Cronbach’s alpha; SM,
self-presentation motives; NU, need for uniqueness; SC, sta-
tus consumption; ATT, attitude towards overordering; OB,
overordering behavior; AFG, advice given frequency.

consciousness) were removed due to low fac-
tor loading. After discarding the items mentioned
above, the factor loading of the remaining items
exceeded Fornell and Larcker’s (1981) recom-
mended threshold of 0.7. Moreover, the reliability
of this research’s measurement items was sup-
ported by squared multiple correlations. The com-
posite reliability scores, shown in Table 3, were
within the range of 0.88 and 0.94 and above Hair
et al.’s (2012) recommended threshold of 0.7. The
average variance extracted (AVE) of each construct
was above 0.5, which shows convergent validity.
Furthermore, shared variance between pairs of
constructs was less than the AVE of each variable,
which demonstrates discriminant validity (Fornell
& Larcker, 1981). The goodness of fit of the model
was confirmed (y¥df = 2.80; RMSEA = 0.068;
CFI=0.956; GFI = 0.953; NFI = 0.955); therefore,
the measurement model was acceptable.

Because the participants in this study com-
pleted their questionnaires at the same time, com-
mon method variance (CMV) is a potential issue
of concern. To rule out its influences, the common
latent factor (CLF) method was used (Podsakoff
et al., 2003). The differences between the regres-
sion weights with and without the latent variable
were similar (<0.20), indicating that this study was
not significantly affected by common method bias.

Hypothesis Testing (HI-H5)

Once the measurement model was validated,
the structural model was estimated to examine the
hypotheses. The results showed that the proposed

Note. SM, self-presentation motives; NU, need for unique-
ness; SC, status consumption; ATT, attitude towards over-
ordering; OB, overordering behavior; AFG, advice given
frequency.

*p <0.05, ***p < 0.001.

model fits the data reasonably well (y¥/df = 2.94;
RMSEA = 0.073; CFI = 0.902; GFI = 0.944;
NFI=0.947). After the structural model was exam-
ined, the proposed relationships were tested. Hl
was not supported (1 =—0.166; B =—0.81; p > 0.05)
because self-presentation motives did not have a
positive impact on attitude toward overordering.
H2, however, was supported (¢ = 2.07; B = 0.62;
p <0.05), as the need for uniqueness had a signifi-
cant impact on attitude toward overordering. H3
was also supported ( = 4.79; B = 0.43; p < 0.001);
status consumption had a positive and significant
impact on attitude toward overordering. H4 was
supported (r = 1.96; B = 0.15; p < 0.05) because
attitude toward overordering had a positive impact
on overordering behavior. HS was supported
(t=-6.92; 3 =-0.90; p <0.001) because the advice
provided by restaurant service staff had a nega-
tive and significant impact on diners’ overorder-
ing behavior. A summary of the hypothesis testing
results (HI-HS) is provided in Table 4.

Moderating Effects of Health Consciousness (H6)
and Environmental Consciousness (H7)

Using two groups classified by degree of health
consciousness, a multiple group analysis was con-
ducted to test whether health consciousness changes
the relationship between attitude toward overor-
dering and overordering behavior (H6). Before
the analysis, the participants of this research were
separated into two groups using the mean split. The
mean respondent health consciousness score was
5.13. Thus, those with mean scores greater than
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Table 5
Health Consciousness’s Moderating Effect (H6)
Low Health High Health
Consciousness Group Consciousness Group
Path Estimated B (5 B Ay?, Adf=1 Moderating Effect
ATT — OB 0.19 (2.54)** 0.07 (1.90) 54.36%** Significant

Note. ATT, attitude towards over-ordering; OB, overordering behavior.

#kp < 0.01, ***p < 0.001.

5.13 were placed into the high health consciousness
group (N = 224), and those with mean scores below
5.13 were placed into the low health consciousness
group (N = 186).

First, by examining the chi-square difference
between the unconstrained and constrained mod-
els, we found that there was a significant difference
between the high health consciousness group and
the low health consciousness group for outcomes
related to overordering behavior (Ay> = 28.33,
Adf=14, p <0.01). Second, because the difference
in the regression coefficients between the uncon-
strained and constrained models was significant
(Ay? = 54.36, Adf =1, p < 0.001), we found that
health consciousness played a moderating role in
the hypothesized path (i.e., attitude toward overor-
dering’s effect on overordering behavior). Attitudes
toward overordering significantly impacted overor-
dering behavior only for participants who had low
levels of health consciousness. Based on these sta-
tistical test results, H6 was supported (Table 5).

