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Hvernig er hegt a0 koma
hollum og sjaltbazrum vorum
betur a framfari gagnvart
neytendum?

Rannsoknarstyrkur (nr. 218235-051). Neytendahegdun og markadssetning sjaltbzerra
matvzla. Rannis: Valdimar Sigurdsson. 2021-2023.
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g = -0.89, p < .001
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Study 1 Procedure and Materials (continued)

Product A Product B

HEALTHY

Which of the two products do you prefer now and to what extent?

Indifferent

Strongly Product A O |C O 1O | © O |0 |0 O |Strongly Product B
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M= $85 =
E M = $8.4
No label Sustainability tag Health tag
M=$7.8 M=$7.7 M = $8.1
No label Sustainability certification Health certification

SUSTAINABLE

Tags: $7.9 -> $8.5
= 7.6% increase
in WTP

“The total exports of marine
products in 2020 [...] were worth
1,747 million EUR” (Responsible
Fisheries, Iceland)



Consumer Based
Food Label Equity

Label Familiarity
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Informational Value
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He (+) [ Credibility ]Z

H; (-) [ (Dis)honesty

)

N i Control Variables
Hg (+) [ Single Global Equity : - Propensity to purchase

construct sustainable* products

J
K / - Social desirability
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Sigurdsson, V., Larsen, N. M., Folwarczny, M., Sigurdardottir, F. T., Menon, R. V., & Fagerstrom, A. (2024). Big business returns on B
Corp? Growing with green & lean as any label is a good label. Journal of Business Research, 170, 1143
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