To investigate the moderating effect of environ-
mental consciousness (H7), another multiple group
analysis was conducted. The mean respondent
environmental consciousness score was 5.30. For
this reason, those with mean scores greater than
5.30 were classified into the high environmental
consciousness group (N = 222), and those with
mean scores below 5.30 were classified into the

Table 6

low environmental consciousness group (N = 188).
By examining the chi-square difference between
the unconstrained and constrained models, we sug-
gested that there is a significant difference between
the high environmental consciousness group
and the low environmental consciousness group
for outcomes related to overordering behavior
(Ay?=20.87, Adf= 14, p < 0.01). However, further
tests illustrated that the difference in the regression
coefficients between the unconstrained and con-
strained models was not significant (Ay> = 2.14,
Adf =1, p > 0.05). In other words, environmental
consciousness did not have the ability to moderate
attitude toward overordering’s effect on overor-
dering behavior at the path level. H7 was not sup-
ported (Table 6). Figure 2 shows the hypothesis
testing results (H1-H7).

Discussion and Implications
General Discussion

Approximately 10% of global greenhouse gas
emissions are associated with unconsumed food
(Weber et al., 2020). Furthermore, over a third
of restaurant food waste can be attributed to cus-
tomers’ inability to finish their meals (Dwyer,
2023; Filimonau et al., 2019; Matzembacher et al.,
2020). While some research has examined diners’

Environmental Consciousness’s Moderating Effect (H7)

Low Environmental
Consciousness Group
Path Estimated B (5

High Environmental
Consciousness Group

0] Ay, Adf=1

Moderating Effect

ATT — OB 0.24 (2.91)**

0.09 (2.01)** 2.14

Not significant

Note. ATT, attitude towards over-ordering; OB, overordering behavior.

#p < 0.01.
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Self- H1: .81(1.66)

H2: 62(2.07)% .

Need for
uniqueness

Status

) H3: .43(4.79)%**
consumption

Figure 2. Results.

overordering behavior, there are still gaps in the
literature. Specifically, only a handful of studies
have explored consumers’ dining behavior dur-
ing tourism activities, and there is limited research
on diners’ actual overordering behavior in luxury
restaurants. This study provides two unique con-
tributions to the literature by investigating tourists’
tendency to overorder luxury restaurants through
the value—attitude—behavior model.

First, due to the overemphasis on quality and
aesthetics in some luxury restaurants, a significant
amount of food waste has been observed in these
establishments (Filimonau et al., 2023; Wang et al.,
2021). However, despite being the third largest
global personal luxury product sector and experi-
encing significant recovery since the COVID-19
pandemic (D’ Arpizio et al., 2021), few studies have
examined the issue of food waste in luxury restau-
rants. Based on the findings of this study, some
aspects of luxury restaurants, such as their ability
to highlight customers’ status and provide unique
experiences, may contribute to diners’ tendencies
to overorder. However, when compared with other
types of restaurants (e.g., buffet restaurants), luxury
restaurants and their staff are arguably better posi-
tioned to assist customers in ordering an appropri-
ate amount of food. This is because diners in luxury

Health
consciousness

Attitude toward
over-ordering

Environmental

consciousness

presentation ~ Hé: L-"HT:
motive AN High group: 0.07(1.90) ,»* High group: 0.09(2.01)**
N Low group: 0.19(2.54)** Pt Low group: 0.24(2.91)**

Over-ordering
behavior

H4: .15(1.96)*

H5: -.90(-6.92)***

Advice given
frequency

restaurants tend to value the opinions of service
staff, and the potential negative consequences of
overordering, such as heartburn and stomach pain,
can be counterproductive to the efforts of luxury
restaurants to provide customers with superior
experiences.

Second, studies have shown that consumers tend
to engage in less environmentally friendly and less
healthy behavior when participating in tourism
activities (Holmes et al., 2021). Nevertheless, the
literature has not fully explored tourists’ behavior
in this context, despite the rapid rebound of the
tourism industry following the lifting of COVID-
19-related restrictions. Based on the results of this
study, the tendency to exhibit less environmental
friendliness when traveling also applies, to some
extent, to tourists dining at luxury restaurants. Due
to the hedonistic nature of tourism activities and the
appeal of luxury restaurants, tourists may inadver-
tently or intentionally order more food than they
can consume. This could be due to their unfamil-
iarity with portion sizes of different dishes or their
desire to sample as many delicious items as pos-
sible. Consumers’ concerns for the natural environ-
ment will not be able to mitigate their overordering
behavior when they dine at luxury restaurants when
traveling. However, this behavior can be mitigated
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if tourists are highly health conscious. In the fol-
lowing section, we provide a more detailed discus-
sion of the research framework and hypotheses.

Implications for Theory

In the hospitality literature, few studies have con-
ceptualized a framework based on an established
model to examine consumers’restaurant overordering
behavior. Moreover, studies investigating the factors
that can mitigate an individual’s behavior have been
limited. To support the investigation in this research,
the value—attitude—behavior model was adopted as
the overarching framework. This model could pro-
vide valuable insights into consumers’ overorder-
ing behaviors, but it has mainly been employed to
examine diners’ postconsumption behavior, such as
intentions to revisit and to recommend. More impor-
tantly, this study makes a theoretical contribution to
the existing body of knowledge by testing potential
factors that can moderate this behavior (i.e., health
consciousness and environmental consciousness),
examining the direct effect of staff advice on behav-
ior, and identifying consumption values (i.e. need
for uniqueness, self-presentation motives, and status
consumption) suitable for examining overordering
behavior at luxury restaurants. These implications
will be further elaborated.

First, the findings of this study are generally
consistent with the value—attitude—behavior model,
where luxury consumption values (i.e., need for
uniqueness and status consumption) can affect
tourists’ attitudes toward overordering luxury res-
taurants, which, in turn, can lead to their actual
behavior. These results reconfirm that consumers
who emphasize the ability of luxury products to sig-
nify their status, wealth, and desire to be different
from the general population are not only more inter-
ested in buying luxury products but also more likely
to have a positive attitude toward overconsump-
tion (Chen & Peng, 2018; Shin et al., 2017). Fur-
thermore, in previous hospitality studies using the
value—attitude—behavior model, some researchers
focused on behavioral intentions rather than actual
behavior. This research contributes to the theoreti-
cal framework by emphasizing actual overorder-
ing behavior. While intentions can predict actual
behavior, they are not different variables. Interest-
ingly, self-presentation cannot significantly affect

consumers’ attitudes toward overorders. Overeating
might have some impact on an individual’s physical
features, such as changes in weight and impacts on
the aging process (Tam et al., 2020). It is thus pos-
sible that consumers who have a strong desire to use
luxury restaurants to present themselves might not
have a positive attitude toward overordering if they
have a strong desire to present themselves.

Second, although the value—attitude—behav-
ior model is well established, fewer studies have
explored the factors that can moderate an indi-
vidual’s behavior. This study makes a theoretical
contribution to this model by examining the ability
of health consciousness and environmental con-
sciousness to moderate the influence of attitude
on behavior. In the literature on food consumption
behavior, individuals’ concerns for their health and
the natural environment are important factors that
can affect consumers’ behavior (M.-F. Chen, 2011;
Filimonau et al., 2020; Hamerman et al., 2018; Lo
et al., 2017; Zeng et al., 2021). This research thus
confirms that consumers’ concern for their health
can moderate their attitude toward overordering’s
effect on their overordering behavior. In other
words, although they might feel that overorder-
ing at luxury restaurants is good, consumers who
are highly aware of their health and changes in
their health do not let this attitude affect their food
ordering behavior. As some consumers are more
conscious about their health than before (Jin et al.,
2016; Konar et al., 2022), our findings might have
additional importance for hospitality research and
health-related studies, as previous studies on health
consciousness have mainly focused on this factor’s
direct effect on behavior.

Contrary to our hypothesis, we have found that
although more consumers are concerned about
their consumption behavior’s impact on the natural
environment (Wilson, 2021), this concern does not
moderate the relationship between attitude toward
overordering and overordering behavior signifi-
cantly. The hedonistic nature of tourism activities
entails that many luxury restaurants use multiple
methods, including a diverse range of delicious
foods, to ensure that their customers have positive
experiences, which might cause consumers to have
a positive attitude toward overordering food at res-
taurants, regardless of their concern for the natural
environment.
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Third, a distinctive theoretical contribution of
this research is confirming the impact of advice-
giving frequency on behavior in the value—attitude—
behavior model. Moreover, this study stands out as
one of the few in hospitality research that explores
the role of service staff in influencing food waste
in luxury restaurants. Similar to expert advice that
is provided by medical, legal, and financial profes-
sionals (Seiders et al., 2015), consumers’ overorder-
ing behavior at luxury restaurants can be reduced
by the advice provided by service staff. One expla-
nation for this is that luxury restaurants’ menu and
wine list can be quite extensive; therefore, tourists
perceive their service staff to be experts regarding
ordering food and drinks. In addition, dining at
luxury restaurants can be an expensive consump-
tion behavior (Peng & Chen, 2019; Peng et al.,
2017). Hence, diners might worry about making the
wrong choice, similar to their reasons for seeking
other kinds of professional advice. It is also pos-
sible that tourists are willing to adhere to service
staff’s advice because they are in a less familiar
environment (Peng & Chen, 2019). This result has
implications for the service management literature,
as it demonstrates that expert advice is applicable
not only in medical, legal, and financial settings but
also in situations where consumers perceive service
staff to have valuable knowledge. Furthermore, this
research also has implications for the hospitality lit-
erature, as few studies have examined service staff’s
influences on diners’ ordering behavior.

Implications for Practices

This research also has implications for individuals,
luxury restaurant practitioners, and policy makers
to consider. First, consumers who seek uniqueness
through their consumption decisions or use consump-
tion to signify their status tend to be the diners who
overorder when visiting luxury restaurants while trav-
eling. As more than a third of restaurant food waste is
associated with customers being unable to finish their
meals and reducing waste can lower the cost of waste
removal (Belfast City Council, 2023; Dwyer, 2023;
Filimonau et al., 2019; Matzembacher et al., 2020),
it might also be in luxury restaurants’ interest to find
creative ways to help customers who seek uniqueness
and status not overorder while maintaining similar
profit margins and customer experiences.

Luxury restaurants might want to explore
whether their dishes could come in different por-
tion sizes (e.g., large and small) and whether they
can create a variety of tasting menu options for din-
ers. This can allow tourists to satisfy their need for
uniqueness while reducing the likelihood of being
unable to finish their food. Additionally, these addi-
tional options could provide diners who use restau-
rants to signify their status with fewer incentives
to overorder if the quality of the dishes remains
the same. Having smaller dishes and more tasting
menus can not only help luxury restaurants have
better control over the amount of food that custom-
ers are unable to finish but also improve restaurant
profitability. When examining the value of luxury
restaurants, researchers notice that it is not uncom-
mon for smaller dishes to have higher profit mar-
gins, and tourists sometimes have less concern for
the financial value of luxury restaurants (A. Chen
& Peng, 2018).

Second, training service staff to identify potential
overordering behavior might be a useful method
to reduce food waste in restaurants. This likely
requires some knowledge about each dish’s portion
size, the average customer’s appetite, and the ability
to observe different customers’ individual circum-
stances. Practitioners and researchers have pointed
out the importance of chefs and service staff work-
ing together when providing diners with excellent
experience (Devenport, 2022; Peng et al., 2017).
Once staff members can identify potential over-
ordering behavior, they can be trained to provide
advice to customers in a friendly and professional
manner. During meetings between chefs and ser-
vice staff, it will be useful to discuss the questions
diners might have, the answers to these questions,
and how to assign a point of contact to improve
communication (Devenport, 2022). Additionally,
encouraging staff to attend training sessions pro-
vided by external speakers or agencies related to
customer service, sales, and communication might
also be beneficial (OpenTable, 2023). Although
reminding customers that they might overorder
could reduce restaurants’ revenue in the short term,
it might improve diners’ experiences, as overeat-
ing can cause discomfort, such as feeling tired or
heartburn (Blackburn, 2018). This type of practice
might be useful for luxury restaurants because ser-
vice staff quality and customer experience are quite
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important to these establishments (A. Chen et al.,
2015).

Third, it is also possible for service staff and
luxury restaurants to reduce tourists’ likelihood
of overordering behavior by reminding diners to
be more health conscious (Chandon & Cadario,
2019). Promoting healthy menu options and pro-
viding clear nutritional information (e.g., calorie
and sugar used) might make diners more conscious
about their health and the benefits of healthy dining
behavior, such as feeling more energetic and less
chance of experiencing acid reflux. Alternatively,
restaurants might want to highlight their effort to
improve their customers’ health by using fresh
ingredients, reducing the usage of salt and sugar,
and adopting healthier cooking methods (e.g.,
avoid deep frying when possible). This informa-
tion can be communicated through service staff but
also included on the menu as well as other promo-
tional materials. Furthermore, apart from making
this information conveniently available to diners,
restaurants could also try to be creative and make it
interesting (Chandon & Cadario, 2019).

Limitations, Future Studies, and Conclusions

This study has contributed to the literature but
it has several limitations. First, this research has
focused on tourists’ dining behavior at luxury
restaurants. Although the luxury restaurant sec-
tor is important to the restaurant industry, there
are more nonluxury restaurants than luxury res-
taurants. Future research could therefore examine
and compare tourists’ overordering behavior at
luxury restaurants and nonluxury restaurants. Sec-
ond, this research did not fully consider consum-
ers’ dining habits. Some consumers might be more
prone to overordering food when traveling, while
others might overorder food consistently. It would
be interesting for future studies to explore how dif-
ferent types of consumers engage in overordering
food at restaurants. Third, we only included diners
who had previously dined at luxury restaurants for
tourism purposes and had been reminded by restau-
rant service staff about overordering. While on-site
purposive sampling is suitable for this research’s
objectives, it may have unintended effects on the
collected data (e.g., diners who did not notice the
service staff’s reminder were not included in this

study). Consequently, future research should con-
sider testing the proposed model using different
sampling and data collection methods (e.g., online
surveys and convenience sampling).
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